BMSTELTER

Understanding the Major Trends
That are Impacting Donors Today...
and Tomorrow!

How shifts in donor behavior are impacting nonprofit outreach
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The HARD TRUTHS of Planned Giving

2/3 of 'realized” planned gifts are unknown at time of receipt

Planned giving decisions are based on a

donor's timeline, not ours!

Donor's decisions are 57% completed BE.

-“ORE ever reaching out to you
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1 2
Why Are We Seeing Understanding What Does This
This Change? Today's Donor Mean For You?
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Why Are We Seelng
This Change?
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» PG largely grown on back of the Great & Silent
Generations
» Boomers think differently, act differently



Matures Values:



Boomers' values:
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2018 Digital Use

Worldwide ! l H
53%

Mobile Internet Social Media

Takeaway:
The world 1s online

Total Population = 7.6 billion
Mobile users = 5.1 billion /[¥4%"
Internet users = 4.0 billi
Soclal Media users = 3.2
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2018 Digital Use
In The U.S.

88%

Mobile Internet Social Media

Takeaway:
The U.S. 1s a mobile country

Total US Population = 326 million
Mobile subscriptions = 341 million
Internet users = 287 million
Soclal Media users = 230 million
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Digital
Technologies

Takeaway:
Look at the split of mobile vs.

desktop usage, this 1s why we build
mobile first.

95% Cell Phone

77% Smartphone
73% Desktop/Laptop

53% Tablet

04 06 08 10 12 14 ‘16 18

% of U.S. adults who say they own or use
each technology
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® 18-29 ® 30-49 ® 50-64 @ 65+

Internet Usage

00 02 04 06 08 10 12 14 16 18
Takeaway:
+ 1S later to th m 0IN1N
Sgrysfagsi;[.e to the game, but Jo J % of U.S. adults who say they own or use

each technology
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How Often Do
You Use the
Internet?

Takeaway:

Being online 1s no longer a
planned activity. It 1s a part of
their daily life.

Almost constantly | 40 38 20 11
Several times aday | 50 48 49 45
Once a day 4 5 13 17
Several time a week | 3 0 8 12
Less often 3 3 10 15

% of U.S. adults who use the internet, by age
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Which of the Following Activities Do You Participate 1n on a
Reqular Basis? “Surfing the Internet”

Millennials Gen X Boomers Matures

4% 80% 15% 67%
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“Use the Internet to Research Charities that
[ am Considering Giving a Gift”

Millennials Gen X Boomers Matures

91% 45% 35% 27%
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+ Who “Holds the

1/3 of Matures and Boomers are using
the internet to research charities they
are considering giving a gift

More than one-half of frequent donors,
and wealthier donors are using the
internet to research charities they are
considering giving a gift
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» G1ving More to Fewer
» "Glving’ vs ‘Investment’
* Jrust
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Gift Intention: Q: Of those who would split gifts, 1f you were to sign
a will in the next 6 months, how many charitable organizations
would you be likely to include?

Millennials Gen X Boomers Matures
20% One 19% One 19% One 4% One
29% Three 27% Three 30% Three 32% Three

9% >Three 9% >Three 12% >Three 13% >Three
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» Nearly 7 out of 10 donors preter to give to local
organizations over national or global nonprofits

« Want their gift to make a meaningtul impact on a
personal level
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Donors Like to Keep It Close to Home
% donors indicating which type ot organization they prefer to donate to

Donors G 60% o 30% @ 10%
Millennials G 50% o 31% G 19%
Gen X G 60% o 30% G 11%
Boomers @D 66% o 29% @ 5%
Matures @D 63% o 30% @D 6%
Frequent Donators @D 61% o 2T% G 12%
Infrequent Donators @D 58%  33% @ 9%
White @D 62% o 29% @ 9%
Black/AA @D 51% S 34% G 15%
Asian @D 49% o 28% G 2.3 %
Hispanic @ 53% o 26% G 21 %
<$500K @I 60% o 29% @D 10%
$500K-$2M @ 6 7% o 2% @» 6%
>$2M @ 54% S 35% G 11%

Gray boxes highlight the groups which are high across the types of preferred organizations



SOUTHEASTERN OHIO

& FOODBANK

Feed the Next Generation in Pike County
Dear Julie,

Thanks to you, the Southeastern Ohio Food Bank served more
than 17,000 people in your neighborhood.

Unfortunately, there’s much more to be done, and we need your
help to ensure we can be there to feed families in Pike County
who are struggling.

In this issue of our newsletter, you’ll learn about one of the
simplest ways to extend your support into the future. A gift in
your will or living trust is a flexible ways to help continue the
fight to end hunger in Pike County.

Thank you for all you do to support the Southeastern Ohio
Food Bank. Together we can improve the lives of Ohioans by
ending hunger.

Sincerely,

MWMWM

Mary Anderson
Planned Giving Officer

P.S. Return the enclosed survey to learn more about how you
can help ensure that children in Pike County don’t go to school
hungry.

SOUTHEASTERN OHIO

& FOODBANK

Feed the Next Generation in Ross County
Dear Douglas,

Thanks to you, the Southeastern Ohio Food Bank served more
than 20,000 people in your neighborhood.

Unfortunately, there’s much more to be done, and we need your
help to ensure we can be there to feed families in Ross County
who are struggling.

In this issue of our newsletter, you’ll learn about one of the
simplest ways to extend your support into the future. A gift in
your will or living trust is a flexible ways to help continue the
fight to end hunger in Ross County.

Thank you for all you do to support the Southeastern Ohio
Food Bank. Together we can improve the lives of Ohioans by

ending hunger.

Sincerely,

MW%WW

Mary Anderson
Planned Giving Officer

P.S. Return the enclosed survey to learn more about how you
can help ensure that children in Ross County don’t go to school
hungry.

SOUTHEASTERN OHIO

& FOODBANK

Feed the Next Generation in Jackson County
Dear Eric,

Thanks to you, the Southeastern Ohio Food Bank served more
than 17,000 people in your neighborhood.

Unfortunately, there’s much more to be done, and we need
your help to ensure we can be there to feed families in Jackson
County who are struggling.

In this issue of our newsletter, you’ll learn about one of the
simplest ways to extend your support into the future. A gift in
your will or living trust is a flexible ways to help continue the
fight to end hunger in Jackson County.

Thank you for all you do to support the Southeastern Ohio Food
Bank. Together we can improve the lives of Ohioans by ending
hunger.

Sincerely,

MW fdassm

Mary Anderson
Planned Giving Officer

P.S. Return the enclosed survey to learn more about how you
can help ensure that children in Jackson County don’t go to
school hungry.

12404 Jackson, OH 45640

Tel 740-286-6685
Fax 740-286-6686
seohiofoodbank.org

25,000

people in Jackson County
don’t have enough
food to eat.

3 million

meals missed by hungry
families in the region.

10,000 OF THOSE
ARE CHILDREN
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» Impact of news reports
« Impact of Charity Navigator & Guidestar
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Majority Indicate They Only Donate to Organizations That Give 100% of Their

Donation to The Cause, About 1 1n 5 Totally Trust an Organization to Do So

% donors who indicate...

7%

O

=~ 0y
72% 72% 5% 75% 72% 72% 73%

68%
o 24% 23% 26% 23%
I 18% I 20% 22% 18%
Q 7
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B Agree with statement B Level of Trust
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Lasting Legacies

/A BrightFocus®
z Foundation
Alzheimer's Disease Research
Macular Degeneration Research
National Glaucoma Research

FINANCIAL & GIFT PLANNING IDEAS FOR FRIENDS OF BRIGHTFOCUS FOUNDATION

Autumn 2014

Your Gifts at Work

Helping to End Brain and Eye Disease

hen you make a gift to
Wone of the programs at
BrightFocus Foundation, you
are joining our fight to eradicate

Alzheimer's disease, macular
degeneration and/or glaucoma.

PROVIDING HOPE

Because of the thoughtful generosity of people like you,

BrightFocus Foundation has been able to fund scientists to investigate
causes, treatments and possible cures of diseasés through our three
programs—Alzheimer’s Disease Research, Macular Degeneration
Research and National Glaucoma Research: These programs have
provided funding for:

PROVIDING HOPE

Because of the thoughtful generosity of people like you,
BrightFocus Foundation has been able to fund scientists to investigate
causes, treatments and possible cures of diseases through our three
programs—Alzheimer’s Disease Research, Macular Degeneration

Your support allows us to fund
innovative worldwide research for
; ; “ E ))"'\
mind and sight, and to promote 2
9 P |i = )

better brain and eye health

through educational programs MORE THAN MORE THAN! MORE THAN
and materials. $87 million $15 million $24 million
One out of every 16 Americans in Alzheimer's disease  to scientists studying  to scientists studying
research projects. macular degeneration. glaucoma.

over the age of 40 suffers from
Alzheimer's, macular degeneration
or glaucoma. Left uncured, Leave Your Legacy
caregivers, communities and our Join us in our commitment to slowing, preventing and treating brain and
nation will continue to experience eye diseases. This newsletter focuses on ways you can continue to help
an increasing strain on social us meet our current and future needs, as well as some of the benefits
and economic resources. you can receive from your generosity. If you have any questions about
finding a gift option that fits your circumstances, please contact
Barbara S. Spitzer at 1-800-437-2423 or bspitzer@brightfocus.org.

A: INSIDE * You Have the Power to Help Us Save Mind and Sight page 2
* Who's on Your Shopping List? page 4

Research and National Glaucoma Research. These programs have
provided funding for:

MORE THAN MORE THAN

$87 million $15 million

in Alzheimer’s disease  to scientists studying
research projects. macular degeneration.

MORE THAN
S24 million

to scientists studying
glaucoma.
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Vi Vi V1

Generation Advances 1n Fair or Unfair
Shift Technology Views on Charity
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Understanding
Today's Donor
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Annual Giving Unfairly Sets Expectations

ANNUAL GIVING

Many

High

Low

Few

Individual Donor

Self-Service

Cost Per Lead

Number of Viable Prospects

Known Activity

Donor Cost of Entry

Number of Stakeholders

Decision Maker(s)

Completing the Gift

ROI Measurement

PLANNED GIVING

Few

Very Low

High

Many

Multiple Individuals

Requires Professional Assistance

Cost Per Lead
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Bequests
Lead Donors

The Typical
Donor
Pyramid

Regular Major Donors

First-time Major Donors

Ongoing Annual Donors

First-time Donors

Prospects
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The Donor
Vortex

Individual

< Measurement of Engagement
& Ability to Influence Others

https:/ssir.org/articles/entry/the_permanent_disruption_of_social_media
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The Donor
Decision-Making
Process

579% 4 %

{
Complete /
Donor Gift Decision

Donor First Contact
with Organization

'

i

&

Donor Due
Diligence Beqgins
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TOMORROW

BUSINESS OBJECTIVE

Educating Donors Education + Conversion Conversion + Growth

Technical (PG 101) Impact + Technical Impact + Viability

Older-Oldest Americans Multi-Generational Multi-Generational

NPO Controls Conversation Donor-Centric Donor-Driven
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FOREVER

Give From the Heart
With a Tribute Gift

[OWA STATE UNIVERSITY

FOUNDATION
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v 4 v

Pyramid vs. Change 1n Now and
Vortex Decision Making Tomorrow
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What Does This
Mean For You?
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Marketing Drivers
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Targeted Email

A Coupon to Your
Favorite Restaurant

The marketer knows a little about your
Interests and 1s enticing your to connect
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Magazine Cover
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To sell what's inside and to inspire
further reading



BNSTELTER

Targeted Email

Educational Email
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Billboard

For instant brand recognition and a
quick connection
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Planned Giving Website

Library of Information

A choose-your-own adventure journey
where the donor selects how they browse,
an 1infinite resource




BNSTELTER




BNSTELTER




BNSTELTER

/
/‘
7

Your Friend's
Facebook Page

Took an action to get from your wall to
their page—you wanted to see all the
family pictures
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Landing Page
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Focus Your Message
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Importance of Estate Planning Documents

Women Men
45% Very Important 41% Very Important
30% Have a Will 35% Have a Will
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Personalized salutation

Number of food 1nsecure people

State specific statistics
State personalization

Yl
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@Name@
@Street2@

@Street@ @Unit@
@City@ @State@ @Zip@ @Zipd@

Dear Salutation,

The holidays are quickly approaching; the season when families gather and
children dream big. For many people living in America, it’s a time of abundance—
it's also a time of waste.

During the holidays and year-round, an enormous amount of food is wasted in
the United States. The food supply chain alone wastes about 72 billion pounds
of healthy food each vear. This. while 42 million people struaale with hunger—
including [# of food insecure persons] people living in [state]. So while you may
not realize It, you likely know someone who doesn’t have enough to eat.

You can help. This holiday season, give a gift from your will to Feeding America®.

At Feeding America, we’re working hard to end hunger—in [state] and
throughout the country. But a hunger-free America won’t happen overnight.
That’s why I’'m asking you to make a powerful, long-term commitment to bring
nutritious food to people in need. Your future gift will fortify a network of more
than 200 foodbanks. And you’ll advance our food rescue program, which puts
nutritious food destined for waste into the hands of people facing hunger.

| hope you enjoy the enclosed issue of Fighting Hunger Today and Tomorrow,
which shows how you can help lift the burden of hunger for future generations.

Thank you for all that you do for Feeding America. You make our work possible.

Sincerely,

P.S. Do you know somone who feels
passionate about ending hunger in

America? Honor them with a gift from your

Jessica Noe
Senior Manager, Development
and Planned Giving

National Office

35 E. Wacker Drive
Suite 2000
Chicago, IL 60601
tel 312.641.5593
feedingamerica.org

will. Learn more in our free guide, Give
From the Heart With a Tribute Gift. Simply
return the enclosed reply card today!
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Behavioral Marketing Defined

‘Behavioral Marketing leverages
known online user information
and behavior 1in order to deliver
a tallored message, otffers
Information to that userin a
timely and relevant manner.
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Simple Use Case
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[=5] Graduated in 1990

&, Last Gift Date is 2013
=1 Lifetime Giving <$2,500
T Never Assigned
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Alumni Page Alumni Page Planned Giving Page
3 Minutes Reading 3rd Visit To Read About Researched IRA
About Scholarships Scholarships Charitable Rollover

@ @ @ @ @ (@
& @& @& —@

Day 15 Day 22 Day 30

Planned Giving Page Alumni Page Planned Giving Page
Read Planned Giving 4 Minutes Reading Downloaded Multiple
Email Directing to About Scholarships Resources From Site

Website
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Behavioral Marketing
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Behavioral Marketing
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Vi Vi Vi

What Medium Focus Your Be Open to New
Works for You? Messaging Channels
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1 2 ©
Understand the The Donor Understand the
Change That Is Pyramid, Tools Available

Happening Journey and and Look
............................................................................ Decision- Forward
Making PYOCESS =

are Changing
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Questions”?

Katie Parker
Editorial Director
The Stelter Company

katie.parker@stelter.com

blog.stelter.com



http://blog.stelter.com

