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Cheryl Sturm
Matures to e e
B O ome r S Over 30 years of global communications and marketing experience

Prior to joining Stelter, worked for 10 years in the biotech industry;
responsible for launching new ingredient products in North America,
What Planned G1V]_ng Japan, Korea and Indonesia

Professionals Need to Know + Worked with Young & Rubicam Advertising’s Midwest office as Senior

Vice President—Account Group Director, building brands for clients such
as John Deere Credit, Blue Cross Blue Shield and Lotto America

+ B.A. in Secondary Education with an emphasis in economics from
Westmar College

BSTELTER

Nathan Stelter
Vice President of Business Development and Marketing Ag enda

The Stelter Company
+ Responsibilities include product development, strategic partnerships, marketing » G eneratlon Deﬁnltlons

consultation, client services and corporate marketing . . .
+ Primary concentration is overseeing Stelter's consulting and marketing teams » Slml].al'ltle S

+ Assists Stelter’'s marketing consultants in the development of distinct marketing solutions » D lffe I'e nC e S
that meet each nonprofit's unique planned giving needs

+ Lecturer at national and regional industry meetings on gift planning marketing trends,
relationship building skills, and cutting-edge donor and fundraising research

+ Past board member of the National Capital Gift Planning Council (Washington, DC) and
current member of the Mid-Iowa Planned Giving Council

+ Graduate of the University of lowa with a B.B.A. degree in marketing




Generational

Divide

Matures om 1925-1945)

Comprise 5% of the US adult population
Children of the 1940s and 50's

Belief in top-down leadership

Respect for experience

Neat and conservative dress and appearance
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Matures Eom 1925-1945)

Matures Values:

» Hard work

» Fiscally conservative

» Respect for authority and formal rules

» High value for education

y
Savings &‘s

Matures @om 1925-1945)

Retirement Portfolio:
Stock

Real estate

Social Security

Pensions

Qualified retirement plans

sharpenet.com, 2015




Boomers (Born 1946-1964) Boomers (Born 1946-1964)

Children of the 1960s and 70’s Boomers' values:
Challenge the status quo: ; » Optimism

» Political unrest - Vietnam 3 » Teamwork

» Civil rights : ’ 3 » Work ethic and personal gratification
» Sexual revolution - -~ - » Success and all its trimmings

» “Never trust anyone over 30” ‘ Qe i

» Informal, favor casual dress
and appearance

Why Boomers?

Boomers (Born 1946-1964) Comprise 39% of US adult population

Retirement Portfolio: Control 80% of the financial wealth in the US

» Cash Give 50% of individual philanthropic

» Real estate giving

» Stocks & bonds Are one-third more generous

than Matures at the same age

> IRAS Will maintain wealth
inequity for the next

20 years




Matures and Boomers:

Planned Giving

Similarities

Generational Similarities

» Attach the same importance to donating to charity
» Both volunteer with nonprofits at the same rate

» More than 90% of both generations say they donated money
to a nonprofit between August 2016 and August 2017

» No significant difference in percentage by generation of
those who have left a gift to a nonprofit in their will

Generational Similarities

» One-third 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

Make Your
Planned Giving
Website a Donor
Experience




Generational Similarities

» Matures and Boomers give for emotional
reasons over financial reasons by a factor
of 51

» Number one reason for donating “I give
because it makes me feel good to help
other people”.

Stories Trigger
An Emotional
Tie to Your
Organization

Leaacv Newsletter
@ Futures on Hold

chidrenfist.  Pyrsuing Education Amid the Syrian Conflict




Generational Similarities

» Both fear running out of money in retirement

» 76% of Matures and 88% of Boomers would leave
a gift to 3 or fewer charities

» Less than 25% would consult with a financial
advisor before making a gift decision

A

Generational Similarities

» Nearly 7 out of 10 donors prefer to give to local
organizations over national or global nonprofits

» Want their gift to make a meaningful impact on
a personal level

A

Use o
Personalization
and Variable
Data

AMERICA

Personalized salutation
Number of food insecure people
State specific statistics

State personalization




Personalized salutation

Personalized CGA rates,
annual payments and
deduction

Pre-populated reply card

Sector Preferences

» Boomers are more likely than Matures to leave a
future gift to Healthcare, Human Services and
Medical Research nonprofits

» Late Boomers are more likely to leave a future
gift than Early Boomers to Healthcare and
International Affairs nonprofits

A

Restricted or Unrestricted?
Sector Differences

» Boomers are nearly 5 times more likely than
Matures to make a restricted gift to Medical
Research Nonprofits

» Boomers are more than 10 times more likely than
Matures to make a restricted gift to Healthcare
and Human Services organizations

A




Financial Concerns

Boomers Fear Outliving
Plague Boomers

Retirement Savings

» More than one-third of Matures are very » 22% of Early Boomers are very satisfied with
satisfied with their savings and having enough money to retire
investments . .
» 13% of Late Boomers are very satisfied with
» Less than one in five Boomers are very having enough money to retire
isg‘tllessft;ievggh their savings and » Less than half of Boomers believe they will

have enough money to meet their financial
obligations after retirement

A A

Focus on
Financial Peace-
of-mind




Boomer Giving
Motivation

“I am always looking for new opportunities
to create change for the better”

» Matures 8%
» Early Boomers 17%

» Late Boomers 26%

A

How are Planned
Giving Dollars Used?

Boomers Prefer
Visuals

Estate Planning
Importance

» T4% of Matures believe a will is important
» 55% of Early boomers believe a will is important

» 48% of Late boomers believe a will is important

A




Estate Planning Prevalence: Who's Got What?

Will

41%

Matures Early Boomers Late Boomers

personal estate planning c

record book R

Segment Estate Planning by Age

Estate Planning Prevalence: Who's Got What?

Beneficiary Designation
IRA/401K

Estate Planning Prevalence: Who's Got What?

Joint Ownership

51"/) 42» 40%

Matures Early Boomers Late Boomers

of Property

Matures Early Boomers Late Boomers




Estate Planning Prevalence: Who's Got What?

Living Trusts

Estate Planning Prevalence: Who's Got What?

Transfer on Death

N

18%

Matures Early Boomers Late Boomers

Matures Early Boomers Late Boomers

Estate Planning Prevalence: who's Got What?

Nothing

.,
5% 25% 32%

Matures Early Boomers Late Boomers

It Pays to Ask
Your Donors and
Prospects




Interest in Most Gift
Types Differs

» Boomers are five times more interested in CGAs
than Matures

» Boomers are three times more interested in CRTs
than Matures

» Late Boomers are nearly twice as interested than

The Exception

Honor and
Tribute

Matures and Boomers are more than

Earl}ilBoorners in tax benefits for donating homes twice as interested in making an

or other property honor or tribute gift than any other
» Late Boomers are nearly twice as interested than gift type

Earli Boomers in saving capital gains by giving

stocks/bonds

Will inherit wealth
from Boomer
parents

More likely than
Matures or Boomers
to give online

Will make larger
gifts than the
previous
generations




Cheryl Sturm
Director of Market Research

cheryl.sturm@stelter.com

Nathan Stelter

VP of Business Development
& Marketing

nathan.stelter@stelter.com

Additional

Questions?

cheryl.sturm@stelter.com
nathan@stelter.com
jen.lennon@stelter.com
stella@stelter.com

www.stelter.com

Following
The Webinar

In a few days you will receive an
email giving you instructions on
how to access:

+ The recording.

* The presentation slides

www.stelter.com/webinars

ESTELTER

The Personal Philanthropy Company

Thank
Youl




