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Natural Marketing Institute’s  

Healthy Aging Database
®

Study

METHODOLOGY

• Annual quantitative study since 2005, now with 11 years of trended data

• June 2017 research of U.S. adults comprised of:

•3,465 general population sample

•38% Millennials

•20% GenX

•34% Boomers

•7% Matures

• Balanced to U.S. Census data across key demographics:

•Gender, age, income, education, region andrace

• Statistically significant at the 95% confidence level to +/- 1.5%

• Conducted via online research methodology

Gonser Gerber Tinker Sturh (2009)

Stelter Donor Insight Report, “What Makes Them Give” (2012)  

Stanford Social Innovation Review (Winter 2013)

National Institute on Aging, Health and Retirement Study (2015)  

Philanthropy 100 Performance Benchmarking Initiative



Myth #1

Don’t Waste Your Time On  

Donors Younger Than 65



Millennials

Born 1977-1998

Ages 19-39

Gen X

Born 1965-1976

Ages 40-51

Boomers

Born 1946-1964

Ages 52-70

Matures

Born 1900-1945

Ages 71+

Generation Descriptions



Giving By Generations

Donating Behavior Varies by Age

Arts & Culture Education
Secondary  
Education

Environmental/  
Animal Welfare

Faith Based Healthcare
Human  

Services
International  

Affairs
Medical  
Research

Public/  
Society Benefit

Millennials
38.5% 110 115 112 97 89 98 79 112 82 140

Gen X
19.8% 77 89 140 93 84 104 109 83 97 86

Boomers
34.6% 92 80 65 107 112 95 109 94 108 68

Matures
7.1% 150 146 93 104 143 121 143 113 164 77

High Low



Millennials

Ages 19-39

33% Very Important  

18% Have a Will  

52% Have None

Gen X

Ages 40-51

42% Very Important  

28% Have a Will  

43% Have None

Boomers

Ages 52-70

49% Very Important  

44% Have a Will  

29% Have None

Matures

Ages 71+

64% Very Important  

68% Have a Will  

14% Have None

Importance/Prevalence of Estate Planning Documents





Estate Planning DocumentsPrevalence

Total GP Millennials Gen X Boomers Matures

Have aWill 33% 18% 28% 44% 68%

Have a livingtrust 17% 12% 12% 21% 33%

Have joint ownership of property that passes tothe  

surviving owner
26% 14% 23% 36% 48%

Havea beneficiary designation on an IRA 401(k) or other  

retirement account
32% 21% 32% 39% 47%

Transfer on death (TOD) designation on a bankaccount,  

investment account or real estate
14% 8% 12% 19% 27%

None 40% 52% 43% 29% 14%



Gen X

Ages 40-51

15% 100% to One Org.

47% Split Gifts

38% Would NotGive

Boomers

Ages 52-70

13% 100% to One Org.

39% Split Gifts

48% Would NotGive

Matures

Ages 71+

13% 100% to One Org.

33% Split Gifts

54% Would NotGive

Millennials

Ages 19-39

20% 100% to One Org.

54% Split Gifts

26% Would NotGive

Planned Giving Considerations:
Q: If you were to consider leaving a gift to a charity in your will, which of the  

following would you be likely todo?



Gift Intention:
Q: Of those who would split gifts, if you were to sign a will in the next6 months,  

how many charitable organizations would you be likelyto include?

Millennials Gen X Boomers Matures

Ages 19-39 Ages 40-51 Ages 52-70 Ages 71+

20% One 19% One 19% One 4% One

42% Two 45% Two 39% Two 51% Two

29% Three 27% Three 30% Three 32% Three

9% >Three 9% >Three 12% >Three 13% >Three



Interest in Issues Related to Charitable/PlannedGiving

Millennials Gen X Boomers Matures

Honoring a family member bymaking a tribute gift 27.5% 21.8% 14.1% 9.6%

Charitable Gift Annuity 17.2% 14.7% 7.7% 3.1%

Charitable Remainder Trust 13.2% 14.1% 6.1% 3.1%

Immediate tax deduction in exchange for the right to  

inherit your home (or other land) at theend of your life
13% 11% 5.4% 6%

Saving capital gains taxes by making a gift of stocksor  

bonds to a charity
12.1% 10.1% 4.2% 4.5%





June 2015

Dear Friend,

Over the course of my last and 15th year as president, I have been giving thought to the  

legacy I will leave at Adelphi. It is my honor to include Adelphi in my estate plans, and

to give back to the University that has given so much to me. Have you thought about the

legacy you might leave at Adel phi?

If you had a professor at Adelph

career ambitions, your legacy b

If you received a generous scho  

Adelphi degree, your legacy bel

If you boldly and proudly repre  

on the sidelines for the Panthe

If you were a student leader who

or organization that broadened y

If you found your passion at Ad  

legacy belongs here.

When you reflect on your years  

the experiences you enjoyed, a  

belongs here.

Today I ask you to join me as a m

i who profoundly influenced your way of thinking or  

elongs here.

larship or grant that made it possible for you to earn your  

ongs here.

sented Adelphi on the field of competition or cheered  

rs, your legacy belongs here.

found your voice on campus or were involved in a club  

our perspective, your legacy belongs here.

elphi for being on stage or bringing your art to life, your

at Adelphi, if you are grateful for the people you met,

nd the educational opportunities you received, your legacy

ember of the Ruth S. Harley Society for planned giving.

Your legacy belongs here.

Sincerely,

Dr. Robert A. Scott

President of Adelphi University

Member of the Ruth S. Harley Society since 2005

Ruth S . Harley
SOCIETY

Define YourLegacy
ADELPHI UNIVERSITY

One South Avenue | P.O. Box 701 | Garden City, NY 11530-0701  

p 516.877.3250 | f 516.877.6890 | adelphi.edu/giving

Na m e

a d d r e s s

Ci t y s t a t e Zi p

e m a i l

t e l e p h o Ne

We respect your privacy! Information collected here will be kept strictly confidential. It will not be sold, rented, loaned or otherwise disclosed, and

it will not be used in ways to which you have not consented.

y o u a r e C o r d i a l l y i N v i t e d t o j o i N d r . r o b e r t a . s C o t t b y e N r o l l i N g

a s a m e m b e r o f t h e r u t h s . h a r l e y s o C i e t y f o r p l a N N e d g i v i N g .

t h e  f a v o r  o f  y o u r  r e p l y  i s  r e q u e s t e d  b e f o r e  j u N e 29, 2015.

Accepts with pleasure. Please have a  

University representative contact me  

about joining the Ruth S. Harley Society  

for planned giving.

I have already includedAdelphi University  

in my estate plans. Please have a  

University representative contact me

to officially enroll in the Ruth S. Harley  

Society for planned giving.

Declines with regrets.

RSVP



Donors Like to Keep It Close to Home
% donors indicating which type of organization they prefer to donate to

Donors  

Millennials

Gen X 

Boomers

Matures  

Frequent Donators 

Infrequent Donators

White  

Black/AA

Asian

Hispanic

<$500K

$500K-$2M

>$2M

67%

60%

53%

49%

51%

62%

58%

61%

63%

66%

60%

50%

60%

27%

29%

26%

28%

34%

29%

33%

27%

30%

29%

30%

31%

30%

54% 35% 11%

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

6%

10%

21%

23%

15%

9%

9%

12%

6%

5%

11%

19%

10%

Local GlobalNational



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

Dear Salutation,

The holidays are q
children dream big.

uickly approaching; the season when families gather and
For many people living in America, it’s a time of abundance—

it's also a t ime of waste.

During the holidays and year-round, a  
the United States. The food supply ch
of healthy food each year. This, while 4
including [ # of food insecure persons]
not realize it, you likely know

n enormous amount of food is wasted in
ain alone wastes about 72 billion pounds
2 million people struggle with hunger—

people living in [state]. So while you may  
someone who doesn’t have enough to eat.

You can help. This holiday season, give a gif t f rom your will to Feeding America®.

At Feeding America, we’re working hard to end hunger—in [state] a
throughout the country. But a hunger-free America won’t happen o

nd
vernight.

That’s why I’m asking you to make a powerful, long-term commitment to bring  
nutritious food to people in need. Your future gif t will fort ify 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.

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

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

Jessica Noe
Senior Manager, Development  
and Planned Giving

Sincerely,

P.S. Do you know somone who feels
passionate about ending hunger in  
America? Honor them with a gi f t f rom your  
will. Learn more in our free guide, Give  
From the Heart W ith a Tribute Gift. Simply  
return the enclosed reply card today!

@Name@
@Street2@
@Street@ @Unit@
@City@ @State@ @Zip@ @Zip4@

State personalization

Personalized salutation

Number of food insecure peopl  

State specific statistics



F e e d  the N ex t  Generat ion in P ike C o u n t y

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 i s  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,

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.

12404 Jackson, OH 45640

Tel740-286-6685
Fax740-286-6686

seohiofoodbank.org

23,000
people in Pike County

don’t have enough

food to eat.

1million
meals missed by hungry

families in the region.

7 , 0 0 0  O F T H O S E   
A R E C H I L D R E N

F e e d  the N ex t  Generat ion in Ro s s C o u n t y

Dear Douglas,

Thanks to you, the Southeastern Ohio Food Bank served more  

than 20,000 people in yourneighborhood.

Unfortunately, there’s much more to be done, and weneed 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,

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.

12404 Jackson, OH 45640

Tel740-286-6685
Fax740-286-6686

seohiofoodbank.org

3 5 , 0 0 0
people in RossCounty

don’t have enough

food toeat.

3 million
meals missed by hungry

families in the region.

17,000 O F T H O S E   
A R E C H I L D R E N

12404 Jackson, OH 45640

Tel740-286-6685
Fax740-286-6686

seohiofoodbank.org

F e e d  the N ex t  Generat ion in J a c k s o n C o u n t y

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 i s  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,

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.

3 million

25,000
people in Jackson County

don’t have enough

food to eat.

meals missed by hungry  

families in the region.

1 0 , 0 0 0  O F T H O S E   
A R E C H I L D R E N



Return the enclosedsurvey  

to request our FREEguide

The Best Present for Anyone  

on Your List.

Visit www.ymcatwincities.org 

to uncover creative ways to

support our important work.

Contact us for moreinformation  

on your many opportunities for

making a difference.

4

QuICk FACTs ABouT ouR Y
ouR CAuse 

The YMCA of the Greater Twin Cities is a cause-driven organization that works toward  strengthening our 

community through:

30 South 9th Street  

Minneapolis, MN55402

612.371.8706

3 Quick Actions You Can Take

ouR IMPACT

• We  are one of Minnesota’s largest nonprofits,

employing more than 4,500 people.

• We  offer $7 million in annual scholarships,

helping more than 40,000 people.

• Our camps are a place to grow for more   than

25,000 young people each year.

• Our youth development programs build leadership

skills and values in more than 10,000 youth.

• We  are a premier  resource for healthy living for

more than 150,000 members.

• Our Youth Intervention Services offers hope  and

help to 2,000 challenged or displaced teens.

• Youth Development. We  

encourage and nurture the  

potential of all the youth  

we serve.

• Healthy Living. We improve  

the health and well-being

of individuals and families  

throughout our community.

• Social Responsibility. We give  

back and provide support to  our

neighbors.

CassidyK. Titcomb
Associate Vice President of Advancement  

cassidy.titcomb@ymcatwincities.org

www.ymcatwincities.org

YMCA oF The GReATeRTWIN CITIes

4

QuICk FACTs ABouT ouR Y
ouR CAuse 

The YMCA of the Greater Twin Cities is a cause-driven organization that works toward  strengthening our 

community through:

ouR IMPACT

• We  are one  of Minnesota’s largest nonprofits, • Our youth development programs build  leadership

employing more than 4,500 people. skills and values in more than 10,000 youth.

• We  offer $7 million  in annual scholarships, • We  are a premier resource for healthy living  for

helping more than 40,000 people. more than 150,000 members.

• Our camps are a place to grow for   more than • Our Youth Intervention Services offers hope  and

25,000 young people each year. help to 2,000 challenged or displaced teens.

• Youth Development. We  

encourage and nurture the  

potential of all the youth  

we serve.

• Healthy Living. We improve  

the health and well-being

of individuals and families  

throughout our community.

• Social Responsibil ity.  We give  

back and provide support to  

our neighbors.

http://www.ymcatwincities.org/
mailto:cassidy.titcomb@ymcatwincities.org
http://www.ymcatwincities.org/


General

“I am Comfortable Using New Technologies and Devices.”

Population Millennials Gen X Boomers Matures

2016 90% 90% 91% 90% 85%

2015 81.4% 91.3% 85.4% 73% 66.8%



Which of the Following Activities Do You Participate in on a  
Regular Basis? “Surfing the Internet”

Millennials

74%

Gen X

80%

Boomers

75%

Matures

67%

General  
Population

75%











Myth #1

Be Aware of Opportunity

Use Creative Ways to Engage  

Show Where Dollars Go



Myth #2

Giving Doesn’t End  

With a Planned Gift



The Game Is Changing

Source: Stanford Social Innovation Review (Winter 2013)



The Game Is Changing

59% 21%

20%
10+ years of consistent giving

Less then 5 years of giving  

Never made a gift to the charity

Source: Stelter Donor Insight Report, “What Makes Them Give” (2012)



PG Impact on Annual Giving

C
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 D
ol
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$0

$2,500

$5,000

$7,500

$10,000

-8 years -6 years -4 years -2 years PG Year +2 years +4 years +6 years +8 years

Increase of $3,171

after estate plan

Source: National Institute on Aging, Health and Retirement Study (2015)



5-year average growth in total fundraising

NONPROFITS
receiving  

ONLY  
CASH

gifts
2,548 nonprofits raising $1MM+  
in 2010 reported only cash gifts
in 2010 & 2015 on e-file IRS-990

NONPROFITS
receiving  

ANY  
NONCASH

gifts
4,236 nonprofits raising $1MM+ in  

2010 reported noncash gifts in 2010
& 2015 on e-file IRS-990

11% 50%
GROWTH GROWTH

NONPROFITS
receiving  

SECURITIES  
NONCASH

gifts
2,143 nonprofits raising $1MM+  

in 2010 reported securities gifts in
2010 & 2015 on e-file IRS-990

66%
GROWTH

(2010 to 2015)

Source: 1,055,917 nonprofit tax returns (IRS Form 990) filed electronically for the tax years 2010-2015 and part of 2016 with statistical analysis of the 761,876 forms  
from 205,696 nonprofit organizations reporting positive contributions.



=

Source: Philanthropy 100 Performance Benchmarking Initiative

The Typical Planned Gift is Roughly  
Equivalent to 100 Annual Gifts



Cost Per Dollar Raised

C
os

t p
er

 D
ol

la
r R

ai
se

d

$0.00

$1.50

Annual (AQ) Events Annual (RN) Major Planned

$0.15$0.15

$0.75

$0.50

$0.35

$1.25

$1.00

Source: Gonser Gerber Tinker Stuhr (2009)



Myth #2

Understand Ways Donors Engage  

Inform Annual Giving Partners  

Communicate UP to C-Suite



Myth #3

High Net Worth Donors  
Have Their Financial  
Affairs in Order



Financial Concerns Regarding Retirement Affect Most

“I have a secure financially sound plan for retirement”

(Top Box “Agree”)

Total

15% 18%

Men

12%

Women

13%

Millennials

10%

Gen X

18%

Boomers

26%

Matures

11%

Net Worth

<$500K

40%

Net Worth

$500K-2M

62%

Net Worth

>$2M



Importance of Having a Will

Net worth < $500K 41%

Net worth < $500K-$2MM 59%

Net worth > $2MM 67%

Very Important



Estate Planning DocumentsPrevalence

Net Worth
<$500K

Net Worth
$500K-$2M

Net Worth
>$2M

Have aWill 29% 61% 71%

Have a livingtrust 14% 33% 48%

Have joint ownership of property that passes tothe  

surviving owner
21% 54% 62%

Have a beneficiary designation on an IRA 401(k)or  

other retirement account
27% 61% 72%

Transfer on death (TOD) designation on abank  

account, investment account or real estate
11% 28% 52%

None 44% 12% 11%



Very Likely to Make a PlannedGift

Arts & Culture Education
Secondary  
Education

Environmental/  
Animal Welfare

Faith Based Healthcare
Human  

Services
International  

Affairs
Medical  
Research

Public/  
Society Benefit

Net Worth

< $500K
28% 26% 27% 26% 16% 29% 18% 27% 24% 28%

Net Worth

$500K-$2M
25% 22% 13% 27% 39% 25% 20% 20% 18% 22%

Net Worth

> $2M
6% 65% 83% 44% 82% 43% 50% 9% 34% 54%

High Low



Interest in Issues Related to Charitable/PlannedGiving

Net Worth
<$500K

Net Worth
$500K-$2M

Net Worth
>$2M

Honoring a family member bymaking a tribute gift 21.2% 20.4% 28.1%

Charitable giftannuity 13.8% 11% 22.5%

Charitable remainder trust 10.9% 12.4% 24.1%

Immediate tax deduction in exchange for the right to  

inherit your home (or other land) at the end of yourlife
10.2% 10.9% 22.2%

Saving capital gains taxes by making a gift of stocksor  

bonds to a charity
8.6% 9.4% 29.6%



Most Donors Rely on Personal Preference When  
Considering a Planned Gift

Net Worth

<$500K

Net Worth

$500K-2MM

“I would only make a charitable gift in my Will after consulting with an  

attorney, accountant or financial advisor.”

14% 20% 23%

Net Worth

>$2MM



Office of Development  |   (800) 449-1776  |   giftplanning@dar.org | www.ouramericanlegacy.org

Leave theLast Slice forUs

PROVIDING   FOR   DAR’S   FUTURE   IS  AS    EASY   AS  PIE.

With as little as one sentence in your will HOW         THE   GIFT WORKS
Create a will or trust leaving

or living trust, you can create a legacy that YOU part of your estate to family and

allows us to preserve ourAmerican story part to DAR.You can also give a

1 specific amount of cash,securities

for future generations. orproperty.

To learn more about including DAR in
WILL  OR TRUST

your will, please complete and return
YOUR   FAMILY

2 3
After your lifetime, your family

the enclosed reply card or visit us online
and DAR receive your gifts.

todayat www.ouramericanlegacy.org. ★

★ BepartofourAmericanlegacy.

Daughters of the AmericanRevolution

Office of Development  

1776 D St.NW

Washington, D.C.20006-5303

THE LEGACY OF  GIVING

Members of the Daughters of the American  

Revolution have a long tradition of selfless  

giving in support of historic preservation,  

education and patriotism. DAR’s  

achievements throughout its history have  

been significant, and they have occurred only  

through the stewardship of Daughters like  

you. The needs fulfilled with your financial  

support are inspiring, and your continued  

generosity will sustain DAR long into the

future. Thankyou.

Learn more here:

www.ouramericanlegacy.org

Your legacy

starts here!

Thank you.

Preserve
America’s

Stor

y
Turn to Page 17 to start  

creating your legacy today.

NAME

ADDRESS

CiTY, STATE ZiP

TElEPhoNE BEST TiME To CAl l

EMAil

Yes, I want to create my legacy so i can impact the

future of DAR and our country. Please send me:

❏ information about including a gift in my will or trust.

❏ Bequest language to share with my attorney.

❏ Materials on estate planning and wills.

NATioNAl NuMBER

15ASD3

Your legacy canprotect  

and preserve chapters  

of our Americanstory.

Office of Development | (800) 449-1776 | giftplanning@dar.org

mailto:giftplanning@dar.org
http://www.ouramericanlegacy.org/
http://www.ouramericanlegacy.org/
http://www.ouramericanlegacy.org/
mailto:giftplanning@dar.org


Myth #3

Don’t Assume
Be Aware of Preferred Vehicles  
Provide Tools



Myth #4

Most of Planned Giving is  

Just Plain Luck



The planning and execution  

of direct marketing should  

focus on building long-term  

connections with donors



Partner with in-
house  teams to 
maximize  your PG
message



Create a calendar of  
all your marketing and  
organizational events



Create a calen  
all your mark  
organizational

dar of  
eting and

events

Research, examine  
and test your list

Plan beyond a  
12-month cycle

Use multiple  
channels to spread  
your message





Characteristics  
Motivational Drivers  
Physical Considerations  
List Selection



Millennials
Born 1977-1998

Ages 19-39

“Why do I  
need a will?”

“I don’t know what  
planned giving is.”

Surf the Internet on  

a regular basis74%

90% Comfortable using

new technologies



Gen X
Born 1965-1976

Ages 40-51

“How do I  
create a will?”

“There’s no money
for planned giving
right now.”

Surf the Internet on  

a regular basis80%

91% Comfortable using

new technologies



Boomers
Born 1946-1964

Ages 52-70

“I’d like my money to  
go to my family.”

“Where do I start  
with will planning?”

Surf the Internet on  

a regular basis75%

90% Comfortable using

new technologies



Matures
Born 1900-1945

Ages 71+

“What else  
should be in
my will?“”I’ve already

made beneficiary  
designations.”

Surf the Internet on  

a regular basis67%

85% Comfortable using

new technologies



The mailing list is the
most important factor
in the success of your
marketing efforts

41% of your planned  
giving donors may not  
be on your radar

Look beyond donation  
activity



59% 21%

20%
10+ years of consistent giving

Less then 5 years of giving  

Never made a gift to the charity



Fonts  
Readability  
Copy Clarity

Serif Sans Serif

Garamond Helvetica
Georgia Arial
Palatino Futura

Times Roman Myriad

Serif
Lorem ipsum dolor sit amet, eu sed debet imperdiet, cu  

has quem summo comprehensam, te vis dicunt lucilius  

prodesset. Ad clita corpora eam, per cibo nonumy  

invidunt et. Vix molestiae euripidis comprehensam eu,  

ad rebum decore his. In autem oratio vocibus pro.

Sans Serif
Lorem ipsum dolor sit amet, eu sed debet  
imperdiet, cu has quem summo comprehensam,  
te vis dicunt lucilius prodesset. Ad clita corpora  
eam, per cibo nonumy invidunt et. Vix molestiae  
euripidis comprehensam eu, ad rebum decore  
his. In autem oratio vocibus pro.



80% of people read the headlines,  
only 20% read the rest

Numbers are good  
(Top 10 Myths about Cancer)

Create Connection, Urgency and Emotion  

Make it about the donor and the mission



Connect the dots for  
donors between  
gifts and mission

Focus on benefits

Show the value of  
current programs

Reinforce urgency 
for the future



Establish The Need

3 Steps to Better Planned Giving Communications

#1





How Can I Make  
An Impact

3 Steps to Better Planned Giving Communications
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manda ZuleideMaldonado
is an avidstudent.If she

evengoto school onSunday, her
grandmothersays.

Tohear this7-year-old speak
abouther passionfor learningand

her love of going to school is  
inspiring. “My dream,whenI grow  
up,is to bea professional—to help  
mypeople.”

BacktoSchool

Despite living miles from he
classroom, Amanda wasstil
to attend school. With UNICEF’s
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APlacetoContinueLearning
UNICEF’s Mobile Classrooms Keep Children in School Amid Disasters
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Inside:

Give a GiftThat
KeepsChildren

Where They Belong
—in School

PAGE2

Put ChildrenFirst
PAGE4

support, Paraguay’s Ministryof  
Education installed 20 mobile  
classrooms, accommodating  
2,800 students.

The temporary settlement where  
Amanda’s family relocated received  
one of these mobileclassrooms.The  
school consisted of students from  
three separate institutions. Full-
timeteachers ledclassesthat

(Continued on Page 3)

Thanks to a UNICEF-provided mobile classroom,  

7-year-old Amanda Zuleide Maldonado continued  

attending school even when flooding forced her  

family to flee their home in Paraguay.

Mydream, whenI grow

—to help mypeople.

— Amanda ZuleideMaldonado

“up, is to be a professional

It wasn’t that long ago that  
Amanda’s future educational  
pursuits were in jeopardy. When  
heavyrainscausedthe Paranaand

”
Paraguayriversto floodin the
summer of 2014,anestimated
245,000 Paraguayans fled their  
homes in search of a safer, drier  
environment. Among thedisplaced  
were 145,000 children, including  
Amanda.

My dream, when I grow
up, is to be a professional
—tohelp my people.

— Amanda Zuleide Maldonado



Aut

BrightFocus Foundation, you  

are joining our fight to eradicate  

Alzheimer’s disease, macular  

degeneration and/or glaucoma.

Your support allows us to fund  

innovative worldwide research for  

mind and sight, and to promote  

better brain and eye health  

through educational programs  

and materials.

One out of every 16Americans  

over the age of 40 suffers from

Alzheimer’s, macular degeneration  

or glaucoma. Left uncured,  

caregivers, communities and our  

nation will continue to experience  

an increasing strain on social

and economic resources.

Leave YourLegacy
Join us in our commitment to slowing, preventing and treating b

eye diseases. This newsletter focuses on ways you can continue t

us meet our current and future needs, as well as some of the be

you can receive from your generosity. If you have any questions

finding a gift option that fits your circumstances, please contac  

Barbara S. Spitzer at 1-800-437-2423 or bspitzer@brightfocus.or

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 th

programs—Alzheimer’s Disease Research, Macular Degeneration
Research and National Glaucoma Research. These programs have

provided funding for:

MORE THAN
$87 million

in Alzheimer’s disease  
research projects.

MORE THAN
$15 million

to scientists studying  
macular degeneration.

MORE THAN
$24

to scientists stud
glaucoma.

Your Gifts atWork
Helping to End Brain and Eye Disease

Lasting Legac

W hen you make a gift to  

one of the programs at

FINA NC IAL & GI FT PLANNING IDE AS FOR FRIEND S  OF BRIG HT FOCUS FOUNDATION

INSIDE ∞You Have the Power to Help Us Save Mind and Sight page 2
• Who’s on Your Shopping List? page 4
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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
Research and National Glaucoma Research. These programs have  

provided funding for:

MORE THAN
$87 million

in Alzheimer’s disease  
research projects.

MORE THAN
$15 million

to scientists studying  
macular degeneration.

MORE THAN
$24 million

to scientists studying  
glaucoma.

mailto:bspitzer@brightfocus.or


How Can I Get  
More Info?
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Organization Specific  
Real People  
Emotional Images  
More dogs!



INSIDE:  Make a Lasting Difference   Celebrating Tradition. Building Futures.   Your Gift Can Last  Forever

Rediscovering Happiness  
With the Help of LSI

For 11-year-old Jaden, school days are filled with learning and friends,  
as it should be.

But it wasn’t always that way.
Last year, Jaden went to the emergency room three times in three  

weeks, saying that he wanted to die or harm himself.
“He told me that’s just what he says when he’s upset, but as amom  

I had to take that seriously,” says Jaden’s mom, Lani.

ATough Decision

When Jaden began having behavioral health issues in kindergarten, his  
family and school worked together to find him counseling and support.  
But after those visits to the hospital, Jaden’s parents knew he needed  
more intensive care. They made the difficult decision to place him at  
LSI’s Beloit Residential Treatment Center in Ames.

“ I t  was hard not to see him every day, but I could feel comfortable  
knowing that he was getting the right kind of care and counseling.
Getting the help he needed was worth it,” Lani says.

CELEBRATING TRADITION.
BUILDING FUTURES.

Summer 2015

Jaden lives a happy life using coping  

skills he learned through LSI’s residential  

treatment program.

Showing Improvement

During his four months at Beloit, Jaden learned skills to  
communicate his feelings, cope with frustration, make friends  
and do better at school.

“Before he needed a classroom aide all the time,” says Lani.
“He gradually moved away from having an aide for behaviors to just  
academics, and now it’s not even that much. He used to go to a  
behavior intervention room for lunch and recess, but now he goes  
to the cafeteria with his friends and has no problems.”
Continued on Page 3

“It was hard not to see  
him every day, but I could  
feel comfortable knowing  
that he was getting the  
right kind of care and  
counseling. Getting the  
help he needed was  
worth it.”

— Jaden’s mother

Jaden lives a happy life using coping  
skills he learned through LSI’sresidential  
treatment program.

“ I t  was hard not to see  
him every day, but I could  
feel comfortable knowing  
that he was getting the  
right kind of care and  
counseling. Getting the  
help he needed was  
worth it.”

— Jaden’s mother



Frequent Donors are Significantly More LikelyThan  

Infrequent Donors to Own One or MoreDogs

47.2%

vs.
42.6%



HELPING  
ANIMALS  
PAYS IN  
SO MANY  
WAYS

Make a Gift and Receive  
Payments forLife6 Smart Strategies for

Year-End Giving



Myth #4

Be Planful

Understand Your Audience  

Show Impact



Key Take Aways

Create a thoughtful communicationplan

Talk to your donors “where they’reat”

Provide tools toplan

Be flexible

Monito

r  your  

metrics



Questions?

Nathan Stelter  

Vice President
nathan@stelter.com

Debunking 4 Common Myths

The Evolution of Planned Giving Marketing

FREE Resources!!  

https://blog.stelter.com  

http://www.stelter.com/white_pape

mailto:nathan@stelter.com
http://www.stelter.com/white_pape

