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Executive Summary

The goal of the Office of University Advancement at the University of Texas at Tyler (“UT Tyler”) is to increase
the number and amount of donations received from planned giving. Our group has evaluated the present
offering of UT Tyler, and has performed extensive research into the many facets of planned giving. Our
recommendations will help the University reach more people with information about planned giving, which will
increase the number of donors the University sees in the future. The current target market is adults 55 years and
older, which is the normal age at which one begins considering bequests and trusts. First, we propose that the
Office of University Advancement enlarge their target market to include recent alumni who will give back to UT
Tyler from their graduation through their golden years. Giving is a mindset, so the university should begin
encouraging donations before age 55. Second, to more effectively communicate the different types of gift
planning, we recommend changes to the school’s website. Donors will be able to easily find information on how
to give to the University with the changes we suggest. Third, we advise a more personal approach when dealing
with those who are looking to leave a legacy. Due to the large amounts of money involved, donors need to be
assured their money is invested wisely. Our strategy can be accomplished using the current budget; however,
we recommend increasing the budget of the Office of University Advancement to $30,000. By increasing the
budget, the university will be able to continue their present activities, as well as upgrade the Crescendo program
and hire students through work/study to help in the Office of University Advancement.

Business Challenge

“The University of Texas at Tyler's vision is to be nationally recognized for its high quality education in the
professions and in the humanities, arts and sciences, and for its distinctive core curriculum.” "In order for UT
Tyler to achieve national recognition for its education, the university must continue to grow. The University’s
continued success will require generous support from those who believe in the mission, commitments, and
programs of UT Tyler as well as the communities it serves. The University’s largest donations come from planned
giving, or donors who honor the university with financial contributions. UT Tyler is looking to grow the number
of planned gifts, particularly bequests. Today, the University has approximately 1,200 donors engaged in planned
giving. By enlarging the target market, UT Tyler will encourage more donations and gifts. “The Office of University
Advancement is comprised of the Development and Alumni Relations departments of UT Tyler. These two
elements work together to maximize philanthropic contributions to the university and to actively engage alumni
in the life of their alma mater.”" Using a personal approach with donors builds the relationship between the
donor and the University, and engages the donor in the life of the University.

Our plan provides new ideas for marketing planned giving that will increase the number of financial supporters
for UT Tyler. By allowing students to help the Office of University Advancement through a work/study program,
the University will be able to make more contacts with donors. Our proposal includes recommendations for
increasing recognition and benefits to the donors of the University. By implementing the changes suggested in
our market plan, UT Tyler will have a prosperous future.

The Market

Customers

The Office of University Advancement’s customers are donors and potential donors to the University. These
donors consist of alumni of the University, current students of the University, parents and family members of
both alumni and current students of the University, and members of the communities served by the University.
The large majority of these donors reside in East Texas. When considering just alumni, more than 32,000
students have graduated from the University since 1971 and more than 60% of these graduates have chosen to
remain in East Texas. "
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The target market identified by the Office of University Advancement for its planned giving efforts are persons
55 years of age and older, however, it is expected that the most likely donors will be 65 years old or older. UT
Tyler offers three campus settings in areas where an above-average percentage of the population is 65 years of
age or older: the main campus in Tyler, Texas and satellite campuses in Longview, Texas and Palestine, Texas.
Tyler’s estimated population in 2012 was 99,323 and in 2010 the percent of the population 65 years and over
was 14.4%." Longview’s estimated population in 2012 was 81,092 and in 2010 the percent of the population 65
years and over was 13.4%." Palestine’s estimated population in 2012 was 18,516 and in 2010 the percent of the
population 65 years and over was 14.2%."

The customers of the Office of University Advancement are at a place in their life where they have extra
resources or disposable income and the means to give. They are aware that they can make a difference at UT
Tyler through their gifts. They are beginning to or have been thinking about creating an enduring legacy. These
customers are looking for opportunities where they can make a difference with their investment in the lives of
individuals and in the community as a whole. They are also looking for opportunities where their investment will
benefit their estate or themselves personally.

Company Analysis

UT Tyler is the leading university in East Texas. In fact, the 2014 U.S. News and World Report America’s Best
Colleges’ survey recognized UT Tyler as one of the leading public Texas universities — UT Tyler tied for 22nd
among public universities listed in the West region, which includes institutions in Texas, California and 13 other
states. The West region is the largest region the publication uses to categorize institutions. Rankings for the
survey are based upon graduation and retention rates, peer assessment, faculty resources, student selectivity,
financial resources, and alumni giving.

UT Tyler is one of the fastest-growing universities in the University of Texas System with a total enrollment of
over 7,500 students who represent 47 nations, 41 states, and 131 counties.” UT Tyler is currently supported
with more than $75 million in endowments.”" However, over the past decade, the percentage of State support
has dropped to approximately 43% of the University’s nearly $100 million annual budget.” Research
expenditures for fiscal year 2011 totaled $2.7 million while total research awards for 2005-2012 exceeded $20
million. More than $10 million in scholarships and grants are available to UT Tyler students. "

UT Tyler’'s main campus offers nearly 259 acres and is centrally located in Tyler, Texas between the major
metropolitan areas of Dallas, Texas and Shreveport, Louisiana. UT Tyler is the only major four-year university in
Tyler. Key facilities include the Herrington Patriot Center, a state-of-the-art fitness center and gymnasium that
seats 2,000, and the R. Don Cowan Performing Arts Center, a cultural attraction for the entire region. The
Palestine campus offers on-site courses and online/interactive television classes available in new facilities
featuring state-of-the-art education in nursing, education, health and kinesiology, and history. The Longview
campus offers modern facilities featuring the latest simulated patient technology. It hosts on-site classes in
nursing, business, technology, liberal arts, math, sciences and education. Courses are also offered via Web,
interactive television and hybrid formats. UT Tyler hosts six academic colleges and offers 92 different degree
programs, including distance learning and online programs. UT Tyler is staffed with 449 faculty members and
boasts a student-to-faculty ratio of 17:1. Student activities include three fraternities and three sororities, club
sports, intramurals, 15 NCAA athletic teams, and more than 50 student organizations including the Student
Government Association. "

UT Tyler’s planned giving efforts are the responsibility of the Office of University Advancement which is comprised
of the University’s development and alumni relations operations. The stated goal of the Office of University
Advancement is to maximize philanthropic contributions to the University and to actively engage alumni
through fundraising activities, volunteer-driven programs, and special events. As the Office of University
Advancement suggests, the result of these efforts is a planned giving program that contributes significantly to
the growth and strength of the East Texas economy. UT Tyler spends approximately 90 percent of its annual $S60

4|Page



million operating budget locally while its students spend another $36 million in East Texas each year. In the last
10 years, UT Tyler has invested more than $200 million in capital projects on the University’s three campuses. It
is estimated that the total future value of each of UT Tyler’s graduating classes to the East Texas economy is
over $4 billion. ™

In fact, in the past five years alone, more than 3,600 donors, making gifts ranging from $10 to nearly $5 million,
supported UT Tyler’s successful $30 million Inspiring Excellence Campaign. This campaign raised more than $13
million in new scholarship funds for UT Tyler students, almost $4 million in faculty support, and over $5 million
for new capital projects. Since the end of this campaign, UT Tyler has been successful in encouraging even more
donors to give another $11 million for other capital and endowment projects. This success certainly suggests
that UT Tyler and its Office of University Advancement can continue to rely on donors to help support University
programs. However, the University must continue to cultivate and engage new donors to ensure they can rely
on similar support in the future.™

In our initial research, we discovered that, without prior knowledge of the Office of University Advancement, we
may not have known specifically which department was responsible for collecting gifts to the University. Although
university advancement is a common theme of many university development offices, we believe the official title
of Office of University Advancement does not clearly communicate the fundraising and planned giving
functions of the University. This poses a problem because if a customer is looking for the office traditionally
associated with alumni and giving, the customer may have trouble identifying "University Advancement" as the
correct office. The client may want to consider renaming the department or utilizing terms such as giving, donors,
gift planning, alumni relations, or fundraising to communicate the mission of the Office of University Advancement.

UT Tyler’s website, including the Office of University Advancement’s webpage, is a major tool supporting the
University’s planned giving efforts. While a significant amount of the planned giving content is provided by a
company called Crescendo, the overall design and structure of the website is the responsibility of the University.
In general, the Planned Giving section of the University Advancement page is user friendly and the content
provides the essential information to the web browser. The target market segment of the population (persons
55 to 65 years of age and older), once directed to the website, should find the Planned Giving section useful
and easy to navigate. The use of images on the page helps to break-up the monotony of too much content
and lead a person's eye to different areas of information. The tabs in the Planned Giving section are
appropriately labeled more so than other sections of the website. For example, the tabs labeled "Gift Options",
"Create Your Plan", "Bequest Language", and "For Advisors" communicate the information each is intended to
represent. There is also a separate Plan Your Will tab that directs customers to information on how to plan a will
including online videos and access to an account where you can utilize personal settings to create a will. These
features are very helpful resources.

Unfortunately, older segments of the population are less likely to utilize today's technology, including accessing
websites on the internet, than younger segments of the population. Yet, it is older segments of the population
that is most likely ready to consider their legacy. Conversely, the Office of University Advancement does not
adequately target recent graduates. Whether the donation is large or small, it certainly is a good idea to make
the giving process easy for younger and older donors alike. The Office of University Advancement must also
engage new graduates as donors early regardless of the amount of their donation in an attempt to keep them
involved with the school and maintain them as lifelong donors. A good example of how recent graduates can be
engaged as donors can be found at the Texas A&M website. See Appendix i.

There are additional concerns with the design and structure of UT Tyler’s website. When a customer first opens
the website the main heading bar does not include a direct reference to alumni or giving, let alone the Office of
University Advancement. See Appendix ii. The customer must guess which tab heading will lead them in the
right direction. In this case, the correct tab is the tab labeled "Get to Know UT Tyler" which does not
communicate to the customer anything about alumni or giving. Furthermore, once a customer has clicked on
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the "Get to Know UT Tyler" tab, the correct path to the University Advancement page requires the customer
to then click on the tab labeled "Alumni & Friends" — another example of not clearly communicating to the
customer looking for donor information. The better communication on UT Tyler’s home page relating to the
goals of the Office of University Advancement is the reference to "Giving/Alumni" located towards the bottom
of the page on the left-hand side. This reference more clearly defines what information is being offered when
you click on the link. The University should be more consistent and direct in labeling the initial links on its
website. The difficulty in initially accessing the Office of University Advancement webpage diminishes the value
of the customer due to the hassle searching or even guessing where donor information can be located. Visually,
the University's home page is too "busy" and could be simplified. The expectation of the average customer is
that utilizing the website will provide a more simple process for finding information and ultimately giving to UT
Tyler.

Figure 1
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‘ ; under the Giving to UT Tyler tab, finding this

similar tool would strengthen UT Tyler's communication of its
value proposition.

BULDNG

information is again difficult for the customer and the

information is very general. For example, there are three
768,173 || 2,128,878 $332,330.48 SLBLIEP  statements referencing an amount of dollars impacting the
economy. However, there is no mention of exactly how those
dollars are impacting the advancement or welfare of the student or community other than contributing to
campus capital projects.” Perhaps the most effective statement of value under the Giving to UT Tyler tab is the
statement "[o]ne of every five students in East Texas is taught by a teacher who was educated at UT Tyler." This
statement clearly explains the impact of support for the University's education programs. Yet, if a customer
wants to find more specific references of value to donors, they must locate the President's Message which is
hidden in a separate link under the About Advancement tab on the University Advancement page. The
President's Message details the number of scholarships awarded, new facilities being constructed, and the start
of new educational programs. Statements such as these also help communicate a value proposition for the
customer and should be more visible to the customer when visiting the University Advancement page.
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The Office of University Advancement has allocated a budget of $15,250 for marketing planned giving and has
indicated approximately $5,000 to $6,000 of the budget is currently available for implementing possible solutions
presented as a part of this plan. However, the total budget amount for planned giving is too restrictive considering
the significant amount of funds that can be generated from successful planned giving efforts. If UT Tyler is able
to realize $1,000,000 in matured planned gifts in a year, the current allotted budget would represent only 1.5%
of matured gifts. Marketing costs are typically higher in the introduction stage of an offering and may even be
increased in the growth stage in relation to an increased number of opportunities, competitors, and higher
profits. An increase in the planned giving budget is recommended to support efforts to increase planned giving
awareness as well as develop additional opportunities to solicit planned gifts.

The Office of University Advancement is staffed with 15 employees, including professional and administrative
staff. Each of the professional and administrative staff is responsible for multiple functions within the Office of
University Advancement. However, because of the numerous responsibilities shared by the staff, it is often
difficult to devote adequate time to certain tasks supporting planned giving. For example, the Office of University
Advancement is unable to fully take advantage of Crescendo products and services offered under the plan
subscribed to due to a lack of personnel. In addition, because the staff is required to handle so many
different job duties, there not enough personnel or time available to devote to important planned giving tasks
such as personal visits with potential donors. Adding additional staff or hiring student workers is recommended
in an effort help improve efficiency and allow professional staff more time to address important planned giving
tasks.

There are opportunities and threats that the Office of University Advancement should consider when evaluating
and implementing its planned giving marketing strategy. Opportunities and threats are external factors that may
affect the offerings of a business or decisions of a customer. Technology is both an opportunity and threat
depending on how it is embraced by the University. The Office of University Advancement must stay abreast of
new technologies in order to make sure that it is fully engaging its donors. For example, mobile device applications
and social media are current trending technology that should be considered for planned giving purposes. If
it fails to do so, it is likely that new technology will only serve to further distance the Office of University
Advancement from its customers. Changes to tax laws could also serve as either an opportunity or threat
depending on the effect of such changes. Additional opportunities include engaging current students and recent
alumni in an effort to cultivate long-term giving. Additional threats include negative changes to the economy
which reduces the available funds of potential donors and increases number of charitable organizations
competing for donations.

Collaborators

To support its planned giving efforts, the Office of University Advancement utilizes Crescendo Interactive products
and services.” Crescendo is the largest provider of planned giving solutions — including web based solutions
— and its products are supported by a staff of in-house technical, legal, design, marketing and multimedia
specialists. Crescendo’s mission is to provide comprehensive, flexible solutions that help effectively market and
close planned gifts. Crescendo offers an all-encompassing PRO package and a less expensive INT package with
a reduced selection of products and services. See Appendix iii. The Office of University

Advancement currently pays Crescendo an annual flat fee of $3,500 for access to Crescendo’s INT products and
services included in Crescendo’s Giftlegacy Product Mix. However, only a few select products and services
offered as part of the Giftlegacy Product Mix are actually utilized by the Office of University Advancement.
Crescendo provides website content that can be customized by the University. However, the University has been
unable to fully take advantage of the opportunity to customize content. In addition, the University typically mails
Crescendo’s print newsletters three times a year to its donor base, including on occasion an electronic version
by email. The University also emails on a weekly basis Crescendo’s “Gift Law Weekly” to attorneys, accountants,
financial advisors, and other professionals involved in estate planning. It is recommended that the Office of
University Advancement continue to utilize Crescendo Interactive products and services in support of the
University’s planned giving efforts.
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The Office of University Advancement should continue to cultivate relationships with gift planners and other
professionals such as certified professional accountants, attorneys, and financial advisors. These individuals can
educate and help guide donors to achieve their financial and philanthropic goals. In addition, the Office of
University Advancement should engage local businesses and seek opportunities to increase corporate
investments in UT Tyler and provide employees resources to learn more about opportunities to give to UT Tyler.
Furthermore, the Office of University Advancement will need to continue to build relationships with current
students and existing alumni of the University — the greatest source of donors available to the University.

Competitors

This competitive analysis examines direct competitors of UT Tyler's Office of University Advancementin an
effort to determine its strengths and weaknesses, image, and resources. As referenced on its website, the Office
of University Advancement is comprised of the development and alumni relations operations with the goal
of maximizing philanthropic contributions to UT Tyler and engaging alumni in the life of the University. With
respect to development operations, or fund-raising, the Office of University Advancement competes locally,
nationally and even globally, with other organizations for donor funds. Churches, foundations, charities, and
other non-profit groups are all competing with UT Tyler for funds. The Office of University Advancement is also
competing with other colleges and universities. There are local colleges competing for "hometown" donations
while many of UT Tyler's alumni have also attended other colleges or universities which each solicit funds for
their own advancement. As for engaging alumni, UT Tyler alumni are also challenged by many of these same
organizations to volunteer and invest time in their programs. For purposes of this analysis, we will examine
three different institutions that are probable competitors: Tyler Junior College, Texas A&M University, and the
University of Texas at Arlington. Each of these institutions is likely to also be an alma mater of many UT Tyler
alumni. In addition, Tyler Junior College competes directly with UT Tyler locally and UT Arlington is a competitor
within the University of Texas System.

When comparing UT Tyler's Office of University Advancement to Tyler Junior College's development office the
size of each institution's enrollment must be considered because former students represent the vast majority of
potential donors. Tyler Junior College claims its credit enrollment tops 15,000 students annually. While Tyler
Junior College may have a larger pool of prospective alumni donors, UT Tyler has the advantage of being a four-
year university that offers full degree programs. Tyler Junior College is only a two-year college offering associate
level degrees. While more students may actually enroll at Tyler Junior College, many of these students will
continue their education and possibly even complete their bachelor’s degree at UT Tyler. Students are more
likely to give to the last university or college they attended or graduated which would provide UT Tyler a distinct
advantage over Tyler Junior College. In addition, UT Tyler students are likely to have greater spending power
than a student graduating from Tyler Junior College because the UT Tyler student will begin a career with a
higher level of education, and presumably will earn a higher income level.

The condition and size of UT Tyler's facilities is also an asset. The buildings on UT Tyler's campus are relatively
new and larger than Tyler Junior College's facilities allowing UT Tyler to host larger events which will gain the
attention of alumni and potential donors. Donors may view modern facilities as a reason to give to the University
because it offers a better value proposition. However, Tyler Junior College may use this as a basis for establishing
a capital campaign to raise additional funds to improve its facilities. A unique situation to the comparison
of UT Tyler to Tyler Junior College is the local taxing jurisdiction that benefits Tyler Junior College; that is, local
residents actually pay taxes that directly benefit Tyler Junior College based on property value. Many local
residents, including Tyler Junior College alumni, may view this tax as their contribution to the school. UT Tyler
does not benefit from the local tax which could make it a more worthy candidate to potential donors.

Comparing the development office websites of Tyler Junior College and UT Tyler also favors UT Tyler's Office of
University Advancement, even when considering the previously discussed difficulties of UT Tyler's website.
Although Tyler Junior College's website appearance is more modern and user friendly, it communicates only two
opportunities to give to the college: (1) through a section entitled "Give to TJC" which leads the prospective
donor to instructions on how to give online; and (2) through the "Alumni" section where alumni can join Tyler
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Junior College's alumni association. See Appendix vi. These sections are more easily found on Tyler Junior
College's homepage but they lack detailed information. While the "Give to TJC" section does provide a donor
the ability to check a box if they are interested in planned giving or if they have already included the college in
their estate planning, the website offers no information on different options for planed giving. The planned
giving section on UT Tyler's Office of University Advancement webpage specifically describes gift options, includes
a personal planner, and highlights many donor stories. In addition, the University Advancement webpage provides
information for donors regarding events, how to give, recent giving news, and volunteering. Tyler Junior
College's website does not highlight the same information. However, Tyler Junior College does incorporate
an attractive scholarship donor brochure in its "Give to TJC" section with details how students benefit from
certain scholarships and how the scholarships are funded largely by donors. This type of brochure would be an
effective tool to help consolidate and simply UT Tyler's development information.

The same can be said when comparing UT Tyler's Office of University Advancement website with the
development office for Texas A&M University ("A&M"). It should be noted that A&M also uses Crescendo
products and services. The website for A&M offers easy access to its giving page. A&M's website is user friendly
with a tab entitled "Giving" located at the top its homepage. See Appendix iv. For simplicity, A&M also gives
donors three different avenues to give through the Texas A&M Foundation, Association of Former Students, and
12th Man Foundation. Each option addresses different A&M endeavors and programs and offer easy to navigate
webpages on how to give. In addition to its website, A&M finds itself in a stronger position than UT Tyler simply
because its student and alumni populations are one of the largest in the State of Texas and extremely loyal. Yet,
with respect to opportunities in Tyler, Texas, UT Tyler has the ability to demonstrate to local potential donors
that by giving to UT Tyler, they are able to make a difference in the local community in a way that A&M cannot.
To effectively communicate this UT Tyler should consider making the Office of University Advancement's website
more user-friendly.

Another good example is the University of Texas at Arlington (“UTA”) webpage. UTA’s giving link is even more
direct, being a separate link on the navigation bar of the home page, not hidden in a drop down box. By clicking
on the link you are directed to a page entirely dedicated to financially supporting UTA. See Appendix vii. This
page has a link to "Give Now" which is very clear and will direct donors immediately to the page to give. It
identifies potential supporters, and categorizes them according to specific campaigns such as corporate giving,
estate giving, or the "Brick Campaign". Additionally, it highlights initiatives of the university and categorizes
them according to the goal to which a donor may want to specifically give. For example, if a donor gives to "the
student experience", his donation will be directed towards one of the following initiatives: athletics facilities,
educational facilities, university infrastructure, student programs, activities, and recreation, libraries, University
College (student success programs including advising, tutoring, and counseling), cultural enrichment programs
including lecture, performance, and exhibition series, Greek life, student wellness and advocacy. These
categories for giving helps donors feel more tied to a specific university experience.

Business Climate

In the current economic conditions, one of the most pressing questions around philanthropic donations is the
relationship between giving and economic factors. According to research by Stanford University, charitable
donations have decreased in total since the Great Recession in 2008. As a percentage of GDP, charitable
donations have decreased from 2.3% in 2005 to a recent low of 2.0% in 2009-2011." While this statistic doesn’t
necessarily indicate a trend, it could point to the fact that Americans have less available cash that is not already
earmarked for other necessary expenses. One interesting shift is that giving seems to be targeting areas with
high levels of unemployment and high mortgage delinquency rates, shifting from 19% in 2008 to 65% in 2009.
Overall, bequests and corporate giving seems to be consistently flat, but foundation giving seems to be the most
significantly hurt. Foundation giving was on a steady upward trend through the bubble, but has leveled off and
started declining since. Americans continue to contribute the same proportion of their income but that
proportion now applies to a smaller base amount of money, therefore there is a decline in the amount of giving.
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One factor that affects many donor’s decision to make donations is the availability of tax benefits. While UT
Tyler is careful not to give tax advice to its clients, it does encourage them to pursue their estate planning with
tax benefits in mind. UT Tyler could focus a marketing campaign around the tax season and could bring in a
different clientele from the estate planning, and bequests. While the gifts from a tax season campaign might be
smaller in size, they do offer the benefit of being available now, not at an unknown time in the future.

Another factor influencing donors is the recognition that the donors will get. UT Tyler recognizes its Heritage
Foundation as a group of people who have pledged a donation to UT Tyler. One of the interesting nuances of
Tyler, Texas and East Texas in general is the cultural norm to be discrete about wealth. This is evidenced by the
many donors that choose to go anonymous. UT Tyler needs to be sure to accommodate both the anonymous
donor and the donor who wishes to be praised for their donation.

The Strategy

Target Market

The target segment for the Office of University Advancement is individuals between the ages of 55 years of age
and older who have a strong financial foothold. This is an ideal target to pursue; many studies show that the 55-
older age group or “baby boomers” have available cash that they are willing to spend on matters that they find
worthwhile. According to research by the University of Cincinnati, consumers within this target group
collectively have $3 trillion to spend.” Historically, this group has been the main contributor to the University
and we recommend this group remain one of the University’s main targets. However, we feel that it would also
be an oversight not to target recent graduates. In the past, marketing to recent graduates was difficult given
that the University was only a two year program. The shorter time period on campus led to little alumni
attachment to the university. Alumnifactor.com explains that there is a direct correlation between having strong
ties to one’s alma mater and giving back to that university.” As UT Tyler develops into a larger university, the
emotional attachment alumni feel is stronger than ever. It is imperative to engage recent alumni now, so that
they are more likely to continue to give in the future. In the following paragraphs we address the strategy
recommended to increase planned giving from both the 55 and older group and recent UT Tyler alumni.

Strategy

The recommended strategy to increase planned giving for the University includes three strategic objectives:
clarify the mission and value proposition of the Office of University Advancement, reach the primary target
market and expand to the secondary market of recent UT Tyler Alumni, and create a more personalized
experience for donors. In order to meet these objectives we recommend the following offerings: upgrade to
Crescendo PRO, redesign website to make it more user friendly, increase staff, and invest in more face to face
contact with donors. In order to successfully implement the suggested strategies, we also recommend an
increase in the Office of University Advancement’s budget.
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Offerings

Our recommendation is to invest more in the services offered by Crescendo PRO and utilize the services to their
fullest potential. For example, in order for donors to quickly find information about planned giving, UT Tyler’s
website needs to be simplified and organized. Although the Office of University Advancement website has the
information donors need, if information is difficult to access from the website, it diminishes the value of the
website. The website page editor is a valuable tool that is offered by upgrading to Crescendo PRO that can help
organize the information on the website to make it easier to find for those seeking to donate.

Additionally, by upgrading to
Crescendo PRO, the University
will be able to create mobile
websites. Mobile websites will
provide more ways for donors to
learn about planned giving. One
might think that use of these
offerings may be unnecessary due
to the assumption that
“boomers” are technologically
adverse. As one can see from
Figure 2 there is an increasing
number of users within our target
market segment using modern
technological  devices. More
importantly, a website that is
mobile-friendly is imperative to
targeting the recent alumni who
are constantly connected via
mobile devices. Using the mobile
and social media offering
provided in Crescendo PRO would
provide that needed edge the
University Advancement needs.

Figure 2

% of American adults in each generation who own each device

Younger Older Silent G.L All

Millennials — GenX g, mers Boomers Gen. Gen. adults

(Ages 18-34) (35-46)  (47-56) (57-65) (66-74) (75+) (18%)

Cell 95 92 86 84 68 48 85
phone

Desktop 57 69 65 64 48 28 | s9
com puter

taptop 70 61 49 43 30 10 52
computer

iPod/MP3 74 56 42 26 16 3 47
player

Gamie 63 63 38 19 8 3 42
console

e-Book

s 5 5 7 3 6 2 5
Tablet,

like iPad 3 2 2 3 : 1 .
None of

At 1 3 8 8 20 43 9

Source: Pew Research Center's Internet & American Life Project, August 9-September 13,
2010 Tracking Survey. N=3,001 adults 18 and older, including 1,000 reached via cell phone.
Interviews were conducted in English (n=2,804) and Spanish (n=197).
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In addition to the online services provided by Crescendo PRO, the University should seek to fully utilize the print
marketing materials Crescendo provides. We recommend the following brochures, newsletters, and
advertisements as marketing documents that are most suitable for the target audience:

Il I
Looking for a way to help family and charity?  |=

Brochures i .
it . A popular option is
e Give it Twice the Give it Twice Trust.
This trust is often funded with an IRA or other taxable retirement
e Wills (see Appendix) plan. When your trust is invested, it produces new income that goes
to your children for a number of years and then distributes value to
e Estate Planning (see Appendix iix) our organization to help further s good work. This plan enables you
to provide your children with an equal inheritance while enjoying
L Glft Of StOCk (See Append|x ||X) valuable income and estate tax savings from your gift to charity. For

more information please contact us or visit our website.

IN THIS ISSUE: New Tox Changes _ Charitable inder Trust Planning

New Taxes are Here

What You Can Do to Lower Yours

Newsletters

Tax Changes and Their Impact

Here is a quick look at fax changes within the last two years
and their impact on your income.

e Newsletter 1

IF YOU ARE AN INDIVIDUAL:

o Newsletter 2 (see Appendix iix ) Becrmim e i
o Newsletter 4 (see Appendix iix) e

$400,000 in taxable income fx(’:,‘""’ EAgieal iacooac

IF YOU ARE A MARRIED COUPLE:

e W—
250,000 in income 0.9% Medicare tax
5250000 in modified adjusted  3.8% Medicare surtax on
gross income net investment income

. 39.6% top marginal income
$450,000 in taxable income Py

Please contact us or visit our website fo learn about efficient
ways fo save faxes and help charity this year.

|

Are you concerned about the future?
Advertisements ! o
‘ \ i We can help... &

Are You Concerned About the Future 2
What kind of Legacy will you leave (see Appendix iix)
Are you looking to save taxes (see Appendix iix)
Gifts of Securities (see Appendix iix)

Are you worried about the economy and feel like
you don’t have as much to give this year? There are
many ways that you can still help our organization's
work and benefit yourself through a planned gift.
One of the most popular planned gifts is a bequest,
which allows you to make an estate tax deductible
gift through your will. The resources on our website
can help you save on taxes today and increase your
income through a variety of lifetime plans. To learn
more about the benefits of making a planned gift,
call or click today!

Copyrght ©3014 Crescendo teracm o HE3014:3 -¢h

The above listed brochures, advertisements, and newsletters convey the message the University of
Advancement office is trying to deliver: planning for the future is important today.
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One of the key points of customer contact with the Office of University Advancement is through UT Tyler’s
website. When accessing the website, donors are likely to experience confusion in regards to how to locate the
Office of University Advancement webpage and, once on the site, the message is unclear as to what services it
provides. Accessing the link to the Office of University Advancement webpage from the University main page
proved troublesome to our team. Providing a direct link at the top of the link bar would help users navigate to
the Office of University Advancement home page. On the home page, we would recommend clarifying the titles
for links to help web browsers locate the information they are trying to access. Reducing the number of links on
the home page, consistent labeling of links, and locating links in a highly visible area on the home page are
improvements that when implemented will more effectively communicate and deliver what is being offered.

An opportunity for improvement we saw was to streamline the process to donate. When attempting to give
directly to the University, users must correctly click through a series of links before finding a page that gives
information on how to donate. To address this problem we suggest a “Donate Now” link on the UT Tyler home
page. The link would immediately take the user to a secure page for which to donate. There is a “Give to UT
Tyler” link, it is at the bottom of the UT Tyler home page and simply takes you to a page with another link; our
suggestion is to create greater visibility to this link and simplify the steps to secure donations.

We also recommend creating a more personalized giving experience for the donor. One way to engage donors is
to allow them to select a department or organization within the University to which they pledge their donation.
Although the current giving form does allow donors to specify a certain department, we are suggesting that
donors be provided a list of areas to give and what the money will be used toward. Furthermore, donors should
be kept up to date with the organization or initiative to which they contributed. For instance, donors who
contribute to the College of Arts and Sciences should be sent an email blast stating that their contribution
helped purchase a new machine for the biology department. Donors should also be kept up to date with
activities going on around campus.

However, we believe that the most effective marketing strategy to increase planned giving is face-to-face
interactions between the donor and the Office of University Advancement staff members. We suggest hosting
awareness luncheons, coffee meet and greets, or teas to inform potential donors of what is going on at the
campus. One good way to reach the target demographic is to host events at retirement homes such as board
game competitions. We also insist that house visits become a routine part of the Office of University
Advancement staff’s duties. These meetings are essential to provide potential donors the opportunity to ask any
questions and further understand the benefits of giving.

We also suggest an expansion of the Figure 3
offering of the Heritage Foundation. S —
The additional offerings should make Bronze  Silver Gold Diamond
members feel more connected with Discounted Level b 3230 S > Sleg
the University. We recommend il Ao ~ A X &
ta.rge.tmg Iovy budget perks such as e A A A A
priority seating to Cowan Center > - - -
events, access to UT Tyler sporting e < 2 o >
events, access to the UT Tyler @AggieNstwork.com Email %3 S =g
recreation center, discounted Carser Services A A A A
(must have degree)
summer camp programs, or 10% off
Texas Aggie Magazine - o ~ -
UT Tyler apparel at the campus = PO, e .
bookstore. As  the  Heritage S 2= 23 25 =5
Foundation grows, we suggest ooty Clhuby Pl Yoor. S S S S
creating different levels of giving with L apet Bin A A

additional benefits as the value of
the gift increases, such as that of
Figure 3.
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Currently the Office of University Advancement is has a staff of 15 who also work in other departments at the
University. We suggest that the University invest in three work/study positions for students. Adding students to
the staff would be an economically savvy alternative to hiring a full time position. The student will be in
responsible for email correspondence, managing the social media site, and assisting with event coordination.
This work is simple yet key to the success of the Office of University Advancement. The students’ work will free
up time for the staff members to make follow up phone calls and one-on-one house calls.

The Budget
Budget

Most of these recommendations would not be feasible under the current budget, and the greatest need of the
Office of University of Advancement is focused attention by staff members. Therefore, the recommended
budget for the Office of University of Advancement is $30,000, and the majority of the budget will be spent on
hiring Work/Study students. Additionally, we would increase the budget for face-to-face meetings as the
Work/Study student allows permanent staff members additional time to make face-to-face contact. We also
recommend an increase in the budget for printing and mailing, as we expect to better utilize the Crescendo
documents.

Understanding that budget changes must be approved by the University, we have included a budget that has
been reallocated to emphasize the priorities at the current funding level. We still recommend hiring one
Work/Study student, and utilizing the Crescendo PRO membership. Instead of printing and mailing the
Crescendo documents, perhaps e-mail could be utilized to get documentation to donors.

For budget outlines and a comparison with the current budget, please turn to page 15 of this document.

Return

The Office of University Advancement understands that return on their investment varies greatly between
donors, and in timeframe. Due to the nature of planned giving, many years will pass before the bequest will
benefit the University. It is difficult to estimate the increase in planned giving as a result of these actions, but by
increasing face-to-face meetings and freeing up staff member time, we believe we can double the membership
in the Heritage club in the next five years. Additionally, but making the adjustments to the web page to make
online giving easier, we believe the University will realize an additional $50,000 in charitable contributions each
year. This assumes an average gift of $100, and a 1.5% response rate on 32,000 alumni. Adjusting the target
audience to include recent alumni will help to offset the additional budget requirements of our
recommendations.
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Current Budget:

$3,500
$2,000

$1,500
$2,000
$2,500
$1,000

$1,000
$1,250

Crescendo Subscription
Printing and Mailing

Advertising (newspaper)
Heritage Society Luncheon
Donor Contacts

Planned Giving Advisory Council

Planned Giving Seminars

Conference (travel/hotel for PPP Conference)

$500 Other Misc. Travel
$15,250 Total Budget

Proposed Reallocations:

$5,500
$1,000
$2,000
$2,140
$1,000
$1,000

Crescendo Subscription

Printing and Mailing

Heritage Society Luncheon
Donor Contacts

Planned Giving Advisory Council

Planned Giving Seminars
Hire Work/Study Student

$2,610  (9mos x 4wks x 10hrs x $7.25/hr)
$15,250 Total Budget

Recommended Budget:

$5,500
$5,000
$2,000
$5,920
$1,000
$1,000

$7,830
$1,250
$500

$30,000

Crescendo Subscription
Printing and Mailing

Heritage Society Luncheon
Monthly Face to Face Meetings
Planned Giving Advisory Council

Planned Giving Seminars
Hire 3 Work/Study Students
(9mos x 4wks x 10hrs x $7.25/hr)

PPP Conference (Travel/Hotel)
Other Misc. Travel
Total Budget

Original Budget: $15,250

$1,000

m Crescendo Subscription

M Printing and Mailing
m Advertising (newspaper)

B Heritage Society Luncheon

m Donor Contacts

M Planned Giving Advisory Council
© Planned Giving Seminars

m Conference (travel and hotel for

PPP Conference)
Other Misc. Travel

« roposed Reallocations: $15,250

B Crescendo Subscription

M Printing and Mailing

M Heritage Society Luncheon
m Donor Contacts

B Planned Giving Advisory

Council
B Planned Giving Seminars

Recommended Budget: $30,000

$1,2507¢500

$1,000

$1,000

$2,000

m Crescendo Subscription

B Printing and Mailing

M Heritage Society Luncheon

B Monthly Face to Face Meetings
H Planned Giving Advisory Council
H Planned Giving Seminars

™ Hire Work/Study Student

[ |
PPP Conference (travel/hotel)

Other Misc. Travel
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Conclusion

The marketing plan we are presenting to the University of Texas at Tyler’s Office of University Advancement will
increase the amount of financial support the University receives through planned giving, along with increasing
financial support from alumni and the community. The target market will not only be 55 and older, but will
include alumni of all ages. Former students will feel connected to the University many years after graduation
Alumni and people in the community will be able to readily find information about planned giving on the
University’s website and mobile websites. When they begin thinking about leaving a legacy, the UT Tyler will be
at the front of their thoughts. Donors will be recognized and receive extra benefits by making the University of
Texas at Tyler a beneficiary in their wills. Take the initiative and begin using the ideas presented in this plan, and
watch as the number of bequests increase over the years.
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Appendices

Appendix i
"Recent Graduates." Recent Graduates. N.p., n.d. Web. 5 May 2014.
<http://www.aggienetwork.com/giveback/recentgrad.aspx>.
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Appendix ii
The University of Texas at Tyler. N.p., n.d. Web. 5 May 2014. <http://www.uttyler.edu/>.

UT Tyler Logins | Mobile | Library | Calendars | Maps | Directory | Contact Us |

 What Are You Looking For? |

The University of Texas at Tyler
Tyler = Longview = Palestine
YLER.
Home Get to Know UT Tyler
\ K S /v

Academs Admicss

Distinguished
Educator

Dr. Neil Gray named to
prestigious group of teachers,
scholars in UT System.

TYE

Read more...

Who are you? E
our majors
Future Students
Undergraduate Apphied Arts & Sciences BAAS
Graduate At BA
Guidance Counselors At BFA
Admitted Students At MA
Research Art MFA
'''''''''' Biochemistn Err“u s - Chemistry
Current Students .5, (ACS Cantife

Parents & Families

Faculty & Staff

Giving / Alumni

Chemistry BS (ACS Certified)

Civil Fanineerinn BS

Attend a Summer Camp

Cost & Fnancial Aid Student Life Athletics

P;\TRIOTS OF THE YEA

BROOKSHIRE
GROCERY CO.

A centerpiece for learning,
culture and natural beau

Taking Shape
s ek
marks 3 mdm':guuﬁon.

ForDedl(ﬂlon,

UTTylerPamtscf the Year, ¥ et

Attention UT Tyler Students:
Complete vour course evaluations

More

The Title is Ours!

before Friday, May 2, for ea{y
access to semester grades and a
chance to win an iPad. More Info

gT Is ler Patriots of tj}g Year
00 G'OUE'V Company honored
emempidy

ication, generosity....Read

VISIT

Celebrating Brookshire Hall
UT Tyler breaks ground for building to house
Fisch College of Pharmacy....Read Moce

INQUIRE )

University Attorney Appointed
Michael Donley t serve as UT Tyler's first
legal attomey....Read Mo

Labor Market Analysis
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Appendix iii

Crascendo

800,858.9154 GIFTLEGACY
www.Crescendolnteractive.com INTEGRATED MARKETING FOR PLANNED GFTS PRODUCT MATRIX

FEATURES PRO INT

GiftLegacy pl. d giving website with customized branding includes:
WEEKLY UPDATED CONTENT FOR DONORS — New content to encourage donors to revisit your website
DONOR STORIES— Motivating gift examples plus publication of your own donor stories
ONLINE WILLS PLANNER— Free cnline secure accounts for donors
CUSTOMIZABLE PAGES— Up to eight custom pages {Legacy Soc-uy. Endowmom Opponunmu. otc)
LEARN ABOUT WILLS — Includas videos about wills and b q i . Wills Guide offer
PRESENTS CALCULATOR— Personalized donor pvmnuuons with audio shovnng 1ho bcmﬁts of a gift annuity,
deferred gift annuity, unitrust, annuity trust, unitrust and sale, gift and sale
GIFT OPTIONS— Explore a variaty of pl d gifts
MISSION VIDEO— Custom video of your planned giving website using your photos and your message
ORGANIZATION AND ADVISOR NEWS— Custom web page to upd isitors on your organization’s news and events
WEEKLY UPDATED CONTENT FOR ADVISORS— IRS regulations, tax cases and revenue rulings
GIFTLAW PRO FOR ADVISORS — 30,000+ page charitable tax reference library
GIFTLAW DEDUCTION CALCULATOR FOR ADVISORS — Easy-10-use, quick deduction
CUSTOM URL— Short URL to help your donors easily access your website
MOBILE WEBSITES— Custom designed for mobile devices

Waeekly eNewsletters for Donors (PRO and INT) and Advisors (PRO only):
24/7 BRANDING — Customize the header and footer with your organization’s news, events and promotions
WEEKLY CONTENT— Washington News, Finance News, Savvy Living and Personal Planner articles with video
EBLASTS— Send a ge f ing an upcoming event of use a provided late to p apl d gift
EMAIL SERVICE— GiftLegacy System sends your eNewsletters and provides maytms
VIDEOS— Inf ive videos | d throughout the websi
LANDING PAGES— Custom page to easily track campaigns

CresManager System
WEBSITE PAGE EDITOR— Edit text on specific pages of your website
ELITERATURE PREFERENCES— C ize, upload and ch kh format your donors prefer
ONLINE WILLS PLANNER MANAGER— View wills pla ink once di give you access
GIFTATTORNEY LIST MANAGER— Manage detmays list in the o-\lmo Wills Planner
PROVIDE AND PROTECT BEQUEST MARKETING SYSTEM -~ Compreh multich b o
MY PLAN~ A complete toolkit with Scheduler and Marketer to assist you in developing a pl-nnod gifts morlmmg phn
CERTIFIED GIF T PLANNING MARKETER (CGPM)— 24-lesson video series for planned gifts marketing plan
BOARD OF DIRECTORS TRAINING— Video courses to educate your boards about planned gifts
GIFTLAW NEWS— Quarterly video series for professional advisors
SOCIAL MEDIA PLATFORM— “How to” for social media tools, including weekly tweets and Facebook posts
STATISTICS AND ANALYTICS — Comprehensive overview of your website activity and donor tracking
FIELD STAFF— Add additional staff accounts for $495
GIFTCHARITY- Mentoring and ability to set up branded webpages for your affiliate organizations {$250 each)
CRESUTE— Online version of gift planning proposals

Royalty-free marketing material (customizable using Adobe InDesign)
WILLS GUIDE— A seloction of different workbook varsions
NEWSLETTER- Designed and uploaded quarterly, and customizable in 2- or 4-color
BROCHURES— Auto-branded or ble tri-fold gift brochures
ADVERTISEMENTS— Full page, half page, and quarter page
GIFT BRIEFS— Auto-branded or custornizable 8 1/2% x 117 fiyers
POSTCARDS— Oversized postcards with or without a business reply card
INSERTS— Fitin a dard letter lope to pany personal letters
DESKTOP PRINTING— Marketing collateral ready to print from your desktop printer, includes your logo and contact info

Annual Marketing Reviews and Custom Marketing Plans

Custom Bequest Marketing Campaigns

Toll-free technical and marketing support

Multichannel Marketing Seminar

Social Media Consulting Services

Pro/Plus/Presents Proposal Software

PRICE (ANNUAL SERVICE) $5,500 | $3,500
Custom Graphic Design, Print and Mail Services - Request Proposal

MM M M oM M om X

HoX oM oM oW X
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>
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Appendix iv
Texas A&M University. N.p., n.d. Web. 5 May 2014. <http://www.tamu.edu>.

HOWDY PORTAL | MAPS | MOSILE | CONTACT US

[ =1

Z M . i « Future Students
saving lives [
2 G2l = « Former Students

' VVO rldV\’_lde « Faculty / Staff
YmmmwuwaMhmmdBMMTMthwqgLr,m . CO’D‘ZO(CM&I;
solutions 1o diseases caused by the emvirenment with the creaion of a mew center. (more.) « Veterars

17 T INFORMATION FOR:
« Current Students
« Visitors

Wed Age 30, 2014 | 0742 #M COT

CAMPUS EVENTS

‘8‘2' Spring Semester Final Exams IYXS:‘EYTO ta muml meg

All Texas A2M news. Al the time

MAY  Corps of Cadets Final Review

majors & minors Viz-a-GoGo Screeni Set

Wyl | @ ForFrday And Saturca
MAY  The Next Tradition Graduation Celebration « cost calculator o=
09 . campus tours &!
MAY Commencement « scholarships

IMPACTS: Grad Student
Begins Recyding Program
N Freshman-New Student Conference

) Performances Of "Tedling
Aggieland” Begin Today
03

2014 - ° 7
JUN - Freshman-New Student Conference \o

LR
04 GRADUATION. _#

MAY  Memorial Day

26

MAY  Frechman-New Student Conference

Depression Era Campus
_‘ Architecture Topic of Lecture

B s - Fus Cateentar 2

Mare o TAMULimes - 255 B

Quick Links

ABOUT TEXAS AScM
« ABM at a Glance (roF)
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Appendixv

Texas A&M University Commerce Infograph. 2014. <http://www.tamuc.edu/aboutUs/university-

infograph/default.aspx>

TEXAS A&M
UNIVERSITY
COMMERCE

125 YEARS

OF EXCELLENCE IN EDUCATION

WHERE ARE WE?
WHICH IS LOCATED

114 THE NORTH EAST
TEXAS REGION

WILLIAM LEONIDAS MAYO
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University in the A&M System
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Appendix vi
Tyler Junior College . N.p., n.d. Web. 5 May 2014. <https://tjc.edu>.

TYLER JUNIOR COIEGE

£ A QUALITT ROUTHITON 3 A VIRRINT STUDRNT LW 3 COMMUNDY SRESEE "

wer: REGISTER 1er
MAYMESTER & SUMMER

Upcoming Events

“PF Fall Advising and Registration

75 Fall Advaing ind Regisraticn is A 29 - May 1 i he Apache Rooes

PR Spring Fling 2014

Coma out %o Spriag Flag' Flay games, have An and enjoy bee crmwiedl

RET— o Viow Hore Events

Give to TIC

Latest News

Library

AP TJC literary magazine earmns awards at state
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Appendix vii
University of Texas at Arlington . N.p., n.d. Web. 5 May 2014. <http://www.uta.edu/giving/>

A | MY MAV | STUDENT EMAIL | FACULTY/STAFF EMAIL [ aAzmoex 4 FNDPEOPLE [ CONTACTUR § mars

UNIVERSITY OF TEXASAARLINGTON

ABOUT US ADMISSIONS ACADEMICS RESEARCH

EXPLORE THE UNIVERSITY OUR FUTURE DEMANDS EXPLORE MORE
A

é

SURPRISE FINDING

Working fo create a luminescent nanopariicle to use in security-related radiation detection, physics Professor Wei Chen
may instead have happened upon an advance in photodynamic cancer therapy.
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Appendixiix
Wills

Call or emall us to request
‘your wils gde, or to leam
‘about cther tools that we

can offer you to mabe your
panning easker.

Gifts of Stock

Taking a Stock Gift Further

I you want to know about other
ways to benefit, ask us about how
your stock can be used to support
our mission. You can use it to fund
a charitable gift annuity, charitable
remainder trust or charitable lead
trust. These plans pay you income
and provide additional tax benefits.
Call or email us to receive a fiee
illustration of potertial benefits
for you.

How Can We Help?

1 would like to know more about the
benefits of gving stock to your
organization.

O Please have someons contact me
Wwith mere Information.

O 1 woukd like to recsive Information cn
‘cther charitabl tax pianning options.

The best way to contact me ks:
O Emall O Mall O Telephons

Please provids me with stock transfer
Instructions.

Name
Street
City
State/zip

(AI nguiias a3 Yoatod wih completa corf Gentiatty]
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HOW TO SAVE MONEY
AND AVOID TAX

WITH GIFTS

OF STOCK

. B

Rather than sell your stock,
consider giving some of it to our
organization. You wonY pay any
taxes and you receive an income
tax deduction for your gift.

Susan purchased stock for many
years. Over time the valus of
her stack grew and became a
substantial investment.

Today Susan has more stock than she
will ever need, Yet, she hestatas to
sell It because she knows any sale Wil
trigger an Immediate capital gains tax.
What can she 607

One of the best things Susan can do

15 transfer same of her stock to our
organtzation. By transferring rather than
salling her stock she avolds caphtal
gains tax. Her ift wil help to continue
our misskon for years to come. Susan
also recelves an ncome tax deduction
for the full amount of the stock
transferred.

walks you through the process.
of gathering Information abut
what you own, your family, and
your godls.

et

’\

Conskder practical questions,
such as, *If | ghve my house to my
dult scn and my aduit daughter,
what wil they 6o Wth It2” Ifyou
come up with & questicn that you
can't seem toind a Solution for,
make a nats to sk your atiomey.

W
D

=

L

Benefits of Giving Stock

Here are some of the bensfits you
can experience by making a gift of
stock this year:
AVOID capital gains taxes up

235%.

RECEIVE an Income tax deduction
for the full amount of your gift.

MAKE a meanhghul gt with no cash
cutarpocke.

CAPTURE the value of your stock and
&nd the worryng about market ups
and downs.

FUT your gt to work right away for the
Causes you care about most.

Easlor Than Writing a Check

Agift of stock can be made by
taking a few simple staps:
CALL your broker or account
admhnistrator.

DIRECT them to our webshte for
transfer nstructions.

SPECIFY which stocks you want
toghe.
WAIT for your gift recelpt I the mail.

RN SN, S —
- o [woukd like to spesk with scenzane %
Making a Bequest who can provde additicoal Do you ever wonder what Why do | need a plan?
3 b y do | need a plan'
to Charity ormatin. the future holds? i
R e yetylae £ 2 Lwould like to sign up fox your While it impossible to knaw or contesl b ;
iy sl e kg FREE eNewsktter. what happens in the future, you can have = it
‘about bew o belp your fanily and Narne security sbout achicving your ukimate goals make a plan for the firure.
save oo estate tawes, bt also how you by makinga plan.
might benefk cne or mace charkable Street Phanning is coe way to create a secure futuee
cegaizations. A bequest pemits you 5 foe you and your loved ones, With a good What are some options for planning my frture?
0 leave a huting legacy and often plan, you ca pest easy knowtng that your A WAL A Wil I 8 wrkten documert that permEs you to state how you Wart your
provides valusble tax sinings. StaeelZip family will be well caned foc and your or eatate distributed, name an Exzoutor (sis0 caled a Perscnsl
A charitable bequest is cne of the i peoperty will pass to your intended FRepresentative) to distribute your property, pay debts and taves, and hande cther
e ks Y e o lome Phane beneficiaries. business affals to settie your estate.
a bequet of any dollar ameur, gife Email The goal of this beochure s o help you Trust— 1 you own property, you mey wieh to st
spectic property ar a [ — think through scens of the fsucs to coeulder up aIng trust. A lIving trust may be set Lp g Iife and directs where your ossets
percentage of your estate in your will WAt in future planning Once you have identified 0. Unike 3 trust will nat subject your estate to probate, which |5 aften & lengthy
SESAM plai 3t your gaals, yeu will want to it don with and corty process that requires o caurt to settie your estate.
ik of your IRA ce 401(k) plan, this et S et your advisor to creste a plan that reflects What other considerations need to be made?
can usualy be doe by filliog cut 3 these goals. Who wiliBo the grendian of my dependent aMidren? Your ik 1 conaidered 8 minor n
bendficiary designatic fom provided most states urtil he or she reaches age 18. 1t s Important to spgort o guardian, 50
by your plan administrcce 1 thair ‘e guerdian mey Y
: minor ehldren.
Wilis Planning Guide [ iy Bt
— 3 I you are no longer able to manage your property or Ister wish o have somecae efoe.
R e @ve the person you select the.
d_t;\ <$:/ —- legal authortty to buy, seil, and manage your property.
O ST Wills, Bequests & Trusts Who will mako my Reaithcers docisions? .
¢ ey yeul
i ‘select 5 person who can asslist your doctors In making
heatthcare decizions If you become unable to act o )
your awn bahalf.
Estate Planning
- ‘Wrile an attomey shoud always draft REVIEW YOUR PLANS
| hawe reviewed your brochure and: T 0 ;r::t;;gnr:ﬂm::lss YL 1, e s el mpai e R TERY
3 woukd like 10 speak with somecne ESTATE plen. Process and prepare you for mesting You cen ghve some assets to
Who can prowide additional 3 :";'“mesmﬂ'ﬂe,:;” 5y your sttomey With thase simpie staps: 4 famly right awsy and others
Information. PLANNING s.‘.,':m.vy; pumemzﬂnu. EZE n: over time. Ask us how you can
1 would like to sign up for your 1tls comtorting to know " Take a piece of paper and drawa DEDM0 JLICOTNG SORNL,
FREE eNewsletter. ‘when you have organized ~ line down the miadle. On th left e w“"""mm s
Planning Hame Yyour lif2 and your plans In sid2, witte sometring you own. On Yo pe
Your Legacy 3 way tat prowides for and e fight skde, witts the name or Sk
Streat protacts your loved ones. © names of the person(s) you wish CONSIDER CHARITY
oy 0 receive that Nem or asset. Remember 1o ciude any
charlties that are Important to
sute/zp ORGANIZE YOUR ESTATE YOU In your plan. ffyou hawe
Make the process of orgenkzing
gven during lfe, then consider
Home Phone your eatate and plsns even eusier providing for thesa crgankzations
by dowrioading our free wills heough Jour estate, Ask us
Emal guce. This fiknthe-tlank guide .

about plans Ike charltable
remainder trusts and gt
annuties that can help your
famly and our mission.

VISIT YOUR ATTORNEY

Ering the Information you have
gathered and questions © your
attomey. Your attomey can dreft
awll of trust that wil achizve
your godls. You complete the
plan through a simple sigring
process.

UPDATE YOUR PLAN

Update your estate plan as your
Iife changes. Mariages, births,
and deaths are al avents that
may make you wantyou to
revise your plans.

Banefits of Giving vs. Selling

No capitsl gains tax  Taxes up t0 23.8%

Avold futurs.
Investment costs

Conthue o pay
nvestment costs

———
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INTHIS ISSUE:  GIFTANNUITIES  UNITRUSTS

A GREAT WAY TO END

Everyone looks forward
10 tha New Year and
its promise of new
opportunities, but did
you know the old year
might also yield rewarding
retums? As you look ahead,
consider some year-end

Our Orgentzation

decisions that can make & 3 '
big difference, not just for the '
New Year, but for many years |
0 come. M L acotk,
Think of the remaining days of theyear - the rest ofyour life. The payment mates ave
as your chance to ke nure your asets bsed on your age. They can be as highas
ame working hand foc youas much as they - 0%, and our rate will never change. What's

more, there can be significant tax savings for
you. This plan also woeks well wich today's

possibly can. With just a lietle planning, you
can transfoem weak dividends into fantastic

payments plus add some firancial certainey  very lowrate CDx.
o the end of your year. Plan now before the year s over, and thank
Take ancther look at your stocks. your — yourself with a charitable tax dedaction to

dividends arent where they need to be, you
can use your stocks to fund a charitale gift
annuity. A gift annuity i a coneract where
we agree to pay you cash at a fixed rate foc

affset taxes ca this year’s return. Call ar
dick for mare information an ways to create
reliable, fixed income that benefits you and
will also help further cur good week.

‘www.Website.
STREET ADDRESS, CITY, STATE

HAVE YOU CREATED YOUR LEGACY?

A baquest Is 2 gift made from your estate
that anables you to participate in eur
mission far into the future,

I'I.ID;EN TR EASU R E OR DELAYED
DISAPPOINTMENT?

For many of us our greatest assat, apart from perhaps our homs, is our
IRA or other retirement plan, The IRA holds this distinction because
Congress designed it to encourags investment and future growth.

than IRA assets. Alio, you might think
about giving mway your unused IRA assets

But as the assets in your [RA grow, 5o do
the taxes that will be cwed in the futues.

When your children oc grandchildren 10 the assets will be passed with o tax due.
receive the assets inyour IRA, theyalss ~ When you give your assets to a qualified
teceive the burden of the taxes due on taxexempt arganizatica like ours, we
them. This can sericusly diminish their receive 100% of your IRA proceeds.
inheritance and result in disappointment However, we would never recommend
foe you and focthem. The gocd bews it piving your [RA to us without also

there are ways to plan for your IRA to emphasizing there are other assets and ways
deliver all its expected benefits with as % ¢o provide for your family without negative

taxes as passible. We can give yousome  tax coasequences. Scene of the best asets
ideas to discuss with your accountant, to give your children include your stacks ar
your financial adviscq, and your attaroey.  home. Thess assets step-up to fir market
These will ensure that your family and your  value in your estate, and can be scld laer
legacy benefit while minimizing taxes far ~ with lietle or no tax due.

i, Call, dlick or email us to Jearn mare

Asyou peovide for your fumily inyour  about the variety of ways you can pass an

— estate plans, be aure to consider the assets to your family and to the causes you
smartest way to pass assets to your heirs. love in the most beneficial ways far all

Think about giving them something ather  concerned.

WISH ES ARE NOT JUST
: FAIRY TALES

Like the fictional Aladdin, there 1 you create a unitrust with ultimate reward of helping us
are things we can do where ane appreciated stock or real estate, you  continue cur wark and provide
simgle action can return a lease also svoid copital gains tax an  assistance to those we serve.
three great results or benefits. the zale of your assets. An often overlooked aspect of
One of these acticas is creating a A unitrust is a tax-exempt trust the Aladdin story is that countless
charitable remainder trust. that will sell your assets tax free,  other travelers passed by the lamp
you fund a chariable remainder and reirvest them in a way to without ever bothering to lock.
unitrust with cash ar cae of your produce potentially higher income  inside. Same may even have picked
assets, you, oc youand your spouse for you. You can select a trust it up and tossed it aside. Don't
o payout that permis growth in let the benefits of a charitable
valuable tox g the trust assets, and this choice remainder trust pass you by. Create
Unlike the offer made by Aladdins  may even srow your lncome sver ane by the end of the year, 5o your
Geniie, this action has no catch. payments can start in the New
Year. You will also enjoy tax savings
o this year’s return. Pleae call us
ar visit cur website foc a full ook
at the charitable trast benefits that
may be availabe to you.

alock or Casn

HAVE YOU INC

Our Orgamizatics

Mailing Panel

LUDED US IN YOUR ESTATE PLAN?

The gifts we recelve e4¢h year from individual estates
holp to makevuguork possible. We hape you will
consider including us I yeur, will or estate plan.

SAVVY LIVING....

Dear Savvy Living,

1 just tumed 55 and am trying to make some healthy changes, and would
like to know if tracing my family’s health history is worth the effort.

Just as you can Inherit your
father's helght or your mother's
halr coler, you can also Inhertt
thelr genetic risk for diseases
such as heart disease, stroke,
diabetes, cancer and more,
Here's what you shoud know.

HEALTH HISTORY

An accurate family health history
femains one of the most Important.
toals In keeping yourself healtry.
Since most diseases have both
environmental and genetic
compenents, your family's heaith
history can provide you and your
doctor & genetke rosdmap to your
strengths and weaknessas,
which can help you recognize,
and even fend off, Inhertable
linesses n thelr early stages.

TRACKING YOUR HISTORY

Youll need some bask medkcal
facts about your parents, siblings,
@rendparents, aunts, uncles and
1rst cousins. Get the specific

ges when family members

developed health problems like
heart disease, stroke, cancer,
diabetes, Azheimer's disease,
ostecporosis, asthma, blindness,
deamess, depression, akccholism
and more. If family members are
deceasad, find cut when and how
they ded. Some relathes may
not want to share their medical
histories or they may not know
their family history, but whatever
Information you disoover will be
helptul. A good resource to help
you Is death certificates, which
YOu can soquire from your state
heaith department (www.cdc.

2

gov/nchs/howto/ w2w/w:
welcom.htm). Death certificates
list the cause of and age at
death.

COLLECTING INFORMATION

The upcoming holldays are a
perfect time to collect your
family's health history. A great
resource to help you get started
s the free web-based toal, "My
Family Health Portralt.” Go to

familyhistory.hhs.gov where you
can organize your family tree,
Identify genetic risks and share
the Information with your family
members and doctors. If you
don't like the onine version,
software Is avallable you can
download to your computer of
you can print out a hardcopy
wversion to fill out by hand.
Another good resource Is the
Genetic Alllance at www.
lance.org. Click on
“Family Health History.”

HANDLING YOUR HISTORY

Wnile you can't change your
genes, you can change your
habits to Increase your chances
of & healthy future. By eating &
healthy diet, exercising and not
smoking, you can offsst and
sometimes even neutrallze your
genetk vuinerabilities. This Is
especially true for heart disease,
stroke, type 2 disbetes and
ostaoparosis.
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Newsletter 4

GIFT OF LIFE INSURANCE

GETTING LIFE

IN THIS ISSUE: WILLS PLANNING GUIDE _ GIFT OF LIFE INSURANCE  TESTAMENTARY PLANNING

FROM LIFE

NOW AND

Isn'tit wondarful to find monsy? Like a

You can name our ization as a
chest of money tucked away in our i

contingent benaficiary to help further a

It's an amazing fact that kss than half of all

i have no will ly, some
pecple feel they don't own encugh property to
require planning. While there may be many
reasons for not having a will, there are plenty
more reasons why we should all have ane. When
we remember a will is not for us, but for the
ones we love, it becomes easier to tale the
steps to create a lasting plan.
If you don’t have a will, now is the tims to bagin
the process of planning your estate, Our free
Wills Planning Guide can help you move from
uncertainty to the comfort of knowing you have a
future plan. As you read through the guide, you
will see that a will is not about the assets you
omn, but how you will use your resources to care
for the people that mean the most to you.
One of the most common reactions we hear from
supporters who receive cur planning guide is,
“We didn’t realize how much we really owned and
how much we had to give away to family and

and all of the other pessessions you have
accumulated, you likely have far mors than you
might have realized. Our guide will help you
ensure that all of your property is well cared for
and left to your chosen iaries. If you have
miner children, the guide can also help you plan
for their care.

YOUR FAMILY:

There is no greater responshbility than
protecting and caring for your family
members. But how are you planning for
their futurs, especially if i

Call, click or email us today for your FREE
Wills Planning Guide. It costs you nathing.
to recaive the guide, but it will give you
comfort beyond measure to know that
you have a plan. Do it for you and for the
ones you love.

Bernfickry

beneficianes have been paid, then goss
to help us in cur work.
There are many varnations to this plan

unforesesn occurs? A testamentary
charitable remainder unitrust is a way to
provide for your loved ones, while helping
further the mission of our organization.

upon your assets and goals.

Contact us for tax saving options for you
and your family. We can also provide you
with a free illustration of the potential
benefits to your loved ones.

The trust may sound complicated, yet the  when you combine the planning

benefits are simple. It can be funded
with cash, sacurities, your IRA or even
real estate. Your bensficiaries will recaive
income for up to 20 years or for life.

The remainder, or what is left after all

capabilities and benefits, a charitable
remainder unitrust is a powerful way to
provide ongoing support for your family
and our cause. Call us or visit our
websits to leam more.

'1

closat, many of us have assats we forgot
we owned. Life insurancs is often like
“found” money. You may not remember
that it is thers and yet it can bs a very

worthwhile causs. Your family can still be
the primary beneficiary, and our
organization receives the procseds only
if your family decides to give up their

valuable asset. benefits. You can akso name our

You might have life i provided ization as & ary,
through an employer or you might own Mshnnﬁhepmeesdawnha
small policies purchasad as a young family member.

adult. You might even have received In fact, there are many ways to structure

insurance from your parents or own a
policy that is no longer needed for its

a gift of life insurance. Contact us to
leam mors about how you can help

intended purpos=. Regardless of your further our cause with unneeded policies.
situation, we can help you put your You can also visit our website. Let us
“forgotten” and “no longer needad” help you pave the way to a better and
policies to batter usa. brighter future for everyons.

One of the most meaningful decisions
you can make with lifs insurance is to

name a nonprofit

organization as a
beneficiary. It's easy to make such a gift.

SAVVY LIVING...

against idntity theft when traveling? | want to

What do y

make sure I'm g nyself during my tip to Europs
Most people dor't realize that your Socla Securlty card In your
when you travel your risk of wallet and leave your chack

Identity thaft Increases. Hare are
several simple steps you can take
to protact yourseif.

Alert Your Credit Card
Companles: Let your cradit card
companies know when, where and
how long you'll be traveling, This
helps their fraud dapartments stop
bogus charges If your card s used
where you're not present. It also
reauces the risk that your card will
ba frazen when you use It far

from home.

‘Secure Your Mall: Gt a friend

or nelghbor to pick up your mal
every day whie youTe gone or stop
your mall at the post office. Also,
stop the newspapar and don't
brogdcast your ravel plans on
soclal networking websitas.

‘Clean Out Your Wallet: Take only
essential Identifiers such as your
arver's license and Just two credit
cards. Carry ona credit card with
you and lock the other one Ina
hotel room safe In case your wallet
gets stolen. Also, don't ever camy

book home.

It's also a good Id2a to make
coples of your plane tickets, hotel
resanvations, passport, driver's
license and credit cards. Leave
the coples with a friend or relative
whom you can call In an emergency.
Also, make a list of contact
numbers Including your credit card
prowders. That way, you can call
them If your packet gets picked.
Protect Your Smartphone: If you
use a smartphone, protact your
parsond Information by using

the security settings to lock your
screan with & password. Then,
Install a GPS lcation racking app
©on your phone. You can also set
up your phone 5o that If It does
get stolen you can remotely erase
Its data. Your wireless carrier

may offer this sence and
security apps Inciude this feature.
Use Safe ATMs. If you need cash
while you're awsy, use ATMs that
are locatad st banks. These are
more secura than stand-akine

ATMs that can be riggad to
capture your card Information.
‘Safeguard Your Hotel: Never laave
your wallet, passport, credit cards
or other valuables In your hotel
room. Elther keep them with you
or lock them up In the hotel safe.
If you hawe a laptop computer or
1ablet, get a locking dewce that
lets you lock It to Something fixed
n the room.
Be Careful With Hotel Computers
And Free WI-FI Networks: Don't
ACCess your personal accounts
or dschse any of your financial
nformation on hotel of other
Public COmpUters or on public
'WI-FI networks.
Freeze Your Credit: A temporary
freeze denles 8ocass to your credit
history, so ID thieves can't cpen
accounts In your name while you're
away, but It doasn't stop you from
using your credit card. To setup a
freeze, contact: Equifax (equifax.
com, B00-685-1111), Experlan
rian.com, 888-397-3742)
and TransUnion (transunion.com,
877-322-8228).

vk
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What Kind of Legacy will you Leave? Gifts of Securities

YOU'VE SAVED AND
INVESTEDALLYOURLIFE ~ = --

Don’t let taxes turn

What Kind

of a Legacy

Will You

your gain to loss.

Leave? .
= For years, you have carefully invested and watched

g your savings grow. What took a lifetime to build

E‘, can be instantly lost through capital gains tax when
E you sell. But it doesn’t have to be that way. Rather
than sell your stock, consider giving some of it to
our organization. You won't pay any taxes and you
receive an income tax deduction for your gift.

e all have a desire for significance. For many of us,
significance comes through creating a legacy during our
lives — something for which we will be remembered in the future.
A bequest is perhaps the easiest and most tangible way to leave a
lasting legacy to the people and charitable organizations that mean
the most to us.
A Bequest is a gift made through your will or trust. There are
several ways to make a bequest:

® Specific dollar amount
® Percentage of your estate

® Specific asset Benefits to you:

® Residue of your estate AVOID capital gains taxes up to 23.8%

RECEIVE an income tax deduction for the
full amount of your gift

MAKE a meaningful gift with no cash out-of-pocket

For more information on how to create a lasting legacy through
a bequest, please contact us or log on to our web site. We look
forward to helping you!

Copyright © 2014 Crescendo Intoractiv

Are you looking to Save Taxes?

ARE YOU LOOKING TO SAVE b
ON TAXES THIS YEAR?
ARE YOU PLANNING FOR YOUR FUTURE?

WE CAN HELP. There are a number of charitable plans
that can help you save on taxes this year and secure
your financial future.

You can recaive a charitable deduction by
+ making a gift of your low performing CDs,
< stocks, bonds or even cash. We can aiso
* accept your appreciated assets like real
» estate or a business Interest and help
i‘ you sell these tax free. There are a
number of ways we can help you
I generate tax savings and provide you
& with a stream of payments for Iife. All of
% these giTts help you and help us
t continue our good work.

Please contact us to see a personalized
liustration with your tax benefits and
payments. To leam more about the
benefits of making a planned girt, you
can also Visit our website or call

us today.
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