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For these slides we want to kind of poke fun at ourselves and point out that the two books we’ve done have the same name as o ther 
titles on Audible and Amazon.  So we’d like to show our book first and then the other books one at a time with the same name.   
Same where ours is centered and then the others move over.
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A legacy to leave behind
A way to pass on what we find
The values that we hold so dear
And the lessons that we've learned throughout the years

We plan for future generations
To carry on our reputation
To build upon the foundations
We've laid with care and dedication

We teach them how to swim
So they can navigate life's currents and its whims
We give them the tools they need
To be self-sufficient, strong, and truly free







Parents Are 
Procrastinating

46%

of HNW parents have not 
executed a will and 30% 

have done nothing when it 
comes to wealth transfer

35%

Have yet to begin educating 
their children about wealth 
and money topics, but are 
planning to in the future

57%

Plan on making no gifts 
or transfers to adult 
children until death

18
Average age parents say 
that meaningful financial 
education should begin 

27
Average age parents are 

beginning meaningful 
financial education 

Survey results from RBC 2017 Wealth Transfer Report



79%
Financial literacy 
program offered by 
my financial advisor 

65% Family meetings 
to educate me 

77%
Financial literacy 
program offered by 
professional advisors 

60% General family 
conversations 

65%
Reviewing 
information from my 
financial advisor

19%
Financial literacy 
program offered by 
my financial advisor 

16% Family meetings 
to educate me 

15%
Financial literacy 
program offered by 
professional advisors 

50% General family 
conversations 

44%
Reviewing 
information from 
my financial advisor

Percent of children who 
experience the following:

Percent of children who said that 
the following types of education 
were effective in helping them:

Survey results from RBC 2017 Wealth Transfer Report
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$5
Trillion

$90
Trillion



51%

70%



Inherited Wealth

Age

Money 0-18 18-80 Inherited funds 

are typically 

expended in 18 

months



Myth The wealthy will always be wealthy

100 Years

Growth

Wealth

Inflation



Reality The wealthy usually don’t stay wealthy

5.3% 8.7%6.6%

1930 1957 1968

Average Annual Erosion of Wealth
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Meaningful 
Investment

Transcendent Purpose Pillar

Respectful Sharing Respectful Listening Communication

Engaged Relationship Clarity of Purpose Cohesion

Knowing Who You Are Knowing Who You Want to Be Identity

Amount of Investment Clarity of Purpose Impact
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Always the more beautiful answer who asks the more 
beautiful question.  

      e.e. cummings









The reality is that 

while data, knowledge 

and information 

inform, it is questions 

and stories that 

transform. 



views

fi

fi



Four 

Questions 

to consider: 

• What’s the greatest compliment you could receive? 

 

• What is one of the best ways to express love?

• If you could be known for only three things, what 

would they be?

• What are you looking for?



values



values





▪

•

▪





Equality of 





Expecting younger generations to 
embrace giving away the money you 
didn’t give to them to charitable 
organizations they don’t connect with in 
ways that don’t resonate with them
is not a recipe for increased 
Communication, Cohesion, Identity and 
Impact.



The Generations Give Differently for Different Reasons

Very optimistic about 
philanthropy’s ability to solve 
important issues

Source:  Fidelity Charitable Services

66% Support a limited number 
of causes

Baby Boomers Millennials

56% Say their giving is more 
spontaneous72% Say their giving is 

more planned

29%
Very optimistic about 
philanthropy’s ability to solve 
important issues

15%

57% Support a broad range of 
causes

Most likely to support charities that offer 
meaningful volunteer opportunities

Prefer to give to traditional, well-established 
nonprofits with a proven track record



Charitable Focus is Changing

2018 Blackbaud Institute for Philanthropic Giving

Silent Boomers Generation X Millennials Generation Z
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Steps to engaging with the younger generation in philanthropy:

Let them engage in more than just the money

Think about impact differently

Be prepared to spread it out and about

Meet them where your values overlap
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Purposeful Planning Podcast

Purposeful Planning Webinars
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Appendix A – FinPsych Statements used in Study
1. My advisor tries to understand my values and priorities before 

delivering financial advice 

2. My advisor makes an effort to learn about my cultural values 

3. My advisor makes an effort to learn about my family  history    
and family values 

4. My advisor makes an effort to learn about my partner’s/   
spouse’s relationship with money (e.g., identify potential 
financial conflict, transparency issues, etc.) 

5. My advisor makes an effort to learn about my personality 
traits/types

6. My advisor makes an effort to learn about my money      
behaviors and attitudes 

7. My advisor makes an effort to learn about my financial       
anxiety and stress

8. My advisor helps me identify meaningful personal and       
financial goals and objectives 

9. My advisor uses a systematic process (set of worksheets,       
series of questions, onboarding, etc.) to help me clarify my   
values and priorities

10. My advisor identifies my motivation for change and achieving    
my goals

11. My advisor explains the consequences of a lack of      
transparency with a spouse or family member when making 
financial decisions 

12. My advisor identifies situations in which money may be used as a 
means of undue influence, control, or abuse in relationships (e.g., 
power imbalances, financial abuse and financial enabling) 

13. My advisor identifies how my psychology, such as my financial 
comfort zone, socialization, money beliefs, and past financial 
experiences and behaviors impact my objectives, goals, 
understanding, decision making and actions 

14. My advisor uses appropriate counseling and communication 
techniques with me

15. My advisor always considers what I value most in life 

16. My advisor communicates recommendations in terms that I can 
understand 

17. My advisor focuses on identifying and building on my strengths to 
encourage my behavior 

18. My advisor doesn’t hesitate to discuss the consequences of my 
actions, or inaction, to motivate change 

19. My advisor encourages me to use money as a tool to optimize my 
well-being and to flourish in life 

20. My advisor encourages me by focusing on the implications of 
debt, lack of savings/no emergency funds, etc. 

21. My advisor encourages me by focusing on my financial health and 
security 
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