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Communication skills
For legacy fundraising
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This session

• Thinking about your audience

• Developing your messaging

• Keeping your supporters engaged
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Thinking about your audience
Who gives, why and what channels do they use
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Smee and Ford 2020

• Writes last will aged 

80

• Dies Aged 84

• Lives in South of 

England
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There’s more beneath the surface

Wealth Gender Age Children Religion
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Here come the boomers
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Boomers versus War Babies
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Wealthier Healthier
Working 
longer

Better 
educated

More with degrees

Fewer with no 

qualifications

Living longer

Healthy life expectancy 

rising

Males narrowing life 

expectancy gap

BUT polarising life 

expectancy dependent 

on wealth and region 

Men and women 

working longer but shift 

towards part time

Strong growth in self 

employment 

Not just working for 

money but for purpose 

too

More second homes

Better private pensions

More pension options

BUT widening 

polarisation between 

rich and poor
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Your audience is online

Source: clarkinfluence.com March 23

…even more than 16-34 year olds
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Legacy gifts are motivated by
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•

•

Routley, Sargeant and Day 2018

LOOKING 

AROUND

LOOKING 

FORWARDS

LOOKING 

BACKWARDS

•

•

•



Developing your message
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What is a legacy proposition?

Based on Anwar 2019 March 23

A clear, focused explanation of what you want 

supporters to do, why they should do it, who

they will help and how leaving a legacy will 

bring meaning to the supporter.



Why do you need a 

legacy proposition?

March 23
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What we want 

you to do: give

Who we want 

you to help: 

people

Why we want 

you to help: 

need for changeWhat it’ll mean 

for you: ability to 

change the 

future
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But how do we introduce into conversation?
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What conversations do you have?
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How can you integrate the legacy message?
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NSPCC’s examples



Seed number 1
Integrate into thank yous
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Seed number 2
Create conversation starters



Seed number 3
The 4S method
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Keeping supporters engaged
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Keep communicating

Wishart and James (2021) analysed deceased 

supporter data from ten Australian charities to explore 

whether those people who had expressed interest in 

bequest giving actually left a legacy. They were able 

to analyse which supporters had received 

communications from their charities in their last two 

years of life; amongst these who had received such 

communications, 76 per cent gave an estate gift, 

whilst amongst those who hadn’t, 52 per cent 

generated an estate gift. 
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Make it personal

Legacy donors appreciated personalised 

communications such as handwritten notes or calls, 

as well as communications that communicated the 

impact of their gifts – and conversely, disliked overly 

generic communications. They valued contact with 

knowledgeable, trustworthy staff members who 

would connect with them once or twice a year.

Giving USA 2019
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Show people they’re valued

“I'm a bit of a coffee snob. So I've been going to coffee shops 

quite a bit. I'm just trying to think again, in the past, I think one 

thing that really got me…I'm talking four or five years back and I 

remember walking into a Cafe Nero and the assistant said to me, 

‘oh I remember your drink, you want abc’. And I just thought 

wow. So that, that was a really lovely surprise. The fact that 

somebody's actually remembered you, remembered what you 

like.”

March 23
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Make it memorable

March 23

Add a touch of magic!



Legacy Futures

The Gridiron Building

Pancras Square

London

N1C 4AG

E: hello@legacyfutures.com

T: 02034880200

Thank you

Dr Claire Routley

Head of Gifts in Wills Consultancy

claire@legacyvoice.co.uk

https://www.linkedin.com/company/legacy-futures/
https://twitter.com/LegacyFutures_
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