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This session Foues

Thinking about your audience
Developing your messaging

Keeping your supporters engaged
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Thinking about your audience




rites last will aged
80

* Dies Aged 84

* Lives Iin South of
England

Smee and Ford 2020
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There’'s more beneath the surface Fatuies
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W Later generations
m Millennials
® Generation Y
m Generation X
EBoomers
®m War Babies

Pre 1930



Wealthier

omers versus War Babies

Healthier

Better
educated
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Working

longer

More second homes
Better private pensions
More pension options
BUT widening

polarisation between
rich and poor

Living longer

Healthy life expectancy
rising

Males narrowing life

expectancy gap

BUT polarising life
expectancy dependent
on wealth and region

More with degrees

Fewer with no
qualifications

Men and women
working longer but shift
towards part time

Strong growth in self
employment

Not just working for
money but for purpose
too

March 23




ur audience Is online

.even more than 16-34 year olds

Source: clarkinfluence.com
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Here are a few numbers

1o back this up:

Within people aged 55-64s:

94% use a cell phone

58% have a social media profile
Within people aged 65-74s:

92% use a cell phone

34% have a social media profile
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Legacy gifts are motivated by

LOOKING
BACKWARDS

Giving to charities that
reflect or have impacted
their own life stories

Often linked to
remembering a loved one

Routley, Sargeant and Day 2018

LOOKING
AROUND

Social influence and social
norming are important in

legacy giving

People will often research
their chosen charity to
ensure that their gift will be
spend effectively
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LOOKING
FORWARDS

Opportunity to live on
beyond their own lifespan by
associating themselves with
a charity whose services and
values will carry on into the
future
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Developing your message
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What Is a legacy proposition? Fitues

A clear, focused explanation of you want
supporters to do, they should do It
they will help and leaving a legacy will

bring meaning to the supporter.

Based on Anwar 2019 March 23 11
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eak‘:)gift in your
wi Shelter
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What we want
you to do: give

What it'll mean
for you: ability to
change the
future

_1;“, = h
:;\ ‘eak:ogift in your
:q \ wilkto Shelter
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Who we want
you to help:
people

Why we want
you to help:
need for change
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KEEP “YOUR REBEL

Leave a gift in your Will to Greenpeace

GREENPEACE |
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Before et her B, Lask it she is anxjoes about my dad would bellow, “Make mye somne coffee” As An organisor, | am used Lo environments
the forthcoming election OF course, she replies. Thated h

CANNG it. Somothing about the demand where women, usvally women of colour; are
But the way she handies that fs by “making sure todrop everything and run to the kitchen 16 make rmrym;;th(-lum'sshareoﬂhtwkbmmoab
'm doing ever ythingin my power” to getthe anable-bodied man 3 ¢ ip of coffee made me

aminuscule part of the visible leadesship. The
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Voting, she says, can also be a movement @ sure the bills were paid, the house was clean, would often take up the most space) They would ».

+ BritishRedCross

Protection in the darkest hour.
- Comfort when it’s needed most.
~ Hope when all seems lost.
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unicef ¢

UNITED KINGDOM

FOR EVERY
CHILD

A GIFT IN YOUR WILL : \v” 2 J» g\
TO CHANGE THE WORLD ° ~ ™ )\ .
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But how do we Iintroduce into conversation?




?

What conversations do you have
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NSPCC’s examples
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Seed number 2
Create conversation starters
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Seed number 3
The 4S method

More i, Jent 10 provide 8 detalled d-nﬂm v
‘ » o the st [he tri¢ K wa to ensure that ea¢
» “m. it i \eral conee
R8¢ the e gt o 1o explicitly explain ¢
but h‘ “n'::?(l:"'.:" ,,‘:'" Sl i ] | ', ‘m\\lvvn atulfings. In addition ”nkTr
: MM’I clearly Usinesses ,, X - e beginning of the class, | lpﬂ Iibe
¥ oy At ¢ i ole Wi A (hroughout the hour.

R '“‘/“l’rm
| ating ar \ yom , to multitasks 1f the
your emy)), '|'|.|“." erraption, ey y e

1 " s 4 X Mout telling the audience where
N"'Ol!'du,.r .. nd socq, " hout telling the o u
lh‘( bl . W have 1 the \nw.m\l.\llnn, the audience
that oy OCRS youy 4, (o the instructor and attempt to
1 8pe, >
specify 7 hat the instructor 1 saying:
Mations into 1., : ‘ | trying to drive while talking on
Y my stud il hle to pay attention to ANY two
< o
( n nts who o, ) 1+ 1 sertes of millisecond delays
ure? The
Man, " ;
) W:trm' gEviden o 0 minutes had rlapud,lhﬂ
‘ re h"’lk;:""““ to. Horols () . g Why did 1 construet my lees
Your ‘lw.u named () . ! I only about 6o6 seconds to
: N "'M““'"'Vll.. ‘ ' . Mo next hour would be uuhll.Mdl
| N Mine after the Goist second to “buy"
SVery lecturo 1y o,

o '!th Segment wo| |, l
. a lln«'r Core concep,

) mnt‘lﬂ in one mm“,c‘ I
l, b the brain i) b

% leads 1o explaing, i

e =5 ' I Not more information of the same
hlul;:::’lprnwnu-l|l N
s ”Ho". 80 I couly easily by,

\ [ would use the ol , “

“
" .
L onds, the audlence’s attentlon Is get:
; cro. 1f something lan't done quickly,
ively losing bouts of an effort to

i
it cue that breaks them from
he information stream seem dis
(o They need something §0 com

min hat the , (he 1o-minute barrier something




7t 1

117177177

Keeping supporters engaged
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Keep communicating Fitures

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 Fituges

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 yeatr.

Giving USA 2019
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Show people they’re valued Ftues

“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, | think one
thing that really got me...I'm talking four or five years back and |
remember walking into a Cafe Nero and the assistant said to me,
‘oh | remember your drink, you want abc’. And | 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 28
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Make it memorable Foues

Add a touch of magic!

March 23 29



Thank you

Dr Claire Routley
Head of Gifts in Wills Consultancy
claire@legacyvoice.co.uk

Legacy Futures E: hello@legacyfutures.com
The Gridiron Building T: 02034880200
Pancras Square

oo
N1C 4AG
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https://www.linkedin.com/company/legacy-futures/
https://twitter.com/LegacyFutures_
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