
WHO ARE WE TALKING TO?



The old way: focus on wealth and capacity. Under-valued 
loyalty, shared values and connection 

Instead: Leaving a bequest is for everyone. The most 
meaningful legacy gifts do not always come from wealth. 

“I’m just an ordinary person … but I want to make a difference.” 

More than a strategy >> a responsibility 

Who? 



• Long-time donors (even lapsed)

• Monthly donors (even lapsed)

• Older supporters

• Loyalty, frequency: not size of gift

• Those who donate and volunteer

• People who proactively engage: notes or letters with gifts, 
change of address 

 

Who? 

Your next legacy donor is probably already in your database





MONTHLY 

DONORS!



HOW DO I REACH THEM?



Inclusive, consistent messaging 

You can’t know when your donor is going to make 
or update their Will. Life will decide that for them.

But when they do, and their advisor asks “Would 
you like to make any charitable bequests?” …. 
You want them to remember you.



QUICK CAVEAT:
Immediate results don’t 
paint the whole picture.



THE FAMOUS “DRIP 
DRIP” APPROACH TO 
LEGACY FUNDRAISING 
COMMUNICATIONS



Think “Drip Drip” Legacy Fundraising

Focus on presence and consistent messaging over time; tell stories not technical 
detail



PIGGYBACK
• Tickboxes

• Buckslips

• Website – Legacy page(s)
• Newsletter – Legacy stories
• Social Media
• Thank You letters



STAND-ALONE
• Email campaigns

• Bequest Appeals (with and 
without surveys)

• Bequest Booklets
• Website
• Social Media















4 immediate phone calls 
enquiring about leaving a 
bequest



Donor to their lawyer: 
“I want to do this!”













THE OPPORTUNITY:
Digital and Legacy Giving

• Legacy donors are values-driven, not 
channel-driven

• 4 out of 5 bequest donors never tell the 
charity

• Digital allows us to reach silent legacy 
prospects

• Social ads can introduce legacy giving earlier



THE CHALLENGE:
Finding new Legacy Leads

• Legacy program already in place

• Mail and newsletters were working, but 
limited to a small donor base

• Key question: Can digital ads find new legacy 
prospects?

• Goal: awareness + lead generation



THE SOLUTION:
A Digital Legacy Campaign



THE RESULTS:
Quality Leads at Scale

• 359 legacy leads in one month

• Cost per lead= $6.49

• 58,000 people reached

• Most successful legacy initiative to date



FROM LEADS TO LEGACY DONORS

• Identified new and existing donors 
interested in legacy

• Created permission-based follow-up

• Built long-term relationships

• Digital is flexible, scalable, and staff-friendly


