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Background 
Measuring and evaluating legacy marketing activities can be challenging. A lack of consistency, both within individual 
charities and as a wider sector, makes it difficult to evidence a causal link between what is spent on legacy marketing, and 
the legacy income received as a result. The situation is made more difficult by the long gap between the initial legacy 
communications and the eventual ‘payback’ which may come 5, 10, even 20 or more years later.  Despite this complexity, 
in today’s  highly-scrutinised fundraising environment,  legacy leaders have a responsibility to better understand the 
effectiveness of their marketing activities, both to secure additional investment and to evaluate the ‘return’ on the 
resources invested. 

In summer 2016 we worked with a consortium of 34 major charities  on a pioneering legacy marketing benchmark project.  
Together, those charities received 40% of the top 1000’s  2014/15 legacy income.  Although the project was managed as 
a standalone piece of analysis, our intention was to make it a regular programme, depending on the results and client 
feedback.   

After the project, the client feedback survey showed that 65% of respondents found the findings “very useful” (and the 
remaining 35% “fairly useful”). All respondents felt the project should be repeated; 42% in the next year, 47% in the next 
two years. 

This proposal is to update and refine the 2016 benchmarking project, analysing data for the period ending March 2017; 
that’s two years on from the previous data set.  The 2016 project taught us a great deal about which data it is possible to 
collect and meaningful to analyse. Based on this experience, we have streamlined the levels of information requested in 
some areas and added a few key extra variables in others.  

This project  is open to the 34 original consortium charities and any other Legacy Monitor programme members who 
would like to get involved. Rather than adding to the data we collated last time around, the project will collect a fresh set 
of data from all participants.  

Objectives for the 2017 Legacy Marketing Benchmark project 
Once again, it is important to stress that this project is not looking to prove a causal link between marketing activities 
and legacy income growth. There are simply too many variables to be able to do this effectively.  

Instead we are focussing on creating a benchmark of current activity, to compare and contrast the ways charities are 
investing in legacy marketing activities, at what scale, and how effective they are in generating a ‘response’ (as measured 
by pledgers and prospects generated). 

Depending on the data collected we also hope to give an indication of the amount of legacy income generated, for the 
average charity in the Consortium, as a direct result of an increase in legacy marketing activity and also, importantly, an 
indication of the time profile over which a charity will receive that additional income.  

This project will build upon the benchmarking analysis carried out in in 2016, which was monitoring fundraising activities 
in the year to March 2015.  The update comes at a time of significant change in fundraising, with charities reviewing their 
approach in anticipation of the FPS and GDPR. We expect to see changes in the fundraising activities undertaken by the 
consortium, and perhaps the response rates. However, it’s unlikely to affect legator profiles over such a short period.   

As before, we hope to have a good mix of charities by broad sector and by size. Depending on the make-up of the final 
consortium, we may also explore other ways of cutting the data; for example focusing on faith-based charities or 
membership organisations.  
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Areas to benchmark 
As in 2016, we have defined four areas to benchmark: 

1. Capacity: the size and structure of charities’ legacy teams and budgets 
2. Activity: the types of legacy marketing activity charities are investing in, the cost, volume and outcome of each 
3. Legacy Marketing Response: the volume of people that have told you their legacy intentions 
4. Legator Data: the proportion and value of legacies received by legators’ past relationship 

1. Capacity 
First, we will ask for data on your total legacy fundraising spend and staffing in the context of overall fundraising 
budgets. We also ask for an estimated breakdown of your team’s time across the three broad activity areas of awareness 
raising, acquisition and stewardship. 

What you can expect to learn: 

 Size of legacy teams in relation to level of legacy marketing activities and legacy income 
 Levels of legacy marketing spend in relation to total fundraising spend 
 Levels of legacy marketing spend in relation to levels of legacy income* 
 The focus of your team’s efforts compared to the other charities in the Consortium, and how this compares to the 

focus of marketing spend  

 ‘* Please note we are not looking to prove a causal link between current levels or types of legacy fundraising spend and 
the level of legacy income received, due to the a long lag between marketing activity and outcome.  

2. Activity 
This section will investigate the different types of legacy marketing activities undertaken by charities, looking at the 
amounts invested, the volume of activity, and where possible the response rates generated. 

As before, we will break activity down into three broad areas, but will ask for a more simplified set of data than last time: 

 Awareness-raising activities – the ongoing activity to raise awareness of legacy giving amongst your supporters 
and wider public, which does not necessarily result in a direct response to you. 

 Acquisition – marketing activity where the primary objective is to generate some interest in legacy giving, 
whether consideration or action. For example, direct mail, telephone, events. 

 Stewardship – how charities nurture relationships with supporters over time with the intention of securing their 
legacy gift. 

For each broad area, we will ask whether or not you carry out specific types of activity (based on a list agreed by the 
project sounding board), how much money was spent on each activity in the year to March 2017, the number of people 
‘reached’, and (where relevant) the number of new pledgers and prospects achieved.    

What you can expect to learn: 

 How charities are investing in legacy marketing by activity type, comparing results by  charity size and sector 
 Volumes of people reached through those activities, relative to the size of the charity 
 Typical response rates for certain activities e.g. legacy mailings  
 Average volume of legacy pledgers and prospects recruited by activity, relative to the size of the charity 
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3. Legacy Marketing Response 
This will provide a simple benchmark of the volume of people that inform charities of their intention to leave a legacy. We 
break respondents down into two groups: 

 Legacy pledgers – people who tell you they have made a Will and included a gift to your charity  
 Legacy prospects – people who tell you they are interested in, considering or intending to leave you a gift in their 

Will  

We will ask for a number of elements here, including several new variables not included in 2016 (marked *): 

 * The number of pledgers and prospects on your database at 31st March 2017 
 * The age profile of those pledgers and prospects at the point when they were first flagged as pledgers/prospects 

on your database  
 The number of new pledgers and prospects reported in the three financial years 2014/15 – 2016/17 
 The proportion of deceased pledgers and prospects (dying in 2014/15 – 2016/17) who have actually gone on to 

leave you a bequest (i.e. pledger and prospect ‘conversion rates’) 

What you can expect to learn: 

 How the volume of your legacy supporters generated compares to your marketing spend over the same time 
period 

 Whether the volume of legacy supporters generated by your charity is comparable with others, distinguished by: 
o Charity sector (if sample allows) 
o Size of charity by legacy and voluntary income 
o Recent legacy marketing budgets 

 How your pledger and prospect conversion rates compare to the other charities in the Consortium 
 How long, on average, you would expect it to take before you see payback from legacy marketing investment and 

how this compares to other charities in the consortium 

4. Legator Data 
In this section we will be looking at the data from your legacy database, about your recent legators’ previous relationship 
to you, where known. As before, we will benchmark the type, volume and value of gifts from: 

 Known pledgers 
 Known prospects 
 Other known supporters 
 Unknown legators 

What you can expect to learn: 

 What proportion of your legacies come from different types of legator (prospects / pledgers / other known 
supporters / unknown) and how you compare 

 How the value and mix (residual vs. pecuniary) of legacies differ across these different types of legators and how 
you compare 
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Volume and length of data required 
We are aiming to strike the balance between collecting enough information to provide insightful results, yet keeping it as 
simple and easy for you to supply the data as possible. Using an Excel data template, we will ask you to provide: 

 The income data reported in your annual report and accounts – past 5 financial years 2012/13 – 2016/17 
 Your overall fundraising budget and legacy marketing budget  (both excluding staff costs) – past 5 financial years 

2012/13 – 2016/17 
 Numbers of legacy staff (FTE) – split marketing/admin/management;  total fundraising staff (FTE) – past 5 

financial years 2012/13 – 2016/17 
 Marketing activities  - year to March 2017 (i.e. all activities taking place in the year to March 2017 – this will 

allow us to capture any responses to the activities arising later in 2017)  
 Total legacy pledgers and prospects – at 31st March 2017 
 New legacy pledgers and prospects - 3 years of annual data, 2014/15 – 2016/17, broken down by year 
 Pledger and prospect age profiles, at the moment they were first flagged on the database 
 Deceased pledger/prospect conversion rates  - 3 years of data combined, 2014/15 – 2016/17 
 Legator data – 3 years of data combined, 2014/15 – 2016/17 

When the project kicks off in September 2017, we will be asking for data up to end March 2017, in order to capture all 
responses to activities taking place in that year. This will also make it easier to provide financial and legator data, which 
can be hard to quantify immediately after the year end.  

All data will be anonymised and aggregated to ensure confidentiality. Case by case data is not required.  

Project outputs 
All project members will receive a detailed Powerpoint report of the findings together with a set of Excel tables showing 
how you benchmark for each area compared to the rest of the group.  If the sample allows, we will also analyse results by 
charity size and by broad sector (e.g. health/ animal/ other).  

All results will be anonymised – you will see your own performance relative to totals and averages for the group – unlike 
the Legacy Monitor, no individual charity results will be shared with the consortium.  

We will present the results to the group as whole at a central London location in February 2018  

Project management 
As in 2016, we plan to recruit a sounding board of 4-5 people to provide feedback and suggestions on the work as it 
develops, assure the quality of outputs on behalf of the consortium, and agree on the final dissemination of findings. The 
sounding board will meet ‘virtually’ (via teleconference or webinar) twice: to agree the data specification (early 
September 2017) and to discuss the initial findings (January 2018). If you would like to be considered for the sounding 
board, please let us know when you confirm your participation in the project.  

On joining the project all charities will be asked to sign a project contract, specifying roles, data collection methods, 
deliverables, timings and payment arrangements as well as issues around confidentiality and dissemination of findings. 
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Consortium size and fee structure 
This project is open to the 34 charities who took part in the 2016 project, plus any other Legacy Monitor programme 
members who would like to get involved.  To make the project viable and the analysis robust we need a group of charities 
representing at least 25% of the legacy market – i.e. with combined annual legacy income of £600m+. 

The cost per charity will be £1,000+VAT.  Invoices will be issued on 1st September 2017 and payment terms are 30 days. 
Alternative invoice dates may be agreed with Legacy Foresight.   

Timings and next steps  
 Deadline for sign-up: Monday 31st July 2017  
 Project kick off/invoice:  Monday 4th September 2017 
 Circulate data template: Monday 18th September 2017 
 Data back to Legacy Foresight: Friday 3rd November 2017   
 Results produced by: January 2018 
 Consortium presentation: February 2018 

To express your interest or for more information, contact Meg Abdy at m.abdy@legacyforesight.co.uk 

The Project Team 
Legacy Foresight are Europe’s foremost analysts in the legacy and in-memoriam sectors. We study the state of the 
markets, produce income forecasts and research into donor motivations. Our work is used both for ongoing performance 
management and for long-term strategic development. Since our first project in 1994, we have worked with over one 
hundred clients, including all of the top twenty British fundraising brands.  


