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DonorVoice work serves as the foundation for #1, best-selling fundraising book, 

“Retention Fundraising, The New Art and Science of Keeping Your Donors for 

Life.”

“It’s Kevin’s work  through DonorVoice that 

provided a new view, through a much 

improved lens that provides the empirical 

background for this book.

Few people in my career have had a 

greater impact than Kevin.”

Roger M. Craver, Author and Agitator



Why do people leave a legacy gift?





We had another female in your community who gave X dollars. How much would you like to give 

today?”

Control
Identity 1 Identity 2



Identity 

Capture

Identity 

Reinforced for 

Member Ask

Immediate Results

↑15% increase in conversion rate

↑£10 more in donor value

And the information about the 

donor is even more valuable



• Supporter not supporting

• A Considerer (of PG) not considering

Thank you for 

being a 

supporter and 

your recent…



First-hand 

experience

What if Includes



Identity Experience 

Rating

Total Past 

Giving

% 

Considerin

g PG

Commitme

nt Score

Direct 

Beneficiary 

Positive £489.27 23% 8.6

Direct 

Beneficiary

Negative £286.02 4% 6.8



“‘[In my will] there’s the Youth Hostel Association, first of all...it’s 

where my wife and I met....Then there’s the Ramblers’ 

Association. We’ve walked a lot with the local group...Then Help 

the Aged, I’ve got to help the aged, I am one...The there’s RNID 

because I’m hard of hearing...Then finally, the Cancer Research. 

My father died of cancer and so I have supported them ever 

since he died.’

Male, 89, married, 

(Routley, 2011, p. 220-221)

Ramblers’ 
Association

Identity:
Naturalist/hiker

What goals do 
they have as 

hiker/naturalist?

Where is the 
overlap with 
Ramblers’?

What values do 
they have as 

hiker/naturalist?

Where is the 
overlap with 
Ramblers’?

Direct 
Experience: Yes

Was experience 
good or bad?





Commitment to 

Organization

Functional 

Connection

Personal 

Connection

Behavior

Charity 

Time/Effort

• Marketing/Brand

• Stewardship

• Donor Service

• Events

• Product

• Fundraising

• Operations

Experience
(The donor’s judgement on the quality 

of interactions with your charity)



Frequency

Commitment 

Score

Amount 

donated per 

year

Years on 

file/tenure

# donations 

per year

145

118

17

14

$2,092.83 5.66 2.36

7.07 $1,878.37 6.02 2.23

$4,714.62 12.86 2.38

9.27 $4,552.84 5.41 4.50

I have left a gift in my will or 

trust or by beneficiary 

designation.

Leaving a gift to American 

Heart Association is something 

I intend to do.

Leaving a gift to American 

Heart Association is something 

I am considering doing.

Leaving a gift to American 

Heart Association is not 

something I will do.

8.81

8.56

Russell James: 

consideration 

question

Commitment 

Score

Capacity Model 

Score

10 8 - Less than $2,500

10 8 - Less than $2,500

10 8 - Less than $2,500

9 8 - Less than $2,500

9 8 - Less than $2,500

9 8 - Less than $2,500

9 7 - $2,500 to $9,999

9 7 - $2,500 to $9,999

8 7 - $2,500 to $9,999

8 6 - $10,000 to $24,999

8 4 - $100,000 to $249,999

7 8 - Less than $2,500

7 6 - $10,000 to $24,999

7 5 -$25,000- $99,999

6 7 - $2,500 to $9,999

5 5 -$25,000- $99,999

5 8 - Less than $2,500

5 8 - Less than $2,500

5 7 - $2,500 to $9,999

4 4 - $100,000 to $249,999

3 7 - $2,500 to $9,999

2 7 - $2,500 to $9,999
No meaningful 

difference on 

RFM



Factors that triggered dropping the charitable 

plan

1. Becoming a grandparent 0.7226* (0.2997)

2. Becoming a parent 0.6111† (0.3200)

3. Stopping current charitable giving 

0.1198* (0.0934)

4. A drop in self-rated health  0.0768† (0.0461)
*Fixed effects analysis including 1,306 people who 

reported a charitable plan and later reported no charitable 

plan.  Coefficients show relative magnitude of factors.



“There’s a mountain of data that we have at our disposal.

That mountain is composed of two things. Garbage is 99

percent of that mountain. Gold is one percent… . Geography,

age, and gender? We put that in the garbage heap. Where

you live is not that important.”

- Todd Yellin, Netflix’s VP of product innovation.



What if these two are:

• People who like romantic comedies…OR

• Cancer caregivers who received direct support from 

Charity X

• Alumni and had good experience at College X

• Conservationists who talk regular walks in Charity X 

nature preserve
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This clearly shows that simply asking 

people at the right moment whether 

they want to donate leads to a 

substantial increase in giving, and 

secondly that the way in which the 

question is asked is really important. 

More impressive still, the average 

donation among people in the third 

group (£6,661) is £3,300 larger than 

those in the first group (£3,300). 

Overall, there were 1,000 individuals in 

each of the treatment groups. In total, 

the Social Norm group alone raised a 

total of £990,000, which represents an 

increase of £825,000 above the 

baseline. The Plain Ask and Social Norm 

groups collectively raised almost 

£1milllion above the baseline. 

Trial 5: Signing up to legacy giving 

Trial 5: Average donations 

4.9%

10.8%

15.4%

Baseline Plain Ask Social Norm

£3,300 £3,110

£6,661

Baseline Plain Ask Social Norm

Social norm message:

“Many of our clients like 

to include a charity in 

their Will. Are there any 

charities that you would 

like to include in your 

Will?”

People with children 

slightly decreased their 

giving (-0.6%) in both 

conditions



Family Message :

“Would you like to leave any money to 

a charity that you and your family are 

passionate about in your will”

Posthumous Message: 

“Would you like to leave any money to 

charity in your Will to help the 

charities you care about carry on their 

work after you’re gone”.

1
3
%
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People 

with

children 

Priming with 

negative 

consequence

s

for those with 

kids

Priming with 

negative 

consequence

s

for those 

without kids
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People 

without

children 



Free Will 
Service

Kids

Prime: Do you 
feel you’ve 

covered your 
families needs?

Yes

Posthumous 
message

No (No Legacy 
pitch)

No Kids

Social Norm 
Message

Family Message
Posterity 
message

If think family 

needs taken 

care of have, 

88% higher 

probability of 

legacy.

Free will 

service to lower 

hassle factor



Stories of legacy donors: 

Living donor stories outperformed all other messages for 40 
out of 40 charities tested including stories of deceased legacy 
donors.



Connection to 

cause

Social Proof

Family Need

Posterity

Trust

Effectivene

ss

Hassle

Urgenc

y

Intend vs 

Considerati

on


