
Unlocking 
the high-value 
heartland of 
legacy givers



Who were they, and how 
can we encourage this 
group to give in the future?

6,000 people 
left £1.5 billion 
in legacies 
last year. 

“The next 25 years 
will be the biggest 
transfer of wealth 

from generation 
to generation ever 

seen in history. 
You’re either a  
part of that, or 

you’re not.”
Rob Cope, Director of Remember A Charity
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Over the past thirty years the legacy market 
has grown substantially, increasing threefold in 
size. Current forecasts predict that the market 
will continue to grow, doubling in size over the 
next 30 years. 

Looking ahead to the next ten years, the 
number of people leaving a legacy is expected 
to increase by as much as 23%, from 118,000 
to 145,000. In terms of income, this equates to 
a 16% rise, meaning the market will be worth 
£4.7bn by 2029. 

In order to capitalise on this growth, it is critical 
that fundraisers know how legacy income is 
distributed. Does everybody give in their will in 
equal measure, or are some audiences more 
valuable than others? 

To answer this question, Freestyle Marketing, 
working in conjunction with Smee & Ford, 
analysed Smee & Ford’s database, including 
every legacy given to every charity from 
2012 onwards. Through this research they 
discovered a core group who are responsible 
for a significant proportion of legacy giving 
each year.

The research also found that over the period 
2013 – 2019, around 6% of legacy givers 
accounted for nearly 50% of legacy income.  
That translates to 6,000 generous donors 
leaving £1.5bn in legacies each year. 

There is a  
high-value 
heartland of 
legacy donors

Legacies 
are a growth 
opportunity  
for fundraising

Identifying and reaching  
the high-value heartland

1 

Can we identify 

this audience 

in the wider UK 

population using 

panel data?

What kind of 

people are 

they?

How big is 

the potential 

audience? 
How should we 

communicate 

with them?

2 3
4

But the multi-million-pound question is, could fundraisers be doing more to reach and resonate 
with this group? The next few pages of this paper explore the defining characteristics of this 
audience and some topline findings of their interests, attitudes, and behaviours. We have broken this 
analysis down by seeking to answer four key questions:
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1. Can we identify this 
audience in the UK 
population using panel 
data?
We took what we know about the heartland legacy 
audience and surveyed the available panel data 
in the market to come up with a definition for our 
audience that we could use to answer our key 
questions.  

As a heartland audience, we were looking for criteria 
that marked somebody out as the most likely to 
carry out our desired action, in this case, leaving a 
high-value legacy gift.

We arrived at a definition that combines attitudinal, 
demographic and behavioural criteria to create a 
tightly defined group [Fig 1].

Attitudinal: 
We have only selected people who have said they 
are likely to leave a legacy gift to a charity.

Demographic: 
We used three demographic qualifiers for our 
audience. First, we know that this audience must 
consist of people who have the means to leave such 
a gift. Therefore, we have selected people who own 
their homes outright, as property assets tend to be 
the most basic requirement met to leave a legacy of 
this value. 

Second, we know that they are most likely to have no 
children of their own to whom they might leave their 
estate. There is of course a wider group who have 
children and may still leave a sizeable legacy gift, but 
this group has been excluded from the analysis to 
focus on those who are most likely to make up our 
target audience. 

Third, we are most interested in people who are in 
the consideration period for wills and legacy, as they 
will be the most receptive to any communication. We 
have therefore excluded anyone younger than 55. 

Demographic

Attitudinal

532,000
Behavioural

No children AND own their home 
outright AND Aged 55+ 

“I would consider leaving a gift to charity in 
my will [definitely agree]”

Donate regularly to charity OR are a member of a 
charitable organisation OR volunteer for a charity

Fig 1. Our target audience 

Fig 2. Likelihood of leaving a legacy vs behavioural and demographic criterion

Behavioural: 
We have selected people who already demonstrate committed charitable behaviour either 
through giving regularly, volunteering their time, or being a member of a charitable organisation. 

To confirm our selection, we looked at the likelihood that people who match the criteria above 
would be willing to leave a legacy. We found that all of the criteria had a significant bearing on 
someone’s willingness to leave a legacy gift. [Fig 2.]

2. How big  
is the potential 
audience?
We calculate that there are about 532,000 people in the UK who fit our criteria. If 
we take into account the mortality rate for this age group, around 6,200 of them will 
leave a will each year, a close match for our High Value Heartland audience.
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3. What kind 
of people 
are they?

Charitable behaviours:
The vast majority of our audience are regular givers or 
members of a charitable organisation (National Trust, 
English Heritage etc.), while half of them volunteer for a 
charity. We know then that they are actively engaged 
across a number of touchpoints, providing a range of 
opportunities to communicate with them [Fig 3].

Inquisitive and informed
Perhaps freed from the constraints 
of parenthood, our audience have a 
wide range of hobbies and interests. 
They are intellectually curious, 
placing the pursuit of knowledge 
in high regard [Fig. 5]. They are 
passionate about topics ranging 
from the arts to nature, and are 
sociable and outgoing, enjoying 
hosting people at home as well as 
travelling the world. [Fig. 6]

Fig. 4 Number of charities donated to

Fig 3. Charitable behaviours of the High-value Heartland 

The High-Value Heartland audience donates to a large 
number of charities, many more than the average member 
of the UK public [Fig. 4]. This means that our target audience 
is most likely receiving comms from several charities at any 
one time. Fundraisers need to ensure that they are investing 
sufficient amounts to reach this audience to maintain a 
competitive share of voice.

Fig 5. The importance of learning new things throughout your life

Fig 6. Leisure attitudes

Interests:
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Discerning purchasers
In keeping with their desire to be well-informed, 
this audience are very discerning when it comes 
to making significant purchases. They consult 
a range of sources, from online information to 
loved ones, and are swayed by the involvement 
of human interaction and tangible experiences in 
the purchase journey [Fig. 7]. These are essential 
preferences to bear in mind for a long-term, 
considered action like leaving a legacy gift. 
Firstly, charities must ensure that their offering 
provides plenty of information for a research-
focused group. They must also strive to present 
a product that stimulates conversation in the 
household and provides an opportunity for 
human contact and tangible experience where 
possible. 

Our audience are heavy consumers of print, television, and 
radio. Far from being technophobes, their use of the internet 
is on a par with the rest of the UK [Fig. 9].

Financially savvy
As an informed and discerning group, our 
audience has no trouble when it comes 
to managing their personal finances. They 
consider themselves adept at managing their 
money, saving regularly and ensuring that 
significant financial decisions are undertaken 
with due consideration [Fig. 8]. 

Fig. 7 Purchasing attitudes

Fig. 8 Financial attitudes

4. How should we 
communicate with them?
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Print media: 
Our audience are avid print readers. Nearly a 
quarter of them enjoy reading print news most 
days, which is 2.5x higher than the rest of the 
UK. They hold print advertising in high regard 
and are over twice as likely to agree that print 
advertising helps them to make purchasing 
decisions [Fig. 10]. They are equally responsive 
when it comes to mail, scoring well above the 
national average for responding to this medium. 
[Fig. 11] 

Print’s core strengths are presenting 
rich information in a trusted and tangible 
environment - strengths that are highly suited 
to a considered purchase like a legacy gift. The 
medium should therefore feature highly on any 
media proposal for this audience. 

Online media:
As shown in our media summary chart [Fig. 9], 
this audience is by no means behind the curve 
with online media. In fact, they are more active 
online shoppers than the rest of the UK across a 
number of product categories, including books, 
insurance and holidays. [Fig. 12].

However, they are a wearier and warier internet 
browser than the rest of the public. They are 
more likely to be irritated by the adverts they 
come across, and they are more concerned 
about giving away their personal information than 
the average person [Fig. 13]. 

Therefore, fundraisers must ensure that efforts 
to engage this audience through digital channels 
do not come across as intrusive or opportunistic. 
Creative and messaging should be carefully 
crafted with this discerning group in mind, and 
solicitations for personal information should be 
timely, appropriate and clearly explained. 

Fig. 10 Attitudes to print media

 Fig. 11 Actions taken after reading advertising mail

Fig. 12 Online purchases made regularly

Fig. 13 Attitudes to browsing online
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Television:
The TV market is undergoing significant 
change, with catch-up and online streaming 
services changing the way the nation 
watches. However, our audience prefers 
traditional methods of watching TV. They are 
behind the adoption curve for new platforms 
like Netflix and Amazon Prime and express a 
greater preference for watching live than the 
rest of the UK [Fig. 14]. 

Coupled with TV’s ability to stimulate 
conversation in the home, the channel remains 
a dominant force for reaching this group.

Fig. 14 TV attitudes and behaviours

Where do we  
go from here?

1. Can we identify this audience  

in the wider UK population using 

panel data?
We have created a tightly defined group that exhibits 
the key criteria of the high-value legacy heartland. 

2. How big is the potential audience? 
Around 5,600 people account for one third of all 
legacy income each year. When looking at the target 
audience for communications activity, this translates 
to  approximately 532,000 people in the UK.  

3. What kind of people are they?
Highly charitable, across multiple organisations. They 
like to get involved. They are intellectually curious, 
discerning, financially savvy. 

In summary
4. How should we communicate  

with them?
This audience is particularly receptive to print 
media, be it newspapers, magazines or mail.

They are also heavy TV watchers, preferring live 
TV to on-demand services. They are also just as 
active online as the rest of the population, and 
newer digital channels should not be discounted. 

Given the significant potential value of this group, 
it is important that fundraisers ensure they are 
maintaining reach and frequency of messaging 
for this group. 

Communication should be regular: a weekly 
reminder of your organisation across any media 
touchpoint would help to ensure consideration is 
earned over time, helping keep your organisation 
front of mind when it comes to the all-important 
decision. 

The purpose of this paper is to confirm long-held beliefs 
that the high-value heartland audience for legacy giving is 
out there, and to start putting some strategic rigour behind 
communicating with them. 

It is our hope that these findings will lead to a greater focus  
on this audience across product development, messaging and 
supporter experience as well as media. 

If you would like to find out more about how we can 
help you reach and engage this audience, please get in 
touch with Emma Thwaite, New Business Director at  
emma.thwaite@thekitefactorymedia.com. 

i. Legacy Foresight, Giving Tomorrow: Legacy and in Memory 2045, October 2019
ii. Meg Abdy, Development Directory at Legacy Foresight, in Legacy Foresight, Legacy Market Briefing 2020, October 2020
iii. Legacy Foresight, Legacy Market Briefing 2020, October 2020 
iv. The Smee & Ford database contains attribute data for all estates that go through Probate in England, Wales & Scotland. 

For each person the name, address, date of death, age at death (where known), gender and size of estate is stored. Since 
September 2012 Smee & Ford have recorded every charitable organisation that has been named in a Will

v. Residuary values are an estimate, not actual values, they are calculated on the size of the estate 
vi. Unless otherwise stated, all quantitative data in this document is from Kantar’s GB Q2 2020 TGI Survey. The fieldwork 

was carried out between January and December 2019.
vii. Office for National Statistics via https://ourworldindata.org/grapher/death-rate-by-age-group-in-england-and-wales
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