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Background 

Chiltern Open Air Museum, Didcot Railway Centre and Tring Local History Museum  (The Flourish partnership 
museums) are working together to explore models of good practice from other sectors for generating 
income from amongst membership and volunteers, whilst ensuring that volunteers are treated well 
regardless of their propensity to give and the fundraising needs of the organisations. 
 

The Museums – Key facts 

Chiltern Open Air Museum Didcot Railway Centre Tring Local History Museum 

 25,999 visitors last year 

 250 volunteers 

 7 full time/5 part time staff 

 c. 1,118 individual members 

 715 memberships 

 A small number of volunteers 
are also members 

 533 current Friends of COAM 
(FCOAM) members 

 Ad hoc regular giving - 
£11,900 received 2014 

 16 point process used for 
membership application 

 Gift donations acknowledged  

 FCOAM organise irregular 
quiz events to raise funds 

 Membership renewal 
process/communication 
under review 

 Around 40,000 visitors a year 

 Around 300 volunteers, many 
putting in 100 days p.a. 

 39 paid staff – 12 salaried,   
27 casual  

 c. 7,500 individual members 

 c. 4,500 memberships 

 All volunteers currently have 
to be members 

 Regular successful appeals 

 Legacy leaflet in place 

 Bespoke membership 
database under review – 
doesn’t integrate with EPOS 
system 

 Regular cash prize raffles 

 ‘231 Club (#5pcm) 

 Gift donations always 
acknowledged by Chairman 

 Around 4,000 visitors a year 

 70 volunteers  

 No paid staff 

 180 members 

 Most, but not all, volunteers 
are members. 

 When people become 
members they can also opt 
to donate an additional 
amount. 

 Income from members in last 
trading year was £2,700  

 Gifts acknowledged by 
recipient of gift 

 

Context and overview 

The Flourish partnership museums are all supported, and in the case of Tring run, by volunteers.    
 
Ideas and information for this report come from the heritage, hospice and church sectors as well as from 
articles on volunteer management. 
 
The key learning from this research is relatively simple and is stated below.  Following that are specific 
examples from our research and some development questions in the light of those examples.   
 
What is clear is that people and organisations are individual and so must find a way of operating that will 
work on a practical level in their particular situation and inspire them to flourish in all that they do. 
 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Volunteers and Giving – is there a link? 

The strong link between involvement in an organisation and choosing to support it financially was apparent 
during the research.   

 
 ‘Often those volunteers who spend time in the hospices with us inevitably end up fundraising or helping 
out with events because they are inspired by our work.’  (Children’s Hospice South West) 
 
‘As you train volunteers to talk to visitors about donating they in turn ask themselves about what they 
can do’ (National Trust) 
 

This is in line with more general research.  A 2012 Bank of America Report found that ‘in general, the more 
time … individuals spent volunteering, the more they gave in overall donations.’1 
 
The divisions between volunteers, members, donors and supporters are increasingly blurred and the aim of 
many organisations is to encourage maximum engagement.   A donor is more likely to continue to donate if 
they are also engaged and a volunteer is more likely to donate if they value their volunteering and can see 
the benefits of the work that is being done.  The overall message is therefore that it is in the best interests of 
an organisation to nurture all those with whom they have a relationship and that in doing so they are more 
likely to find a continuing source of volunteers and to get a positive, ongoing response to fundraising 
messages. 
  

Key points of learning from the research: 

 

                                                           
1
 Source: Article from University of Notre Dame 

Know your financial information 

•If you are going to ask people to get involved in giving money to support the museum then 
you need to know how much money your museum needs 

•This sort of information can usefully be divided into ongoing running costs and a wish list 

•People find it easier to access information if you either tell them how much it costs to run 
the museum for an hour/day/week/year or if you tell them what a certain amount of 
money would achieve 

If people don't know you exist how can they support you? 

•This is true for volunteers, members and donors. 

•Pontypool Museum (Torfaen Museum Trust), decided to begin a campaign with a profile 
raising exercise so that when it did fundraise people would be more likely to notice. 

•Volunteer recruitment advice often refers to AIDA - Awareness, Interest, Desire, Action.  
Before people take action to volunteer (or give money) they need to be aware of the 
museum, interested in it, and have a desire to help. 

http://creativecommons.org/licenses/by-nc-sa/4.0/
http://www.notredameonline.com/resources/nonprofit-leadership/your-nonprofits-best-donors-are-right-in-front-of-you/%23.Vcd1bXFVikp
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Start with your existing volunteers and members  

•Your existing volunteers and members should be your main advocates so you need to look 
after them. 

•Make sure you appreciate those who are already suporting the organisation - by knowing 
them individually and systematically supporting, involving and thanking them. 

Communicate financial information and plans 

•Let your existing supporters (volunteers, members and any others) know what your 
situation is so that they are aware of the position of the museum and can accurately and 
appropriately communicate it to visitors and to people locally. 

•Give opportunities for feedback on ideas and future plans so that everyone is informed 
and any disquiet can be addressed 

•Don't forget to ask your existing supporters what their  fundraising ideas are - they might 
surprise you! 

Communicate well with supporters 

•Check that you are keeping information about your supporters in a way that enables you 
to treat them individually and communicate with them effectively.  

•Not everyone wants all types of communication and so you need to be able to give 
volunteers the chance to opt out of receving fundraising information if they want to.  Most 
won't but they need the choice. 

•Communicate in a way that recognises the relationship that an individual has with the 
museum.  If someone is a volunteer, don't tell them about a fundraising campaign without 
acknowledging what they already do. 

Thank people 

•Always thank people who donate, unless they have said they don't want to be thanked. 

•Find ways to regularly (and sincerely) thank volunteers for what they do.  Cake usually 
helps! 

•Some organisations hold thank you events for donors and pledgers and some send 
newsleters to donors and pledgers to maintain their interest and support. 

 

Make it easy for people to fundraise 

• People may want to give a personal donation or they may want to fundraise for the 
museum.  

• If you have a ready made fundraising pack, to give to people and promote on your 
website, then it is much easier for people to support you and much easier to provide 
support for them to do so 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Gems and Gaffes 

During the course of the research many examples of what could be done arose, most of which are gems and 

a couple are gaffes.  They offer useful starting points for museums to adapt. 

 

 

Getting Local Support 

Demonstrate your worth to the local economy or community and work in the present not just in the past, 

so that the local community will support you: 

Examples from Devon: 

 In a tourist hotspot in Devon, the local community appreciates the benefit of the local museum 

offering a wet weather option for tourists. They are more likely to support this museum as it 

demonstrates its value to the local economy.  As most visitors to the area are tourists, if the 

museum was threatened everyone would leap to its aid. 

 Museums also do well to affirm local heritage both by taking things from the present as well as 

the past.  Dawlish Museum was part of a consortium of local groups acknowledging the work 

done by Network Rail in repairing the railway line after it washed away in the 2014 floods. As well 

as collecting personal testimonies and oral histories they mounted an exhibition including local 

film footage which has been made into a DVD to generate funds for the museum. The museum 

was seen to provide on-going conservation of the local heritage and demonstrated a direct, up to 

date, impact for the community.  

Development Questions 

 What benefits does your museum offer locally?  (Economically, or for the community’s identity). 

 How can your museum show that todays’ stories will become tomorrow’s history? 

 

 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Respect the existing relationship with your volunteers and supporters: 

One organisation decided to telephone people who had previously donated to the charity to ask 

them to donate again or to increase their existing donation.  This caused an outcry among the 

volunteers and involved the lead person for volunteering in a lot of delicate negotiation to avoid 

losing volunteers. 

What happened? 

 An external marketing company was used to contact supporters who had previously made a 

donation, however big or small.  

 There were a few mature female volunteers living on their own who were contacted by 

telephone sometimes in the evenings.  

What was the problem? 

 The volunteers particularly objected to being called in the evening. 

 The volunteers were already giving their time and were either unprepared or unable to give 

money as well. 

 The caller was not a member of the organisation and had no relationship with them 

 There was no preparation in terms of communicating to volunteers that they might be 

contacted.   

Development Questions 

 If we contact people about giving again or giving more, do we know enough about them to do 

that well and to avoid alienating them? 

 What are positive ways of asking that respect people as individuals?  

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Storing and using information about volunteers and members 

Overview 

 A number of organisations either kept their volunteer data separate or had strict protocols 

where volunteers could not be contacted without going through volunteer managers. 

 

Introducing a new database and new vision 

The National Trust has over 4 million members and around 65,000 volunteers.  It had donors in 

Raisers Edge and no single database for volunteers so decided to start with by finding a solution for 

volunteer data and then aggregating it together with other supporter data. 

 

‘Technology is an aid to delivery, not the answer’ Mike Elliott NT 

 

The Trust’s new volunteer database (Blackbaud CRM)  

 stores all their volunteers’ personal details 

 stores information about volunteer roles that then stream directly onto the NT website. 

 enables volunteers to update their own personal details  

 enables volunteers to sign up to rotas, meetings etc. online 

 enables the NT to e-mail directly from the database and to print address labels for envelopes 

 enables automated expenses claims 

 

This was a big challenge because it was not just about storing data but about rethinking the way they 

work with volunteers.  A lot of people said that the volunteers wouldn’t use it but they do (around 

70% per property log in). 

 

Development Questions 

 How do you store your volunteers’ individual information? 

 Does it allow you to communicate with your volunteers flexibly and easily? 

 Does it reduce the time you spend on administrative tasks and allow you to spend time on 

more creative or personal things? 

 
 
 
 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Regular communication with volunteers 

One organisation has a clear system: 

 All volunteers and supporters are contained within the same database. 

 At the application stage, volunteers can tick a box to say that they don’t want to receive 

fundraising information.  They can also opt out at any stage in the future – although few do so. 

 Communication with volunteers is only done in agreement with the volunteer team – the 

fundraising team would not contact them directly. 

 All volunteers receive a generic organisational newsletter and a volunteer newsletter 

 Any volunteers who have made a monetary donation in the past receive an appeal 

communication twice a year – they are always specific and engaging  

 

Development Questions 

 How can your volunteers and members choose what communications they do and don’t get? 

 Who is responsible for protecting the relationship between the museum and volunteer? 

Talking about finance 

In the National Trust, the ideal that they are working toward is: 

 Volunteers are trained to talk with the public about donating and that also communicates with 
them about the financial needs of the property or the Trust as a whole 

 Whatever the role is in a property, from guide to litter pickers, the volunteer will know how much 
it takes to run the site and can communicate that to visitors 

 Volunteers go to team briefings 
 

The NT has a multi-strand approach to communication – magazines, newsletters and e-mails.  The 
Trust also communicates major changes (e.g. through the newsletter) to keep people’s confidence 
that funds are being used correctly – and to give the chance to ask questions. 
 

Development Points 

 How well informed are your volunteers and members about the financial situation of the 
museum? 

 Do your volunteers know how much it costs to run each hour/day/week/year? 

 Are your volunteers confident about talking positively and sensitively about the costs of keeping 
the work of the museum going? 

 How do you communicate major information to volunteers and members? 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Communicating from the top about income and costs 

Children’s’ Hospice South West has an annual Friends Conference in each area  

 the CEO gives an overview of the financial health of the organisation 

 the fundraising team also takes questions and shares fundraising ideas about income streams 

 volunteers and friends are able to share their ideas and make suggestions as well 

 

They also  

 have a monthly e-newsletter that goes out to friends groups 

 e-mail or write to people about any significant developments (e.g. about a capital appeal to build 

a third hospice) so that people remain informed 

 

Development Questions 

 How do those in charge of your museum communicate with your supporters (volunteers and 

members) about the financial situation? 

 Are your volunteers and members confident that money is spent well? 

 Do volunteers and members have a chance to ask questions and make suggestions about 

fundraising ideas? 

 If there are particularly things happening, how do volunteers and members keep up to date? 

 
 
 
 
 Starting the finance conversation with new members 

Tring Local History Museum has added a question to their membership form: 
 

‘If you’d like to make a donation, please tick here.’ 
 

 As a result, one person made a gift of £1,000 one year and £500 the next and others have made 
smaller gifts. 

 
Development Questions 

 Do you make it easy for your members or volunteers to give donations to the museum? 

 If they do donate, how do you then thank them so that they know that the money is appreciated 

and useful?  

 
 
 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Legacies 

All the organisations we spoke to talked about the importance of legacies.  Here are some suggestions 
from them: 
 

 Arrange a ‘Make a Will’ day.  A solicitor gives their time free and people can come and make a 
will and then make a donation to the museum instead of paying a solicitor’s fee.  You aren’t 
asking someone to leave a legacy but some may think of doing so. 

 Make sure you have a legacy leaflet and that volunteers know what the process is for leaving a 
legacy so that they can talk confidently to people about it.   

 It is best not to ask volunteers and members directly for legacies.  If they have the information 
then they will make a legacy if they value the work that is being done.  Asking specifically and 
individually can be counterproductive. 

 One organisation has Legacy Ambassadors who are able to talk knowledgably about the process 
for leaving a gift in a will. 

 One organisation has a Legacy Newsletter that goes to those who have made a pledge. 
 

Development Questions 

 Does your museum have a legacy leaflet? 

 Do your members and volunteers know how people can leave a legacy? 

 Do your members and volunteers get information on the impact that legacies have had so that 
they can see how important they are? 

Legacies aren’t always straightforward! 

A lady who had previously donated her father’s medals to a museum then left over £1.5m to the museum 

in her will. The museum was not expecting a legacy and so no groundwork was done and the conditions 

that were attached to the legacy were very difficult to meet.  The situation was further complicated by 

the fact that the museum was a sub-committee of another organisation within the community.  Seven 

years after the legacy was given, the museum has still not been able to benefit from the money and there 

has also been a cost in terms of the museum’s relationships with other organisations. 

Development Questions 

 How can you ensure that people who want to leave legacies know how to do so in a way that will 

really benefit the museum? 

http://creativecommons.org/licenses/by-nc-sa/4.0/


Volunteering, Membership and Giving 

Flourish Project Research Report 

Page 12 of 17                      

  Julia Hill 
  Culture Force 
  October 2015 
  julia.hill_vols@btinternet.com 

 

 

  

Helping people to fundraise 

St Peter’s Hospice has ready-made packs that make it easier for people to hold fundraising events on 
behalf of the hospice.  There are two sorts of packs: 
 
The generic pack, suitable for any event which contains things like 

 St Peter’s Hospice balloons 

 An ‘About Us’ leaflet, including information on 
o The work of the Hospice 
o Ways of supporting the work (events, legacy, hospice shops) 
o Information on how the hospice is funded and the benefits of gift aid 
o A donation form 
o Contact details 

 Ideas about types of event you might hold 

 Simple information to ensure your fundraising is legal 

 Information to show what different amounts of money would make possible  

 An order form for other promotional materials (with a note of how they might be useful) 

 A sponsorship form so that gift aid can be claimed on individual donations  

 A plastic St Peter’s Hospice banner  
 
 
There are also themed packs for regular events that the hospice encourages supporters to hold, e.g.  

 Lose the Booze – January 

 Ready Steady Bake – March 

 Party for Pete – September 
 
The St Peter’s Hospice website has a downloadable pack with ideas for people wanting to fundraise 
 
 
Development Questions 

 What would your museum put in a fundraising pack? 

 By encouraging people to hold local events, how might that help take your museum out into the 
community?  

 
 
 
 

http://creativecommons.org/licenses/by-nc-sa/4.0/
http://www.stpetershospice.org.uk/uploads/documents/1437384478_CommunityFundraisingGuidewebversion.pdf


Volunteering, Membership and Giving 

Flourish Project Research Report 

Page 13 of 17                      

  Julia Hill 
  Culture Force 
  October 2015 
  julia.hill_vols@btinternet.com 

Appendix 1 
This report is based on research undertaken by Julia Hill and Helen Horler of Culture Force.  We are grateful 
to many people and organisations for helping us to learn from their experience and expertise, some during 
planned interviews and some through more ad hoc but useful conversations. 
 
We are particularly grateful to the following people: Marcia Dover, Head of Legacy Administration, Mike 
Elliott, Assistant Volunteering & Community Involvement Director and Richard Watson, Volunteering and 
Community Involvement Manager, all from the National Trust; Sassy Hicks, Membership, Marketing & 
Projects Manager for the Association of Independent Museums; Andrew Rainsford, Stewardship Adviser for 
the Diocese of Bath and Wells; Jenni Travers, recently retired Head of Volunteering and Louisa James, 
Community Fundraiser, both from St Peter’s Hospice; Susan Eddisford, Community Museums Officer in 
Devon and Emma Lloyd-Cowell, Head of Fundraising for Children’s Hospice South West; Rob Jackson, 
Director of Rob Jackson Consulting.   
 
The Hospice Sector 
Learning came from St Peter’s Hospice (SPH) and Children’s Hospice South West (CHSW).  These 
organisations have volunteers, supporters and donors, with blurring between these boundaries since some 
supporters or volunteers also raise money for the hospice in either an organised (e.g. Community 
Fundraisers) or an ad hoc way.  A distinctive feature of the hospice sector is that many of their supporters 
and volunteers are connected to the hospice through the experience of the hospice’s support for a friend or 
relative and they are sensitive to fundraising within that context.  
 
The Church of England 
At a local level, the Church of England has members, volunteers, supporters and regular and occasional 
visitors.  Like many small museums, there is much overlap between these groups (e.g. volunteers are largely 
members).  Most parishes rely on local members or supporters to generate enough income to pay central 
costs and so significant thought and energy is given to raising money from members and supporters through 
such things as Stewardship and Planned Giving schemes as well as fundraising events.  The distinctive 
feature of the church is that giving is part of a biblical understanding of sharing wealth (e.g. through tithing).  
 
There is perhaps something to learn from the church in terms of transparency about the need for financial 
support and the endless willingness to hold fundraising events.  This report doesn’t refer to specific church 
resources as they are often linked to biblical messages which are not suitable for museums. 
 
The Heritage Sector (including the National Trust) 
The National Trust has many parallels with museums but operates on a different scale and with a very high 
national profile.  Like museums, it has members and volunteers, often with overlap between the two.  
Feedback from the National Trust representative was that their research shows that volunteers are more 
interested in their local property than the National Trust as a whole.  This is encouraging for small local 
museums that don’t have the profile and brand recognition of the National Trust nationally but are in a good 
position to capitalise on local identity.   
 
We also benefited from information from the Museum Development Officer for Devon who had a wealth of 
good information from a range of museums across Devon and like MDOs across the country provides 
support to museums as they seek to develop their work. 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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Appendix 2 

 
Further Reading and information: 
 

 ‘Turning Volunteers into Donors’ – an excellent 10 point list by Joyce Lewis-Andrews 

 An Online Guide from the Volunteer Hub on Donor and Volunteer Cross Pollination with links to 
further articles 

 Donors and Volunteers – More Alike than Different by Susan J Ellis on the Energize Inc website 

 Treating Donors Fairly – Guidance from the Institute of Fundraising from December 2014, especially 
clarifying the responsibility not to fundraise inappropriately from elderly or vulnerable donors, which 
is a particular consideration for museums with elderly members 

 Regulating Fundraising for the Future a September 2015 report with the ambition that ‘charities 
view and conduct fundraising not simply as a way to raise money, but most importantly as a conduit 
between their donors and the cause they wish to support.’  

 Use Social Media to get Volunteers and Donors – article on Volunteer Match website for museums 
wanting to explore making use of social media in this area 

 Museum Makers website – an example of an Arts Council England and Lottery funded project to put 
a museum at the centre of the community and so raise membership, volunteering and funding  

 Diocese of Bath and Wells stewardship pages with guidance and ideas for churches to encourage 
members to support the work of the church 

 Some volunteer database options: 

o Blackbaud CRM  

o Better Impact   

o CiviCRM  

  

  

http://creativecommons.org/licenses/by-nc-sa/4.0/
http://www.joycelewis-andrews.com/when-innovation-matters/turning-volunteers-into-donors
http://www.volunteerhub.com/blog/guide-donor-volunteer-cross-pollination/?utm_source=Blog
https://www.energizeinc.com/art/donors-and-volunteers-more-alike-different
http://www.institute-of-fundraising.org.uk/library/treatingdonorsfairly/
https://www.ncvo.org.uk/images/documents/policy_and_research/giving_and_philanthropy/fundraising-review-report-2015.pdf?_cldee=anVsaWEuaGlsbEBjdWYub3JnLnVr&utm_source=ClickDimensions&utm_medium=email&utm_campaign=Fundraising%20Review%20report%20-%20Sept%202015&urlid=2
http://blogs.volunteermatch.org/engagingvolunteers/2012/01/25/use-social-media-to-get-volunteers-and-donations-in-one-fell-swoop/
http://www.museummakers.co.uk/
http://www.bathandwells.org.uk/supporting-parishes/stewardship/
https://www.blackbaud.com/arts-culture/museums
http://www.betterimpact.com/museum-volunteer-software/
https://civicrm.org/
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Appendix 3 

Initial Legacy Fundraising Feedback for Flourish Project by Dr Claire Routley2  

This feedback has been stimulated by the ideas in the baseline and research reports, combined with 

additional legacy academic research, and personal experience.  

As a starting point, it feels as if there are a range of different opportunities to promote legacy giving at the 

museums, which is very positive. It’s also good to see that all museums have received some legacy support in 

the past, suggesting that all have future legacy potential.  
 

1. Audiences 
 

Research tells us that when people make decisions about legacy giving they are looking back over their life-

history (literally – the area of the brain that is activated is part of the visual system!) and considering the 

connections between themselves and organisations.  

It therefore makes sense for the museums to think about the personal connections they have with different 

audiences: for whom is their museum a big part of their life story? 

From the documents, I would suggest the primary audiences might be:  

 Trustees 

 Volunteers 

 Founders: thinking particularly of the founder who still works at Didcot 

 Life members particularly, and members more generally 

 Friends 

 There might be a missing audience of regular visitors (although I guess many of these may be members 
or friends): might there be an opportunity to capture more visitor data 

 Lapsed donors or members: they may have been very loyal for many years, but no longer be able to visit 
 

However, it’s good to have ambient information on legacies available for even casual visitors – sometimes 

one visit is all it takes to fall in love. For example, there’s (a possibly apocryphal) story about a visitor to the V 

and A who left a large legacy after being so impressed by how he was treated on his single visit there. 
 

Volunteers (and front-of-house) staff in particular are potentially a key audience, both in terms of their own 

giving (research suggests they’re even more likely to leave legacies than donors), but also in their ability to 

influence others. Many charities are focusing on equipping volunteers to talk about legacies. However, given 

that it’s a challenging area, I would recommend thinking very carefully about the training they could be given 

and a longer-term internal marketing approach to make sure legacies are embedded in the culture of the 

organisation. Handing out leaflets and leaving them to get on with it is unlikely to be optimal.  
 

NB – I fully support the point made in the paper around multiple engagements. The same is very much true 

of legacy giving with people who engage in a number of different ways being more likely to leave a legacy.  

 

                                                           
22

 Claire Routley is the legacy fundraising consultant for the Flourish Project and this information is kindly included with 
her permission (www.legacyfundraising.co.uk; claire@legacyfundriasing.co.uk) 

http://creativecommons.org/licenses/by-nc-sa/4.0/
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2. Making the case for legacy giving 
 

It might be helpful for each museum to carefully consider their legacy case for support: why should someone 

leave a legacy to your organisation?  
 

The paper discusses issues like making sure that volunteers understand how much it costs to run the 

museum for a day/week/month etc. It’s worth mentioning that the ideal case for leaving a legacy specifically 

is a bit different. It should really pick up on the connection between the life-history of the supporter and the 

history of the museum. It’s also ideally a forward-looking document – again, research shows us that legacy 

donors are less interested in the immediate need or the nitty-gritty of the organisation, but about the big 

vision for the organisation and the values they share with it. Given that people who are writing their wills 

now might be thinking 20/30 years into the future, do all partner museums have a vision of where they 

would like to be by then? 
 

It’s also worth remembering, as mentioned briefly earlier, thinking about legacy giving activates the visual 

system in the brain. Legacy communications have a tendency to be text-heavy and not always to make use of 

visual imagery effectively. It’s worth considering the specific images used very carefully.  
 

Once those issues are clarified, the museums should be in a position to write or redraft their legacy 

materials. 
 

3. Tactical ideas 
 

As a basic starting point, I’d encourage the museums to engage in the classic legacy marketing approach: 

drip-drip communications, getting the message in front of audiences little and often: 

 Develop (or, if necessary, redraft) their legacy leaflets – these are a useful tool for anyone who’s 
interested in legacy giving, and as starting point for legacy conversation 

 Collect legacy stories as their programme develops e.g. pledgers talking about why they’ve chosen the 
focal charity, family members talking about their loved ones gift, staff talking about the difference gifts 
have made 

 Insert the above stories into newsletters, on the website, in talks etc – look for opportunities to integrate 
the legacy message whenever and wherever possible 

 Add tick-boxes for more information to response forms where appropriate 
 

Whilst the above will create a solid grounding, there are also potentially some creative routes to explore: 
 

 A question is asked in the document around today’s stories becoming tomorrow’s history. This might be 
a theme that the partners could pick up on in developing legacy promotion e.g. through an event, 
through capturing stories from members and including a legacy tick-box. Reminiscence could work in a 
similar way.   

 Events can be a great way to promote legacy giving. I would think carefully about specific ‘make a will’ 
events in that 85% of a typical charity supporter-base will already have a will, and if anything the 
proportion in the heritage sector is likely to be higher. You could look at advice around updating a will, a 
will health-check, information on changes in inheritance tax legislation perhaps?  
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 …however, given you all have access to unique resources there are probably some creative events you 
could come up with – a chance to drive a train, a chance to see behind the scenes – offered specifically 
to those who have an interest in leaving a legacy 

 I wouldn’t necessarily write off more personalised approaches to volunteers and members, although I 
would agree these would have to be undertaken very carefully. Perhaps they could be linked to the 
events idea above e.g. “several people have told me this is something they’re interested in. If you might 
be, come along and learn more.” This approach, if well phrased, is softer than a direct legacy ask, but 
could also offer the opportunity to find out more by ordering a legacy leaflet, having a phone 
conversation etc 

 You might also want to think about stewarding and valuing these donors. Research shows us that they 
are more demanding than other supporters. Options might include personalised thank-yous, regular 
events (perhaps integrating pledgers with people who have expressed an interest), ‘free’ life-
membership or eventually membership of a dedicated legacy supporters society. 

 A creative approach to recognition could also be a marketing tool in its own right. (See for example 
https://greatnorthmuseum.org.uk/butterfly-wall. ) A way to remember legacy givers or thank legacy 
pledgers could become a talking point that could stimulate future conversations, as well as motivating 
and valuing existing supporters.  

 This is perhaps an idea for a second phase, but you can also start to think about the legacy gift as a 
product in the same way as other fundraising ‘products’ (see how some international charities have 
created a child-sponsorship ‘product’). Could someone leave a legacy in order to pass on a life-
membership to a grandchild, for example? Or to an endowment fund?  

 

4. Processes 
 

Not the most exciting bit, but a vital cog in the wheel! Before engaging in legacy promotion, I would ensure 

that you have a system in place for a) recording people’s responses and b) ensuring that you can track their 

process through the legacy journey e.g. they might enquire about legacies in year 1, come to an event 6 

months later, and eventually add you to their will in year 3. Databases can sometimes struggle to track this 

non-financial information.  

As the report says, you need to be very clear on the legal side about what you can and can’t accept, and 

what sort of restrictions on gifts you can accommodate. A simple solution might be where someone wants to 

leave a restricted gift to ask them to use the wording, ‘with the wish that…’. This means that if your work has 

changed in the period between writing the will and leaving you the legacy, you could potentially use that 

money in a different way – although of course it’s good practice to honour donor requests as closely as you 

can.  
 

As the example of the 7-year delayed legacy in the report suggests, legacy management (i.e. the process of 

dealing with legacies as they come in) is a vital piece of the legacy jigsaw. Residuary legacies in particular can 

benefit from careful management, with one charity calculating that their legacy management added 10% to 

their legacy values (e.g. ensuring that tax is calculated correctly, fees are appropriate, property is sold with 

planning permission). You might be able to address this by getting training through ILM (Institute of Legacy 

Management), outsourcing the work to a specialist (see Legacy Link for an example) or drawing on the 

services of a friendly solicitor.  
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