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Earn Their Hearts
and Their Support
A Donor-Centric Approach to Legacy Marketing

Katie Parker
CONTENT DIRECTOR

Kit Lancaster
CLIENT STRATEGIST

Added flair and real-world anecdotes provided 
throughout by President, Nathan Stelter.
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3 To-Dos for You+

40% 40% 20%

List Offer Creative

The Golden Rule of Marketing
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1. Loyalty/Affinity

2. Age

3. Recency of 
Giving

THREE CORE INDICATORS:

Older Wealthier Childless
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36% 25.7%

Alumni of the 
Organization

Served as 
Volunteers

13.9% 10.6%

Served as 
Board Members

Staff of the 
Organization

Hey, you 
might be 
missing 
someone.

More than 80% of 
planned gifts come in the 

form of gifts in wills.

Giving USA
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1 2 3
Who gives 

legacy gifts?
Where are they in 

their giving journey?
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market to them?

3 To-Dos for You+

Legacy Giving Donor Journey

SUPPORTING

DISCOVERING

CONSIDERING

ACTING

DECIDING
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PHASE 1 OF 5 
Supporting

Waypoints
●Supports mission
●Receives thank-you 

messages and 
evidence of impact

●Deepens engagement

Watch for
● Increasing giving 

frequency or amount
●Engaging through 

advocacy or 
volunteer roles

PHASE 2 OF 5 
Discovering

Waypoints
●Feels connected 

and appreciated
● Introduced to idea of 

planned giving

Watch for
●High engagement 

with nonprofit
●Reading introductory 

legacy giving articles
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PHASE 3 OF 5 
Considering

Waypoints
●Reflects on finances 

and plans
●Considers values 

and legacy
●Weighs priorities

Watch for
●Opportunities to 

strengthen identity 
formation

● Interest in nonprofit’s 
vision and impact

PHASE 4 OF 5 
Deciding

Waypoints
● Integrates nonprofit 

with identity
●Researches options
●Decides to make a 

legacy gift

Watch for
● Increased web traffic
●Gift vehicle research
●Contacting gift officer
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PHASE 5 OF 5 
Acting

Waypoints
●Assembles estate 

planning team
●Arranges gift
●Notifies nonprofit

Watch for
●Requesting bequest 

language
●Completing gift 

notification form

Navigating 
with Nate
LET’S TALK STEWARDSHIP
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Where do we develop mindsets?

ACTING

DECIDING

CONSIDERING

DISCOVERING

SUPPORTING

BELIEF THAT AN ORGANIZATION CAN BE TRUSTED
BELIEF IN AN ORGANIZATION’S LONGEVITY
BELIEF THAT AN ORGANIZATION IS FINANCIALLY SOUND

This organization
is trustworthy.
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Top factors (besides mission) in 
choosing organization for largest gift

Firsthand knowledge (staff/volunteer)

Respect leadership

Expect organization to be around a long time

Helped me in process of making gift

Respects donors’ wishes

Track record of success

Manages money wisely

Other

0%             10%             20%             30%             40%             50%             60%             70%Ranked motivation first

Ranked motivation second or third

Leaving a Legacy, Giving USA, 2020
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BELIEF THAT ONE’S GIFTS MATTER
BELIEF THAT AN ORGANIZATION IS PART OF ONE’S LIFE STORY

I am connected 
to this work.
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BELIEF THAT ONE WANTS TO BE REMEMBERED
BELIEF THAT A DONOR DOES NOT NEED TO LEAVE ESTATE TO HEIRS
BELIEF THAT ESTATE PLANNING IS VALUABLE

An estate gift is 
a smart choice.
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Stages of Psychosocial Development

Infancy

trust vs. 
mistrust

Early
Childhood

autonomy 
vs. shame 
and doubt

Preschool

initiative 
vs. guilt

School 
Age

industry vs. 
inferiority

Adolescence

identity 
vs. role 

confusion

Young 
Adulthood

intimacy vs. 
isolation

Middle 
Adulthood

generativity 
vs. stagnation

Maturity

ego 
integrity 

vs. despair

Stages of Psychosocial Development

Middle Adulthood

generativity vs. 
stagnation

Maturity

ego integrity 
vs. despair
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Navigating 
with Nate
HANDLING THE GIFT CONVERSATION
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I need to share my intentions.
BELIEF THAT SHARING INTENTIONS WILL HELP WISHES BE FULFILLED
BELIEF THAT SHARING INTENTIONS IS GOOD FOR THE NONPROFIT

Q: Why did you choose not to tell them?
Reasons donors choose not to disclose planned gifts

Did not want special attention/recognition

Want to retain control over amount of gift

Did not want to be asked for other gifts

Felt that it was too personal to discuss

Have not been asked by the nonprofit

Concerned that the nonprofit would not 
respect my privacy

48.3%

37.9%

34.5%

29.3%

12.1%

10.3%
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1 2 3
Who gives 

legacy gifts?
Where are they in 

their giving journey?
How do we 

market to them?

3 To-Dos for You+

POLL TIME

Do you do conversion
or educational marketing?
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=

Education

Invites
Consideration

=

Conversion

Compels 
Action

EDUCATION
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CONVERSION

2/3

Secret keepers

1/3

Hand raisers

Why You Need Both
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JUST LIKE YOUR 

MORNING SMOOTHIE, 

YOUR MARKETING

IS BEST SERVED BLENDED.

Navigating 
with Nate
INTEGRATING YOUR MARKETING
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3

3 To-Dos for You
AFTER YOU HIT “LEAVE” ON THIS ZOOM MEETING

1. 2. 3.

Katie Parker
CONTENT DIRECTOR

katie.parker@stelter.com

Kit Lancaster
CLIENT STRATEGIST

kristen.lancaster@stelter.com

Q&A TIME
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Additional Questions

KATIE PARKER katie.parker@stelter.com
KIT LANCASTER kristen.lancaster@stelter.com

JEN LENNON jen.lennon@stelter.com
NATHAN STELTER nathan@stelter.com

WWW.STELTER.COM

Webinar Resources

●Recording
●Presentation handouts

WWW.STELTER.COM/WEBINARS
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Earn Their Hearts
and Their Support
A Donor-Centric Approach 
to Legacy Marketing


