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I

Gifts in Wills  



Vision 

1. Detail the landscape and opportunity 
2. Understand your organisation’s performance
3. Develop a plan to understand what you want to invest in 
4. Educate internal key stakeholders 
5. Measure & report on success
6. Process summary. 

What we’re going to cover



Vision We’ve all experienced this 

First area to 
have the 
budget 

increased

First area to 
have expenses 

decreased



1. Detail the landscape 
& opportunity 



Growth Potential

Year
No. 
who 
pass

% who leave 
a GIW

No. who 
leave a GIW

Average 
Gift

Total 
GIW 

Revenue

2019 140,173
(over 60) 

7.5% 10,513 $52,000 $547m

2050 600,000
(over 60) 

12.5% 75,000 $52,000 $3.9bn

Research estimates that currently there are 7.5% Australian’s who on their passing leave a gift in their 
Will. This means there are 10,513 Australians passing away each year leaving an average gift of 

$52,000. Combined this means there is $547m left to the sector annually. 
Over the coming decades this is set to significantly grow with the boomer generation passing. 



Growth Potential

23% 

8% 



Growth Potential 

4% 30% 

$89K $260K 

Children No children



Legacy Monitor future projections 



Australia GIW’s per 1000 deaths



A different approach can result in amazing growth! 



GIW’s = 120% growth in 
last 10 years

2nd to 
134% to RG. 



2. Understand your organisation's 
performance



TCSA Actual GIW Income Some basic metrics 
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Real World GIW Volume & Value 
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Real World Assessments

Key insight: 

Likely revenue growth largely driven by property prices & asset increases. 

Not by increase in number GIWs. 



Vision Health of your funnel 

Prospect
23 

Considering
63

Intend
20

Confirmed
320



Vision 

670

450

320
Ideal funnel 



Vision 

63

20

320

Key Insight: 

Clearly highlighting a lack of 
prospect development occurring.

Health of your funnel



How do you compare

Known
Sector Average 
33% 

Unknown
67%



Highly tuned GIW programs 

GIW Flag  33% 

Donor no GIW flag 
33% 

Unknown
33%

Good program: 1/3 / 1/3 & 1/3 
Common: 10% / 20% / 70% - no proactive program
Common: 50% / 30% / 20% - too much time with existing   



Sector benchmarking – how do you compare?  
Source: Ive Benchmarking



Sector benchmarking – how do you compare? 

Source: Ive Benchmarking



Sector benchmarking – how do you compare? 

Source: Ive Benchmarking



Sector investment returns



Sector investment returns



Sector investment returns



Deeper Analysis if budget allows 



GIWs entry point by volume  



GIWs entry point by volume and year of first gift  



Realisation Rate 



GIWs potential right now 



3. Develop a plan to identify 
what you want to invest in



Process

1. Sector / Landscape analysis 
2. Review of your program performance 
3. Stakeholder meetings
4. Strategy workshop / education 
5. Write it up into a plan / business case
6. Cost out the investment.



Undertake internal stakeholder interviews  

• CEO 
• Board members 
• Exec stakeholders 
• Key fundraising team members
• Supporter services 
• Legal / GIW estates management  

Examine every area that GIWs mentions could occur 



Undertake internal stakeholder interviews  

• The awareness and understanding of the GIW program and its impact 
• Informing the potential for growth (the why)
• Understanding of the bigger ‘brand’ impact on GIW’s
• Organisational need and desire for growth 
• Receptivity to GIW’s being at the heart of the organisation
• Appetite for and understanding of investment needs
• Discussion around the possible implications of this strategic decision 
• Challenges and barriers and opportunities that may present themselves
• Ideas and ways to bring team members and volunteers along the journey 
• How do they see the focus changing or evolving over time.



Vision Re-framed into 4 core GIW strategic focus areas



Map promotion out and secure agreement 



Phase investment requirements 



Map every journey to capture all needs 



Cost it 



GIWs potential with a proactive program



Modelling 



GIW supporter motivationsIt’s the cumulation of a higher motivation and many 
GIW mentions across all interactions over an 

extended period of time. 



4. Educate internal key stakeholders



Importance of patience  



5. Outline how you’ll measure success 



Vision Dashboard KPI ideas 

• Whole of organisation GIW mentions 
• Pipeline numbers across the X stages of conversion and annual movement between each 
• % of movement from Interested to Considerer
• % of movement from Considerer to Intender
• % of movement from Intender to Confirmed 
• Time to confirmed from entry into the funnel 
• Pipeline by GIW score volumes (to demonstrate engagement across whole of fundraising) 
• Funnel by some score volumes to track over time 
• Number of GIW conversations (by team and type) 
• Realisation rate
• Original source of confirmed GIW’s vs. other funnel stages to truly understand the most important 

pipeline areas
• Number and revenue of realised GIW’s that were known vs. unknown
• Individual activity measurements
• Contact reports



Vision Understanding the health of your pipeline

GIW Scoring  Score  
5+ Gifts 1 
10+ Gifts  2 

Gift 5+ Years ago  1 
Gift 10+ years ago  2 

Gift 15+ years ago 3 
Gift in the last 12 months  1 

Non F2F RG 1 
RG gift greater than 3 years + 50   1 

Made single gift of $250 - $999 2 
Made a single gift of $1000 +  2 

Age 50 +  1 
No children  4 

Single/Widowed  2 
Informed BLVNZ of address change  2 
Has family member supported by 
BLVNZ 3 
Has/is supported by BLVNZ 3 

Current or past volunteer 2 
Family Imprint 1 

Sense of financial security  5 

Total possible score  39 
 



7. Process Summary 

1. Sector / Landscape analysis 
2. Review of your program performance 
3. Stakeholder meetings
4. Strategy workshop / education 
5. Write it up into a plan / business case
6. Cost out the investment
7. Agree measurables/KPIs to track performance 
8. Internal support
9. Present the plan to the Board for agreement 
10.Secure agreement and understanding of  implications of investment 

changes.



Thank you
Marcus Blease, Director, Donor Republic

mblease@donorrepublic.com.au
0403 932957 
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