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Why Gifts in Wills?
Gross income from Bequests has risen 

by 126% over the past 10 years. 

Outstrips growth in all other individual 

giving types, apart from RG. 
(Pareto – State of the Donation 2019).

Gift in Will average return per $1 is $28.

In 2020, for a smaller data set of 30 charities, 

the return was still $24, well above the next 

highest performing category, Trusts and 

Foundations at $9.80 
(More Strategic & Include a Charity 2021)



The largest 

inter-generational 

transfer of wealth. 

Ever.



This is how baby boomers feel!



It is estimated $1.1 trillion of wealth will be transferred across 

a generation over the 10 years to 2030 in Australia and $2.6 

trillion by 2040.





GIW at RFDS QLD

2023 Benchmarking Project – RFDS QLD data
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In 2013 we had a brochure 

& a survey…
A snippet from the evaluation of learning & past 

results in 2013:

“Results reflect the resources directed to the GIW program.

The number of confirmed bequests had grown significantly since 

2010.

April 2011 there were 76 confirmed bequestors

February 2013 this number has grown to 268 (252% increase).

This increase was achieved through

• a survey in 2011

• a targeted mail out to existing long-term donors

• bequest information sent with all relevant direct mail

• updated collateral and website information. ”



In 2016 we had a (newer) brochure 

& a survey…



Who is responsible for GIW?

Back in 2013 

there 

was one lonely 

Bequest Officer.





What will stop you taking off ? 

1. Not measuring the right KPI’s that track progress over 

time and the triggers that result in increased income

2. Fundraising success being perceived as short term, 

with a focus on immediate cash revenue and Year 1-2 

ROI. 

3. Underinvestment in a fully integrated and embedded 

strategy



A shift in mindset

 internally

All stakeholders, at all levels must 

understand the value of a GIW

CEO

Board

Wider Organisation

Fundraising Team

Supporters



Gifts in Will is everyone’s job



But practically 

speaking, what does 

that actually mean?

One to one Qualification & 
stewardship 

(GIW team)

Printed 
materials 

and 
fulfillment

Mass Lead 
Generation 

(Calling, 
Digital) 

Conversion 
mailings



Digital Acquisition Case Study:

Putting Gifts in Will first



• In 2020 we turned digital acquisition of 

any kind on, for the first time with 2 Step 

RG Acquisition.

• We had to turn off leads after 10 days 

• We were experiencing the golden glow of 

2 step RG Acquisition and saw an 

opportunity to do more!

2020: Dipping our toes in the Digital Pool



WHY: Over 60% of GIW come from people we don’t 

even know exist

2023 Benchmarking Project – RFDS QLD data



2021
2022 223 2024

2021: A GIW Pilot

Three propositions with slightly different journeys were launched:

1. Direct to Bequest

A clear, direct ask to garner high quality GIW leads to niche 

audience that mirrored current GIW pool. These leads were 

qualified in house.

2. High Intent Leads

A less direct ask (no mention of GIW or bequests in Ads) to a wider 

audience to acquire lower cost leads. Qualified in house.

3. Choose your own adventure

A Pledge to show you care or want to support RFDS. Lower cost, 

higher volume leads, passed to a call centre to qualify. Call centre 

could do a GIW ask, RG or SG ask, depending on the call.



2024

How did we go?

Direct to Bequest High Intent Leads Choose your own 

adventure 

Leads generated 54 13 508

Cost Per Lead $184.51 $377 $40

Confirmed 1 0 2

Considerer 27 3 34

Intender 6 0 0

Regular Givers N/A N/A 37



So what next?

Relaunched Direct to Bequest delivered in 

bursts over a 10 month period from July 

2022 through to April 2023 Direct to Bequest

Leads generated 215

Cost Per Lead $223.25

Confirmed 5 (was 3)

Considerer 165

Intender 6 (was 8)

Regular Givers N/A



Direct to Bequest High Intent Leads Choose your own 

adventure 

Leads generated 54 13 508

Cost Per Lead $184.51 $377 $40

Confirmed 1 0 2

Considerer 27 3 34

Intender 6 0 0

Regular Givers N/A N/A 37



GIW

Major 
Donors

Mid Value 
Donors

Regular Donors

Single Givers



Single Givers

Regular Donors

Mid Value 
Donors

Major 
Donors

GIW



And so, Brand Love was born

Brand Love 

Leads generated 689

Cost Per Lead $58.22

Confirmed 1

Considerer 13

Intender 1

Regular Givers 39 – Avg $27.50

Single Givers 8 – Avg $63



Learn, optimize, rinse, repeat

We took the learnings from Brand Love and applied 

the cascading ask to our Supporter Engagement 

Survey Primed calling

• We captured more GIW leads by expanding our 

priming audience due to the cascaded RG ask

• Generated 43 new RGs generating immediate ROI to 

the GIW campaign (plus 8 others who said no to an RG 

came on board as a GIW considerer)



Confirmed GIW supporters love 

your organization!
They want to help

What can happen when we know about that 60%?

• Gifts can be brought forward in lifetime

• Gifts can be upgraded

• GIW supporters can influence friends and relatives 

when stewarded well

• Most importantly, we can thank them, and they can 

feel the joy of giving in their lifetime



• If not now, when? 

There will never be a better time to review your 

GIW strategy

• Be proud and proactive about GIW with your 

donors

• GIW are not to be feared! 

It’s not a dirty word. We can and SHOULD talk to 

our donors about it (including online)

• GIW cannot be siloed to one team to build a solid 

pipeline

• A high functioning team + clear strategy = so 

much more than a GIW

Key Takeaways
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