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Executive Summary and key insights 

 

• Below are summary findings from the qualitative and quantitative research 

commissioned by Remember A Charity to examine the motivators and 

barriers to charity legacy giving. 

 

• The qualitative research highlighted the receptiveness of the legacy 
message to the charitably minded public once it was salient and normalised.  

The quantitative findings supported this, with over 50% of the sample (people 

aged 40+)  indicating some degree of receptiveness  

 

• Those who give charitable legacies are currently perceived as unusual and in 

some cases, for negative reasons.  Legacy givers were associated with the 

rich and famous or eccentric, and not deemed to be ‘everyday’ people.  

Reconstructing this social norm needs to be a major focus of 
campaigning.   

 

• There are deep, emotional and biological drivers to motivate the creation of a 

will and to ensure the survival and protection and comfort of dependents.  It is 

viewed as the social norm to provide for dependents and not the social norm 

to leave a charitable legacy.  Any campaign strategy will need to recognise 

the rule ‘family first, charity second’.  Both the qualitative and the 

quantitative research highlighted that this rule is prevalent even for those 

without children. 

 

• Legacy holders were similar in that they all shared a set of beliefs and 

circumstances that pre disposed them to being a legacy giver.  They usually 

had some previous experience of legacies from a family member leaving a 

legacy and or as a family shared a charitable mindset and values and or as a 

family supported strongly one particular charity.  Within these set of 

circumstances, a legacy gift is not perceived as surprising or unusual.  

However, in the absence of these circumstances, a legacy gift was felt to 
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need some explanation or justification.  The quantitative research supports 

this and identified that the most important factor to determine propensity to 

leave a legacy was knowing someone else who had left a legacy. 

 

• Specific drivers for leaving a charitable legacy were often motivated by an 

increased affiliation to a charity in response to a loved one benefiting from the 

charity.   

 

• There is a strong inclination to avoid and defer making a will and a reluctance 

to make commitments for fear of circumstances changing.  This is 

especially the case with regards to the decision to leave a legacy – there was 

concern about committing to one charity and to a fixed amount.  The will 

production process is a single “point of sale” event (that may be repeated 

infrequently). A legacy decision is usually not sufficient for someone to 

warrant changing their will – rather, they will wait until the next significant life 

event to trigger a will change. The marketing strategy should be focused on 

those in the state of considering making or redrafting a will.  Legacy holders 

have an acceptance and openness towards the concept of changing their 

legacy status whereas those without a legacy and especially those without a 

legacy and a will were wary of committing to a charity and an amount.  

 

• Misconceptions about legacies impact hugely on the propensity to leave a 

legacy and the most common misconception is that the amount given in a 

legacy needs to be substantial (thousands rather than hundreds).  It is 

anticipated that raising awareness that legacies can be small is one of the 

single most important factors to increase legacy giving  

 

• The implications of the research findings for the development of a social 

marketing programme to promote legacy giving are outlined in detail in the full 

report. Deciding to leave a legacy in one’s will is typically a high involvement 

decision, with some complex and often emotive issues to consider. Moreover, 

people’s circumstances vary widely, and the motivations and barriers driving 

legacy-giving decisions are diverse - a ‘singular’ campaign strategy is unlikely 
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to be successful. Rather, the marketing programme needs to be multi-

faceted, employing a range of strategies and a variety of interventions.  

 

• Furthermore, the ultimate goal of increasing the number of people who leave 

a legacy to charity in their will take time to achieve. Thus, there will need to be 

a commitment by RAC and it’s members to a long term, multi-faceted 

marketing programme - achieving the ultimate goal will require much more 

than a ‘one-off’ media campaign.  

 

• The full report is available in the members’ only area at 

www.rememberacharity.org.uk  

 
 
 

http://www.rememberacharity.org.uk/

