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"TAKING ON A CHALLENGE IS A LOT
LIKE RIDING A HORSE, ISN'T IT?

IF YOVIRE COMFORTABLE WHILE
YOVIRE DOING IT, YOV'RE PROBABLY

| DOING IT WRONG.” l
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Do you have legacy giving
on your website?

HOLLY HULL MIORI
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The Good(stein) behind
Greater Good Strategy

e Emilyegreatergoodstrategy.com
e eEmilyGoodstein

e linkedin.com/in/emilygoodstein
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HOW TO SOURCE GREAT LEGACY STORIES
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Listen.

LISA LEPSON, THE FORWARD
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Why Ted

Lasso?

What makes Ted Lasso
Why a great metaphor?

e Team-building + donor cultivation

Planned e Planned giving is long-term, heart-
o ®
Giving? ed strategy

GREATERGOODSTRATEGY.COM



v

L e Donor lite stage and preterred
FE communication styles
. ]
g e Importance of meeting donors

where they are

e el - _ir'll;llt '
/L ff-ﬂj | e 85% of donors research a
nonprotit's website, and 70%

visit their social media profiles

T before making a donation
Dlgl'l'dl * DOnOI‘ (according to the 2024
Engagemen-l- Generational Giving Report by

Bloomerang)
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Building Authentic
% Relationships Online
, 2
/

(LASSO STYLE)

e Active listening,
kindness, and

v storytelling

. Ema? sequences, social
CUR’ ous If|c>nee rilbqng |2j2i|n\(/:ii|,eo
JUDGMENTAL
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e Creating a culture of
gratitude and belief




SOURCING STORIES: FROM WHO?
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People respond best to stories about someone
they identify with. Target donors with stories of
other donors who are in a similar life stage. Not
every story should feature a Boomer in the
sunset of their life!

MICHELLE SHEFTER, FREEWILL
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Website
Tactics

to Inspire
Legacy
Giving

e Website optimization for

planned giving info
o Pop-ups
o Dedicated page
o Option on donate
forms

: LET'S - | e Legacy intent forms
IO o Testimonials and donor

stories (especially video!)
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Not Just a
Campaign

e Think about legacy content as a
consistent content theme
throughout the year, not a
special one time campaign

e Keep legacy giving as o
standing agenda item in all
digital interactions. This means:

o Social

o Web

o Direct mail

o |n person at events
o Email

SMELLS LIKE POTENTIAL.
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Turn Donors into

You just listen to your gut, okay?

= HOLL ’
5 ¢ Lifelong Supporters
f;,_\y e Stewardship plans for legacy donors
: A e Creating community (e.g., /GQC’C)’
., societies)
E' e Celebrating commitments digitally
u; and meaningfully

e Check out this example from EDF!

N

=

Between those two things
they'll let you know what's what
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https://edf.giftplans.org/index.php?cID=163
https://edf.giftplans.org/index.php?cID=163
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If we can tell a story that started long before
they were here, and continues long after they're
gone, but includes them in a beautiful future,
that’s a successful and compelling story.

PETER GENUARDI, SEE THE STARS
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What's email segmentation got to do with it:

Sample Engagement Ladder

S
S
:

e Joins list!

e Gets excited because of impact stories and some data!
 Makes a first donation!

e Feels wildly appreciated and makes a second gift!

e Feels connected because of a cultivation series and multichannel
outreach!

e Becomes a monthly donor!

e Builds personal relationships with organizational staff!

e Gets approached about legacy giving!
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HOME | GATHER | NTC | PROGRAM

Progro

The Nonprofit T
has something
to make the wo
through the skil
technology.

Over three days, you'll enjoy
provoking sessions, fun netw
other attendees. Come to th
best practices while conneg
commitment to social chan

nnnnnnn

MER

ssssssss

RESOURCES

Free ideas!
i\

We love to see nonprofits thrive. Here are some resources to help your
organization go from good to greater.

10 Tips for a Successful
End-of-Year Fundraising
Campaign

We want you to have your most successfu
year-end campaign yet, so that you can use

those funds to achieve your mission and
make the world a better place. That's why

Resources + Examples

GGS resources

Practivated

FreeWill

DAFinitive

Nonprofit Technology,

Network

N Street Village
VoteRiders
Environmental Defense

Fund
The Forward

Why Bad Presentations

Happen to Good Causes
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http://greatergoodstrategy.com/resources
https://na2.hubs.ly/y06ZdJ0
https://www.freewill.com/
https://www.dafinitive.com/
https://www.nten.org/
https://www.nten.org/
https://www.facebook.com/JooKnoMedia/videos/943638780493062
https://www.voteriders.org/more-ways-to-give/
https://edf.giftplans.org/
https://edf.giftplans.org/
https://forward.com/membership/legacy-and-planned-giving/
https://www.poppov.org/wp-content/uploads/2018/03/WhyBadPresentations.pdf
https://www.poppov.org/wp-content/uploads/2018/03/WhyBadPresentations.pdf

If you remember
nothing else...

#TEDLASSO

» One ask per email!

Digital IS part of your legacy
strategy.

» Unsubs are not bad.

» Omnichannel is the jam.

GREATERGOODSTRATEGY.COM



i i § . . . AN O B R N NI .-y;..---....: 1 L L] L I
- - = = PR EE R E . = & B E e = 58P = e @ E R PR T R Y R N = = = = = - = = - E E -
L - T T = il m e i = ol il o i i E R N B E B EE L EET B E BB T RN NEN T BN i il = L = - T = - r L E - T n =
: - - E n O I NN - . i & & & = a - = = - o - B m. =
] I I i ol i o i N . = i i il i B .= F i i = n & i n - il LR i N = i T r a
B n - . v H T n 2w . & i e O I ] & -, O - - - L] N A L F - = m N . . L} L . L
- FECE R = & B i = B & = & E = - & o - = E & = & = = & o = = = FEEE LR E & = & = S .
T &= = B 5 - - O B N R R - R EE kK = = L - e - = = = i ] = = -
woaE ok r - = il o i i i il - = W B il i . L] 1 U W 1 T
= & & 8 B - o F "N "ERE FE T EET EF - - - - e e "EFE R E - i - = = = = B = - - - - - = & = - - & = B = = .
- B = = N ] - TR R E = . 2 - = U B B R R - a = = - x = a S = - 2 = - = = = : B =
B - . = - " - ERE N = = O = = O = = R RN N - = = = = [ -
= = . = N i = " 1 - T N = N = . u L - O " . = - .. = = - . R = L =
- R N O o - - - - ] - . - g e L] . U - = - = L - - - iy i - - - O = ] B
= El = - TR NN - = & e o e e e e - - o N L e . - e - i . g L oo o =
& - - - . O a . = . = T F B B 0 N O N T B R o e = = o ] - - - R R R R R = ] - = . - - B
= BN N il i . I o R B N _l L ¥ = i - . [ ] T - . R R " R R & = - LR R ] ¥ E
i il | ik o L L] [ N ] F = _] - W N O F R R BN R W R U N e -] - ] = i i . R o il -
¥ i B il - | ] L [ [ N N N N n - - r i . ¥ m i - - - - = m i - .
- - E P . - & 1 = = I - - r - - o e B "B TR R | = e - £ - e E - R N El i .
o i i il il = 2 N N I il il i L L = . L = o N E L | i F il i o W .
= H T ] - ] - - o O O] i & R ] ] - 4 = - - - L L - L = T
B = - il o - E - F N F N . . =] i - - = K i i S i i - LW W = = = = 3
i N E i . J ¥ il W] [ ] L i KRN | & i _ C R o n L
= T R ] T N N URERE R L] R R - CE_E L = oo ' L ol = =
‘EiE K E R L& T T rFEF R - - T " F IR EERREYC = = L " BTSSR EEREELE R ETE R E
. = - - & B - v 1 o B - T 1 =
E 1 ¥ ] - E 1
- n U = - '..__"'\-\.\. 3 B 1 i - L. K 5 =
' - " N 4 1 1 1 g = B B . - [ - -
1 5 B T 5 = = 3 % L H = -
B ¥ 1 . N y & ! L 1 i
i L ;i i L] By y I [l 1 L] =
i . 1 . i P a [ Wi i . o N
= i . - & i = = I’ g = E
i - . v - . ] ik w T . n
. i . = ST — B . i . =

N ONE SMALL STEP YOU CAN TAKE THIS WEEK ~
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Let's stay
in touch!

EMILY GOODSTEIN

Founder + CEO
emilyegreatergoodstrategy.com
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