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Using Telemarketing for Gifts in Wills

• Overview to using telemarketing in Gifts in Wills

• Background to Stroke Foundation case study

• Pre-Campaign Activity / Preparation

• In-Campaign Activity

• Post-Campaign Activity

• Using Your Results

• Next Steps / Reflections



What are you using the phone for?

• One-off activity vs. On-going integral part of your campaign 

• Building internal capacity vs. Outsourcing to external source

• Embedding for the future vs. Transitioning to something new

• Establish what the focus of your calls is going to be: 
— Identification of new leads from existing supporters

— Conversion of existing Gifts in Wills supporters

— Donor care touch points for Gifts in Wills supporters

— Re-classification and update status of existing supporters

— Stewardship contact of existing Gifts in Wills supporters

— Re-confirmation of committed Gifts in Wills supporters



Considerations, thinking and questions
• Important to understand the distinction between                                        

Trusted relationship-based conversations vs. Transactional sales-based calls

• Do you use an existing agency you may already be using for Regular Giving / 
Acquisition / Upgrades or trial a new one you’ve not used before?

• Specialist in your charity or specialist in Gifts in Wills?

• Ability to broach many topics or a single-focus?

• Encourage cash giving or focus on Gifts in Wills call outcome?

• Structuring of charging / budgeting? Negotiate call rates and determine if 
charging is based on connected calls / question answered / call attempts etc.

• Engage agency for post-call fulfilment / follow-up? 



Background to Stroke Foundation Case Study
• Stroke Foundation established in its current form in 1996

• Huge supporter acquisition via Direct Mail Appeals in 2006-2008

• Average age of our supporters in 76 years old 

• 90,000+ active supporters who have given a cash gift in last 12 months

• After 6 years of running a traditional Bequest Program including bequest society, 
visitations, small engagement events, part-time Bequest Officers -

— 371 supporters with a gift in their Will

— 484 supporters thinking about doing it

• Pareto benchmarking suggests that we should between 1% - 2% of active donors 
as confirmed bequestors i.e. we could expect to have c.1,000 – 2,000 supporters 
who have included gifts in their Wills



Background to Stroke Foundation Case Study
• Board & CEO approved additional investment required in rapidly building a proactive 

Gifts in Wills Fundraising Program in March 2013

• Very broad targeting to rapidly increase the reach of the program 

• Selected 30,000+ of existing supporters have been giving for at least 3 years / given 
more than 6 gifts over that time / exclude supporters under 55 years old

• Second-half of 2013 we piloted a range of techniques to identify interest in Gifts in 
Wills amongst our existing supporters using a random sample of 10,000 for split tests

—Surveys with embedded Gifts in Wills question 

—Gifts in Wills Appeal Pack – with cash ask / without cash ask

—With / without phone agency follow-up to non-responders 

• Identified the most effective technique to accelerate our Gifts in Wills Program to 
reach out to 30,000+ supporters over 4 years to identify interest

• Not necessarily the most cost-effective – but the best way to accurately classify 
supporters interest and focus our resources in future



Background to Stroke Foundation Case Study
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Pre-Campaign Activity / Preparation
• Establish clear expectations about purpose / focus of the calls 

• Targeting and selection of supporters – criteria / data transfer

• Visibility of supporter information relevant to personalising the call 
content

— First donation date
— Total amount donated
— Cash Donor/Regular Donor/ Volunteer/Member
— Last donation date and amount

• Careful scripting and supplementary reference material 

• Technical campaign set-up and clear directions for format and content of 
caller notes

• Selection of appropriate callers / build on previous experience



Pre-Campaign Activity / Preparation

• Writing comprehensive easy-to-understand training material / 
information packs



Pre-Campaign Activity / Preparation
• Careful scripting and supplementary reference material

• Incorporate strong elements of social norming, nudging, simple   
and accessible case studies - don’t over-clutter the script 

• Keep the ‘Gifts in Wills ask’ clear and simple

• Build-in opportunities to modify and adapt the script – talk through 
different scenarios with the call team before calling starts 

• Adapt the script to keep conversation flowing



Clarity of Call Outcome Classifications

• Deciding upon our approach to coding and classifying the 
supporters interest in including a Gift in their Will and being 
clear with our interpretations with the callers:

— Confirmed

— Interested

— Interested – No Follow-up Information Requested

— Not Interested Right Now

— Not Interested Ever

— Not Asked / Not Answered

• Calibrating the classifications that the callers make with your 
own interpretations prevents inaccurate results and false-
positve leads



Clarity of Call Outcome Classifications



In-Campaign Activity
• Extensive initial training and briefing for the calling team – get them 

excited about your work and the calls they’ll be making 

• Regular monitoring of quality of calls across the calling campaign and 
clear, in-the-moment feedback / quick response to questions from 
the calling team 

• Regular coaching of callers, refining the script and continuous 
feedback loop – be prepared to adapt and re-train

• Caller Team Leader / Call Centre Manager involvement

• Real-time reporting / regular data transfer to check 

• Careful planning of any post-call follow-up activity for the supporters



Post-Campaign Activity

• Data consolidation / transfer in your own CRM

• Immediate follow-up of all positive leads

• Internal view of campaign outcomes – what worked? What 
could be improved? 

• Feedback on scripting and supplementary information. 

• Feedback and de-brief with the call team

• Wash-up and gathering insights with agency

• Planning for your next engagement, request modifications



Results

• Have realistic expectations, especially if you’ve had an active 
Gifts in Wills program in place already

• Accuracy of leads and suggestions to improve retention rates

• Analysis of retention of leads – this should improve over time 
as the campaign evolves

• Finding out those supporters who are definitely not going to 
include charities in their Wills alongsdie those who are not yet 
in a position to have that conversation (but may be open to 
the possibility in the future) is just as important to finding out 
those who have already done it!



Calling results across July 2013 – July 2016
At the time of 
the campaign

% Current Status 
as at July 2016

Retention Rate

Number of supporters 
selected to call

31,797 - - -

Number of conversations 14,645 41.2% - -

Interested 1,739 11.9% 1,147 66%

Planning 134 0.9% 79 59%

Confirmed 104 0.7% 142 137%

Total Positive Leads 1,977 13.5% 1,368 70%*

* Since 2014 we’ve seen retention rates of well over 80% after making 

improvements to caller classification and training / coaching



Next Steps / Reflections

• Be prepared to evolve the campaign and keep pace with what you 
want it to achieve

• Build-in in data insights to help with better targeting for next calling 
campaign

• Ensure that you deliver enhanced training and coaching to the call 
team whenever possible

• Continuity of callers has meant  that we have the ability to build on 
previous campaigns and build rapport – treat them as an extension 
of your own team

• Test and refine – share experience with others

• Work collaboratively with the agency and other charities 



Next Steps / Reflections

• View the telemarketing activity as an integral part of your 
Gifts in Wills Program and the agency calling team as an 
extension of your own team
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QUESTIONS?
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THANK YOU

ROSS ANDERSON
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