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FOREWORD

Legacy fundraising has undoubtedly been
one of the biggest fundraising success
stories from the past decades. Historically
the most resilient form of giving, legacy
incomes have more than doubled over
the past 25 years, despite death rates
falling for much of that period. Even when
times are tough, income from legacy has
only fallen six years out of the last thirty.

And this resilience is likely to continue.
There's good news on the horizon for
legacy fundraisers, with forecasting
models predicting at least 11% growth by
2027. Whilst the real value of gifts may be
squeezed short-term, as with all dona-
tions, and an expected fall in house prices
putting pressure on the value of residual
gifts in the near future, the sharp upwards
trend of increasing death rates is likely to
offset (and then some) all of these chal-
lenges. Essentially, though the average
value of gifts may dip slightly in the near
future, annual legacy income stands to
grow over the next decade.

But that doesn’t mean that legacy fund-
raising should remain complacent. The

market is becoming more crowded, with

new sectors such as institutions of arts and
culture, higher education, and hospices all
embracing legacies as well. The pie may
be getting bigger, but your slice could be
getting smaller regardiless.

Charities will need to understand changing
markets and audiences, and how these
shape their supporters’ needs and wants,
in order to secure legacy income for the
future.

With this in mind, we're diving into three
crucial areas of legacy giving for the
future. Firstly, how are your audiences and
supporters changing? You may already be
prepared for the incoming class of Boomer
audiences, but what of Gen X and Millen-
nials? With both demographics eager to
start their financial planning at younger
ages, yet often being left out of legacy
marketing, how can you future-proof your
legacy offer for these younger genera-
tions?

Secondly, how do you innovate in legacy
marketing? Death continues to be taboo;
stigmatised and difficult to broach. But
with increasing appetites for new ways

of approaching end-of-life conversa-
tions, how are you evolving your marketing
strategy to tackle the topic head on? And,
how do you demonstrate the value of a
legacy donation to your audiences, when
its impact will only come into fruition much
later?

Thirdly, what are you including in your
legacy offer? With the value of digital
assets in the UK soaring, we're exploring
the opportunities presented by incorpo-
rating these into your legacy offer. Is your
organisation prepared for this evolving
financial landscape?

We'll also be spotlighting cross-sector
inspiration for what makes a good legacy
campaign; different ways of talking about
and approaching death; as well as new
technologies and their potential impact on
in-mem and tribute fundraising.

We hope that this Horizon Scan offers
actionable inspiration now, rather than
later.

Eef Leurs
Good Futures Trend Analyst
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£3.3 BILLION

The total value of legacy incomes in 2022.

195%

The amount that legacy income increased
betwen 2021 and 2022.

30%

The total expected growth of the legacy
market over the next decade.

50%

The amount that the legacy market has grown
over the past 30 years.

10,627

The number of unique charitable organisations
mentioned in wills in 2022.

3.3

The average amount of gifts per will.

6 OUTOF 30

The amount of times legacy income has fallen
over the past three decades.

6.3% P.A.

The 5-year growth rate of medium (£1-10m legacy
income) charities - the fastest growing segment.

60%

The amount of adults in the UK who don’t have
a will.

35%

The amount of over-40s who would be willing
to leave a charity qgift.

6%

9

The amount of over-40s who actually leave a
charity gift.
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Britain's excess death rate is at a disastrous
high - and the causes go far beyond Covid

Owen Jones

A deadly, avoidable crisis is under way, fuelled by NHS cuts, the
neglect of social care, inequality and the soaring cost of living

Legacy audiences are changing. Not only is the Baby
Boomer generation ageing up, largely driving an
increasing death rate in the UK, the Covid pandemic
has made a wider range of audiences aware of their
own mortality. With the average age at which we
write our first will still far below pre-pandemic levels,
how are you engaging younger audiences with your
mission and building a strong relationship with these
potential donors in order to secure their support in the
future?

As our understanding of traditional life stages
changes, who do you target, at what time, and what
do these new and evolving legacy audiences expect
from your campaign?
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[| Excess Deaths

You're probably already aware that the death rate in the
UK (and globally) is increasing. It's part of a long-running
trend, where baby boomers, who make up the largest
generational cohort in the UK, are reaching older age
and driving a rapidly increasing death count - a trend
which we expect will continue for decades to come. By
2040, boomers will account for two thirds of all deaths
as the UK prepares for a large increase of dying, death,
and bereavement. On top of that, excess deaths reached
record levels in 2022, not only because of Covid and the
summer heatwave, but also due to staffing issues with the
NHS. In December 2022 alone, there were 2,200 excess
deaths associated with A&E delays.

In terms of legacy fundraising, these rising death levels will
support an increased number of gifts coming through. In
2030, we're expecting to see 100,000 more annual deaths
than we were seeing pre-pandemic, which is larger than
the amount of extra deaths we saw each year during the
pandemic. And while this could signal a potential boom
in legacy income - the real value of legacies is likely to
decline in the near term due to soaring costs. It's impor-
tant to recognise that rising death rates do not automati-
cally equate to rising legacy incomes; both because gifts
don’t stretch as far during the ongoing cost of living crisis,
and because organisations haven't necessarily worked

to secure those extra donors. How do we convince the
audiences that will be contributing to this to support your
organisation in the first place?

/| Baby Boomers

In the immediate future, we're looking primarily at the
Baby Boomer audience. People born in the 50s, going to
university in the 70s, currently retiring or already retired.
This audience is living longer and healthier, with a strong
sense of social purpose. And because we're living longer,
we have more time to pursue this purpose. There’'s more
time for older adults to take time for self discovery (also
known as ‘gerontolescence,’ a new term for the life stage

between 50 and 75), whether that's exploring a new career

path or pursuing interests that may have been
pushed aside during their professional lives or by
parental responsibilities.

And what about their finances? Although the myth
that all Boomers have money isn't true (for instance,
nearly 2 million people aged 55-64 do not have any
private pension savings), they do control a dispro-
portionate amount of assets, and own around 80%
of the UK's private wealth. Which means that over
the next twenty to thirty years, a record £5.5 tril-

lion is set to be transferred between generations as
either inheritance or gifts. And the Boomer windfall
won't just impact their children and grandchildren.
We're expecting to see a wealth transfer from Boomer
men to Boomer women, who are typically expected
to outlive their partners and have more financial
control over the next decades.

To speak to this audience, we need to move past the
outdated stereotypes on ageing that are limiting
our innovation. As it stands, we risk grouping twelve
million people into a single ‘older’ demographic, and
try to engage them based on supporter segments
that have hung around for decades and are no
longer fit for purpose. How are you innovating your
legacy strategy to better engage Boomers?


https://ilcuk.org.uk/wp-content/uploads/2018/10/The-Myth-of-the-Baby-Boomer.pdf
https://ilcuk.org.uk/wp-content/uploads/2018/10/The-Myth-of-the-Baby-Boomer.pdf
https://www.telegraph.co.uk/columnists/2022/08/31/demise-baby-boomers-will-change-britain-forever/
https://www.telegraph.co.uk/columnists/2022/08/31/demise-baby-boomers-will-change-britain-forever/
https://www.barclays.co.uk/smart-investor/news-and-research/market-analysis/are-you-ready-for-the-great-wealth-transfer/
https://www.barclays.co.uk/smart-investor/news-and-research/market-analysis/are-you-ready-for-the-great-wealth-transfer/
https://www.accuro.com/why-women-are-writing-the-future-of-wealth/
https://www.accuro.com/why-women-are-writing-the-future-of-wealth/
https://www.legacyforesight.co.uk/feature/
https://www.theguardian.com/commentisfree/2023/jan/15/britain-excess-death-rate-covid-nhs-cost-of-living
https://www.theguardian.com/commentisfree/2023/jan/15/britain-excess-death-rate-covid-nhs-cost-of-living
https://covidactuaries.org/2023/01/11/are-nhs-waiting-timescontributing-to-excess-deaths/
https://covidactuaries.org/2023/01/11/are-nhs-waiting-timescontributing-to-excess-deaths/
https://www.legacyforesight.co.uk/wp-content/uploads/Legacy-Market-Briefing-October-2022-FINAL-1.pdf
https://www.legacyforesight.co.uk/wp-content/uploads/Legacy-Market-Briefing-October-2022-FINAL-1.pdf
https://www.theoldish.com/gerontolescence-longevity-is-giving-seniors-a-second-crack-at-adolescence/

/| Gen X Is Coming of Age

Traditionally, legacy marketing at charities has focussed
onh older donors. They're more likely to have already
written a will, to be aware of their own mortality, and to
be planning for what happens to their assets when they
die. But the pandemic has shifted younger audiences’
perception of their need to plan for the future. So whilst
many charities will already have plans in place to target
the 65+ demographic, what about Gen X?

By 2050, they’ll represent a third of all deaths, and given
the long ambition and action gap (the time it takes
between someone to decide they want to leave a gift and
actally going through the process of doing so, as well as
the additional waiting period before a charity receives
this gift) with legacy gifts, fundraising needs to start now
to target this audience. With approximately 70% of Gen X

yet to write a will, and only 9% of those who have having
already chosen a charity to leave a legacy to, there's a
huge opportunity for charities to build relationships with
these younger potential donors in order to secure their
support later on.

There's some good news when it comes to Gen X and
legacy fundraising. There's enthusiasm among the
demographic when it comes to receiving information
about legacy giving. They're more likely to be childless
than Baby Boomers, and those without children are more
likely to leave a charitable gift in their will.

They've also enjoyed wider access to university educa-
tion; another key indicator of whether someone will leave

a gift in their will. Yet despite these opportunities, only 30%
of Gen X say they’ve seen a legacy ad before, or received
information about will gifting.

Essentially, we're expecting the Gen X audience to be more
demanding, with transparency, tangibility, and a sense
of control being central to their expectations when leaving
a gift. With transparency high on the agenda, expect Gen
X to be more questioning of the causes they support. So
how do we make sure we're reaching the next genera-
tion of legacy donors now, in order to engage and inspire
them for the future?

[/ Millennial’s First Will

Similarly, Millennials are beginning to consider their
own lifetime planning needs. In fact, they’re making
more financial plans at a younger age than gener-
ations before them. Whilst 87% of them have not
written a will yet, and only 3% have decided on @
charity to leave a gift to, we're expecting them to
make their first will at a younger age than previous
generations. In fact, the number of millennials writing
their first will increased by 6% between 2021 and
2022.

And even more so Gen X, increasing cost of living
pressure and uncertainty about the future means
that they’re more likely to be childfree (think of the
Millennial-coined moniker ‘DINKWAD’, which stands
for Double Income No Kids With A Dog).


https://www.the-inheritance-experts.co.uk/younger-people-making-wills-in-the-pandemic/
https://www.civilsociety.co.uk/news/almost-half-of-millennials-and-generation-x-plan-to-leave-a-legacy-gift-in-their-will-survey-finds.html
https://farewill.com/articles/the-year-in-wills-report-2022
https://farewill.com/articles/the-year-in-wills-report-2022
https://www.theguardian.com/books/2020/jul/25/why-a-generation-is-choosing-to-be-child-free
https://fundraising.co.uk/2022/05/11/nearly-half-of-millennials-gen-x-currently-considering-a-legacy-gift/
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https://www.legacyforesight.co.uk/feature/
https://legacyfutures.com/resources/giving-tomorrow/
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With the cost of living crisis hitting hard and showing no
signs of letting up any time soon, this segment’s seriously
worth considering. Families are less likely to have space,
or perceive space, in their will for anyone outside of their
relation as the real value of their wills decreases, and
child-free millennials who are keen to start financial plan-
ning at a younger age could present a new opportunity to
invest in sooner rather than later.

Also interesting to note: about 37% of millennials are keen
on using a free will-writing service. Is there a potential to
offer these services to millennials to kick-start the legacy
conversation? And going one step further, is there an
opportunity to create a value exchange? Would Millennials
lbe more willing to donate to charity based on their will-
writing services, rather than spend that money on solici-
tors?

/[ Trends in Will Writing

Let’s consider some trends surrounding when people
are likely to write their first will, and by extension, how we
should think about starting the legacy conversation.

During the pandemic, the average age at which people
were writing their first will dropped from 58 to 47 - unsur-
prising, given the new ways in which we were all forced
to begin grappling with our own mortality. Since then,

the average has crept up to 49; though Covid-anx-

iety is easing away, it's still a notable decrease from
pre-pandemic times. And though 50 to 70 year olds are
still responsible for over half of the wills drafted, we're
expecting to see a steady amount of younger audiences
continue to draft wills.

On the surface, there's plenty of statistics that could indi-
cate the average age of will-writing to increase. The mile-
stones that traditionally could spur us towards consid-
ering the legal aspects of death, like first-time ownership
of significant assets or having a child, are on average
happening later in life. The average UK first-time home-
owner is now older than 30 for the first time, and the
average age of first-time mothers and fathers is inching
up. But more likely, these statistics indicate a need for new
ways of evaluating life’s milestones. The odds of a young

adult on a middle income owning a home in the UK
has more than halved since the early 2000s, and
increasing amounts of couples are choosing to have
fewer or no children at all. In part, this is down to a
combination of rising costs and stagnating earn-
ings, with disproportionate levels of wealth held by
older generations, but also down to a number of
social and professional reasons. More people are
choosing to go on to higher education, go travel-
ling, move around for work, and go down a number
of other life paths that will shake up our traditional
understanding of life stages. How this will shape will-
writing trends remains to be seen.

And what about legacies specifically? Despite the
cost of living crisis, legacy gift inclusion increased
by 8.7% from 2021 to 2022. The biggest increases in
legacy pledges came from the 61-70 demographic -
understandably, given that they’re disproportionately
targeted by legacy campaigns. Across the board,
cancer research and animal welfare were the most
common legacy causes. Notably, gifts to homeless-
ness and housing charities are also on the up, most
likely due to the cost of living crisis throwing these
issues into sharp relief, especially among 18-30 year
olds, where pledges to these charities increased by
approximately 156% o
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https://www.thegazette.co.uk/all-notices/content/103515
https://www.theguardian.com/money/2022/jan/22/average-uk-first-time-buyer-is-now-older-than-30-says-halifax
https://www.refinery29.com/en-gb/average-age-of-new-mum-uk
https://www.menshealth.com/uk/fitness/lifestyle/a40311398/too-old-for-fatherhood/#:~:text=Not%20just%20your%20dad%2C%20greying,increase%20since%20at%20least%202016.
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Social Media Marketing

In 2021, HBO’s smash-hit TV show Succession, which
follows a retiring billionaire and his family, intro-
duced a plotline in which one of the family members
decides to leave all of his money to Greenpeace
(and his heir promptly decides to sue Greenpeace).
Within 24 hours, Greenpeace had set up a Succes-
sion-themed legacy fundraising page, which was
visited by over 22,000 people, while their standard
legacy page saw a tenfold increase in traffic.

So What: Of course, these opportunities don't come
around often. But you don't need a TV show to nhame-
drop your organisation to get involved with pop
culture - there’s plenty of other ways. Greenpeace
showcased that it's not a bad thing to be playful and
funny with your legacy campaigning.

Demonstrating Value

WaterAid's 2022 campaign ‘What Jack Gave’ does

a great job of weaving together personal legacy as
well as the legacy created through a gift to WaterAid.
Jack’s story is told by both people close to him and
lbeneficiaries of the organisation, with the ad stating:
“Jack didn’'t meet everyone in this film, but his life
meant something to all of them.”

So What: The ad seamlessly shifts from internal value,
where we see Jack’s loved ones tell his story through
the objects he held dear, to the external value,

where we see someone Jack has never met before
holding a glass of water - an object that Jack gave
to her through his gift. It's a great way of emotion-
ally engaging the audience as well as demonstrating
tangible value.

Laat cultuur uw
nalatenschap zijn

Collaborative Fundraising

This ongoing collaborative legacy campaign in The
Netherlands aims to raise awareness for leaving a gift
to cultural organisations, such as museums, theatres,
and more. During their flagship week ‘Nalaten Aan
Cultuur’ or ‘Leaving A Cultural Legacy,” participating
institutions organise events (think open rehearsals,
museum nights, or paint workshops) at which nota-
ries are present to explain the how-to of leaving a gift.

So What: The initiative now features over fifty partic-
ipating organisations - a great example of how a
sector can combine their efforts to raise awareness
for legacy giving as an option, and myth-bust at the
same time.



https://www.theguardian.com/environment/2021/nov/27/successions-plot-twist-prompts-thousands-to-leave-money-to-greenpeace-in-their-wills
https://www.theguardian.com/environment/2021/nov/27/successions-plot-twist-prompts-thousands-to-leave-money-to-greenpeace-in-their-wills
https://www.dontpaniclondon.com/project/what-jack-gave/
https://nalaten-aan-cultuur.nl/2022/11/22/veel-belangstelling-voor-activiteiten-in-week-van-nalaten-aan-cultuur/
https://nalaten-aan-cultuur.nl/2022/11/22/veel-belangstelling-voor-activiteiten-in-week-van-nalaten-aan-cultuur/
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Legacy marketing campaigns need to evolve along-
side changing audiences, expectations of charity
fundraising, and technologies. Over the past years,
a number of key questions have been raised
surrounding the best ways to talk about death; how
to demonstrate the value of a gift that won’t have a
tangible impact until years later; and the best plat-
forms to be communicating this message through.

New audiences mean different expectations around
destigmatising death and grief, fostering open and
honest end-of-life conversations, and a perspec-
tive shift towards value-alignment when it comes to
engaging new supporters with your legacy offer.



[/ How Do We Talk About Death?

A quick trawl through the legacy landing pages of ten
large charities shows that none of them actually say the
word “death” on them. Legacy fundraising is still held back
by the antiquated idea that mentioning death decreases
a potential donor’s interest in leaving a legacy gift. And
to some extent it's true: people hate talking about death
and money. Which doesn’'t make a job that revolves
around death and money any easier.

But appetites are changing, and we're not doing ourselves
any favours by talking about death exclusively in euphe-
misms. On one hand, 41% of survey respondents cite

feeling uncomfortable about death as the main reason
they had avoided talking to their loved ones about their
post-life wishes; on the other, research by Macmillan
shows that 64% of people think we don't talk about death
enough in the UK. As a society, we need to shift towards
a more open and less stigmatised way of approaching
the readlity of death. The added benefit being that by
breaking down these stigmas, we could potentially be
driving more conversations about end-of-life wishes, and
the legacy opportunity that comes with those.

Compounding the problem is the fact that religious rituals
and artefacts are no longer capable of providing the
same emotional solace as they were fifty years ago. Not
only are Gen X and Millennials ageing up, and bringing
their largely secular beliefs with them; the Pre-War and
Baby Boomer generations are becoming less religious
year on year. In fact, Britain is the most secular it has ever
been. Which means we need to find new strategies to
cope with death - ones that don’t hinge on religion.

Essentially: the way we think and talk about death is going
to look radically different 50 years from now. Now is the
time to innovate, invest and prepare for this changing
understanding of death.

u (9 =5

We're already seeing some pioneers of this trend
emerge. We've got Death Cafes, which aim to open
up the discussion around death over a cuppag; the
rise of the Death Positive movement, which encour-
ages breaking the silence around death through
discussion facilitated at meetings, by art, and
through study; and, new (less ritualised) funerals,
from ‘FUNeral’ celebrations, to green funerals where
bodies are composted, or no-frills cremations.

[/ Memento Mori

In art, there’'s a trop known as a ‘Memento mori,’
referring to a Latin saying that translates to
“remember that you [have to] die.” Stemming from
Medieval times, Memento mori motifs are meant to
remind the viewer of the inevitability of death (think
skulls, hourglasses, wilting flowers, and the like).

So What: What is your version of the Memento mori?
How are you helping people come to terms with their
own mortality, and thus helping break down stigmas
and spur on thoughtful end-of-life conversations?


https://deathcafe.com
https://www.goldencharter.co.uk/news-and-info/2022/death-positive-movement/
https://healthnews.com/family-health/end-of-life-care/the-funeral-a-start-to-a-shared-grieving-process/
https://www.theguardian.com/society/2023/feb/19/human-composting-industry-deathcare#:~:text=Green%20burial%2C%20in%20which%20bodies,the%20body%20can%20be%20buried.&text=But%20of%20all%20the%20alternative,the%20most%20attention%2C%20said%20Doughty.
https://www.theguardian.com/lifeandstyle/2018/may/03/co-op-offers-no-frills-cremation-service
https://resources.freewill.com/planned-giving-marketing-donor-centric-strategies-to-secure-legacy-gifts
https://resources.freewill.com/planned-giving-marketing-donor-centric-strategies-to-secure-legacy-gifts
https://www.theguardian.com/voluntary-sector-network/2017/sep/14/death-money-charity-legacy-wills
https://www.theguardian.com/voluntary-sector-network/2017/sep/14/death-money-charity-legacy-wills
https://biscuittin.co.uk/news/death-remains-one-of-the-last-taboos-according-to-research/
https://www.macmillan.org.uk/_images/no-regrets-talking-about-death-report_tcm9-311059.pdf
https://www.open.edu/openlearn/health-sports-psychology/health/the-language-used-during-end-life-care-matters
https://www.open.edu/openlearn/health-sports-psychology/health/the-language-used-during-end-life-care-matters
https://www.kcl.ac.uk/policy-institute/assets/lost-faith-the-uk%27s-changing-attitudes-to-religion.pdf
https://www.kcl.ac.uk/policy-institute/assets/lost-faith-the-uk%27s-changing-attitudes-to-religion.pdf
https://www.kcl.ac.uk/policy-institute/assets/lost-faith-the-uk%27s-changing-attitudes-to-religion.pdf
https://www.birmingham.ac.uk/news/2022/is-religion-dying-in-england-and-wales
https://www.birmingham.ac.uk/news/2022/is-religion-dying-in-england-and-wales
https://www.tate.org.uk/art/art-terms/m/memento-mori#:~:text=Memento%20mori%20is%20a%20Latin,candles%2C%20fruit%2C%20and%20flowers.

/| What Makes A Good Campaign?

So what does make a good legacy campaign? And how is
this changing? We won't tell you to tug on your audience’s
heartstrings - you already know this. And it’s hard to tap
into emotions when your audience has likely seen it all
before. So how do you inspire nonetheless? Here’'s some
takeaways from our research:

1. Focus on what inspired, rather than what’s inspiring
- what inspired you to get into this role? Could it inspire
someone else to leave a gift?

2. If someone in the process of writing a will is asked if
they'd like to leave a gift, the rate of donation roughly
doubles. It's crucial to invest in the visibility of your legacy
campaign.

3. The legal and tax aspects of these gifts can be incred-
ibly daunting - how do you make it as easy as possible for
your supporter to leave a legacy? Are you providing legal
and administrative resources and support?

4. Whilst talking about death and dying can often feel like
a minefield, it doesn’t necessarily mean you can't take a
lighter approach. Take Greenpeace'’s Succession legacy
campaign - using humour to break down barriers isn't
necessarily a bad thing.

5. As with all campaigns, the ability to test, learn and
adapt is key. And while fast-paced decision making can
be daunting to fundraisers, successful campaigns don't
have to be complex or high-budget.

6. And crucially, are you weaving your legacy message
into other communications? The best legacy campaigns
don't just focus on acquisition but market through existing
charity channels. And while other fundraising teams may
not feel comfortable talking to ‘their’ audiences about
death - part of breaking the taboo is to incorporate your
legacy offer into other communications. This means

all your fundraisers understand the legacy message,

are comfortable with it, and have the skills to further

the legacy campaign themselves. Legacy fundraising
shouldn't be siloed.

u (@) =

/| Demonstrating Value

As with most charity campaigns, showing impact

is at the heart of legacy fundraising. But it can be
difficult to show the value and impact of a legacy
when gifts aren’t received until many years, maybe
decades, later. How do you convince your poten-

tial donor of the value that their gift will bring to your
organisation? And in a time where transparency
about funding is so important to the donor, how do
you show them where their money’s going, when you
can’t plan that far into the future?

One way of demonstrating value is showing

the impact of current legacies, all the work your
charity does now, and how legacy income keeps
that afloat - even if its current value is sometimes
obscured. Cancer Research UK’s ‘Two Thirds of
Spring’ campaign is a great example of this: they
partnered with the Royal Philharmonic Orchestra to
recreate Vivaldi’'s Spring composition, but removed a
third of the notes to reflect the impact that one third
of funding (aka their legacy income) has on their
research.

Another way of thinking about it is to consider a
mindset change. Current legacy campaigns tend to
be formatted around a structure of “you already


https://www.youtube.com/watch?v=vdqSPAQYGXg
https://www.youtube.com/watch?v=vdqSPAQYGXg
https://donorbox.org/nonprofit-blog/legacy-fundraising
https://donorbox.org/nonprofit-blog/legacy-fundraising
https://www.theguardian.com/environment/2021/nov/27/successions-plot-twist-prompts-thousands-to-leave-money-to-greenpeace-in-their-wills
https://www.theguardian.com/environment/2021/nov/27/successions-plot-twist-prompts-thousands-to-leave-money-to-greenpeace-in-their-wills
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
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support this charity, continue supporting them after you
die.” But maybe a better question to ask is: “what are
your values during life, and how do you keep representing
those after you die?” Especially as the demographics
we're targeting change, and we begin seeing the impor-
tance of value-alignment for younger Gen X and Millen-
nials seep into how we formulate our legacy campaigns.
How do we change the mindset around legacy giving

to shift from simply continuing charity support towards
continuing to embody our values after we pass?

And the same goes for within charities themselves. Lega-
cies remain a fairly reactionary area of the third sector.
With many organisations working on short-term ROI, espe-
cially throughout the enduring cost of living crisis, with the
focus being squarely on keeping the lights on, it can be
hard to justify investment in something that won't yield
returns for years. But legacy audiences are changing, and

What are your values
during life, and how do you
keep representing those
after you die?

we can't simply continue to rely on our old methods of
fundraising in the hopes that they’ll continue to be resil-
ient. It's time to invest in the future by investing in legacy
innovation.

/[ Digital Fundraising

Knowing where to reach your donor is equally as impor-
tant as it is to fine-tune your messaging. With the
pandemic pushing both charities and their supporters
increasingly online, legacy fundraisers’ adoption of digital
technologies is soaring. In 2022, digital accounts for about
one-fifth of legacy fundraising budgets on average, and
one hour in every six spent by a legacy team. Yet at the
same time, confidence in their own abilities and approach
remains low.

But the importance of digital fundraising isn't going
anywhere. And while charities may be starting to adopt
Facebook and Twitter, there’s plenty of growth oppor-
tunities in Instagram, YouTube, LinkedIn and TikTok, all of
which are gaining appeal with older audiences (yes, even
TikTok).

In fact, we've got some myth-busting to do about
reaching older audiences - the idea that they don't ‘do’
technology comes up time and time again. But is there

any truth to it? At the moment, about 54% of adults
aged 75 years and over are recent internet users, a
number that has nearly doubled since 2013. Adults
aged 65 years or older are now Facebook’s fast-
est-growing demographic, while Gen X's presence
on the platform is actually decreasing. Whilst it’s true
that older adults are overall less likely to use digital
technology and social media than their younger
counterparts, the idea that they don't live online at all
is largely ased on ageist stereotypes (and actually
has a serious impact on older adults’ self confidence
and willingness to further develop digital skills). So
how are you making sure your way of reaching these
audiences is keeping up with demographics?



https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2020
https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2020
https://thesocialshepherd.com/blog/facebook-statistics#:~:text=The%20largest%20Facebook%20audience%20in,19%25%20of%20total%20potential%20reach.
https://thesocialshepherd.com/blog/facebook-statistics#:~:text=The%20largest%20Facebook%20audience%20in,19%25%20of%20total%20potential%20reach.
https://ir.lib.uwo.ca/cgi/viewcontent.cgi?referer=https://www.google.com/&httpsredir=1&article=1141&context=fimspub
https://www.forbes.com/sites/forrester/2018/05/23/millennials-call-for-values-driven-companies-but-theyre-not-the-only-ones-interested/
https://www.forbes.com/sites/forrester/2018/05/23/millennials-call-for-values-driven-companies-but-theyre-not-the-only-ones-interested/
https://www.forbes.com/sites/forrester/2018/05/23/millennials-call-for-values-driven-companies-but-theyre-not-the-only-ones-interested/
https://www.rememberacharity.org.uk/media/bybhy3vy/legacyresiliencereport_2020_final.pdf
https://www.rememberacharity.org.uk/media/bybhy3vy/legacyresiliencereport_2020_final.pdf
https://www.legacyforesight.co.uk/wp-content/uploads/Legacy-Fundraising-twopointzero-2021.pdf
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
https://www.civilsociety.co.uk/fundraising/growing-legacies.html
https://www.theguardian.com/technology/2022/may/18/older-people-using-tiktok-to-defy-ageist-stereotypes-research-finds
https://www.theguardian.com/technology/2022/may/18/older-people-using-tiktok-to-defy-ageist-stereotypes-research-finds

Reminders of Mortality

The WeCroak app is based on a Bhutanese folk
saying: “to be a happy person, one must contem-
plate death five times daily.” Five times a day, the

app sends a notification at random moments to
encourage you to think about death. Essentially, it
encourages you to accept what we all have to accept
(mortality), let go of things that don’t matter and
honour the things that do.

So What: The app not only helps break down the
stigmas we have around death by normalising its
contemplation, it also encourages its users to use this
line of thinking to focus on the values they want to
hold while they're alive.

Humour and Death

Ladder Life Insurance is building their brand on a
dark humour niche: they’re making life insurance so
good, “they’re gonna want you dead.” Unlike most life
insurance brands, which try to avoid reminding their
customers of the potential for death, they’re drawing
eyeballs by creating funny advertising skits based

on attempted-murder plots. They even end with the
disclaimer: “But seriously, intentionally killing a policy-
holder will void all life insurance benefits.”

So What: Ladder is proving that humour has a place
in even the most serious of campaigns. Just because
your product is focussed on death, doesn’'t mean that
you can’'t make light of it - in fact, Ladder has gained
serious praise for making death and preparing for it
more relatable and less overwhelming.

Dvin
Mo%tegrs

Open Conversations

Hospice UK’s ‘Dying Matters’ campaign works with
grassroots communities around the UK to get people

talking and openly sharing stories about dying. The
end goal? To reduce the associated stigma. Events
range from talks about dying from academics and
professionals, to informal community chats about
death, and workshops in compassionate talking.

So What: Hospice UK's campaign is a comprehensive,
widespread effort to get people to think about death
in a different way - whether that's by just opening up
about their experiences, understanding it better, or
raising awareness for their goal this year (improving
bereavement support in the workplace). How are

you breaking down the stigma around death in your
legacy campaign?



https://www.wecroak.comhttp://
https://www.adweek.com/creativity/ladder-the-murder-obsessed-life-insurance-company-is-back-with-a-new-ad/
https://www.hospiceuk.org/our-campaigns/dying-matters
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As we continue to spend more and more time online,
owning digital assets is becoming increasingly
common. In fact, the value of digital assets in the UK
is estimated to stand at a huge £25b. Yet, currently,
only a tiny percentage of people include digital assets
in their wills.

As we're beginning to become more aware of the
potential value of these assets, new companies

and organisations are beginning to tap into this
opportunity to provide services for digital legacy
management. From cryptocurrency to NFTs and
online purchases, the financial implications for char-
ities could be significant. As the digital landscape
continues to evolve, expect to see more organisa-
tions preparing for the changing dynamics of estates
and begin to leverage the opportunities presented by
innovative asset management.




Typically, when writing a will, we all consider the same
things. Property, valuables - tangible, physical assets
that you can bequeath. But as the world changes, so
does the footprint that we leave on it. With most of us
now spending a significant amount of time online, it’s
lbecoming more common for us to own digital assets. This
could be a wide variety of things - essentially, anything
we own that’s virtual instead of physical. Emails, photos,
ebooks or music that we've bought, our social media
accounts, welbsites we own, or, crucially, any cryptocur-
rency we've invested in.

While most of these have little to no significance, some of

them could be hugely valuable. On a base level, we can
split these up into sentimental (think photos, social media
accounts, etc) value; practical value (soy a Kindle stocked
with books, a digital collection of purchased recipes, or
licensed software); and monetary (this is where cryp-
toassets come in). Currently, the value of digital assets

in the UK has been estimated to be worth a whopping
£25bn. But what happens to these assets when we die?

Only about 5% of people include digital assets in their wills,
despite 77% saying they have sentimental digital assets,
and 35% saying they have assets of monetary value. In
fact, about 25% of consumers say that no one would be
able to access their digital content after their deaths. With
the rise of digital assets, we're seeing more and more
attention focused on digital asset management.

On the sentimental side, we've got companies like Apple
launching digital legacy services, where you can now
designate up to five people who can access your iCloud
data after you die. On the monetary side, we've seen
the first professional body dedicated to digital legacy,
the Digital Legacy Association, was launched in 2015

at Hospice UK’'s annual conference, with the purpose of
de-mystifying digital legacy.

For charities, understanding, valuing, and managing
digital as well as physical estates is going to become
an increasingly large part of legacy management

in the future. So how do you help your supporters on
their journey?

/[ Cryptoassets

It's difficult to pin down exactly how many people in
the UK own cryptoassets now, with research varying
from about 6.2% of UK adults, to as many as 18%.
Regardless of the exact percentage, we know it’'s not
an insignificant portion of the population, and only
stands to increase. And as owning crypto becomes
more common, it's important to acknowledge the
importance of including digital assets in wills.



https://triple-a.io/crypto-ownership-united-kingdom-2022/#:~:text=We%20see%206.2%25%20of%20UK,rapidly%20from%204.95%25%20in%202020.
https://www.standard.co.uk/business/gemini-uk-cryptocurrency-ownership-blair-halliday-fca-b992272.html
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.parkerbullen.com/news/what-are-digital-assets-in-a-will/#:~:text=A%20digital%20asset%20would%20refer,Cryptocurrencies%2C%20such%20as%20bitcoin
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.theverge.com/2021/11/10/22774873/apple-digital-legacy-program-comes-to-ios15-iphones-macs
https://digitallegacyassociation.org

Take Gerald Cotten, the founder of Canadad’s largest
cryptocurrency exchange, who left £145m worth of client
money locked in inaccessible wallets after his passing. In
order to prevent similar situations from occurring in the
future, innovative companies like Vaultl2 and 2heavens
are creating ways to transfer digital wallets after an
investor’s death, or even building a will on the blockchain
and coding it through NFTs.

In the future, there’s a potential opportunity for charities
to expand their legacy income by embracing this shift
towards digital assets. In fact, as the financial landscape
evolves, we've already begun to see people leave crypto
gifts to charity. In fact, there's been a huge rise year on
year in charities accepting crypto donations, and many
legacy teams already have the policies and technology in
place to do so.

The current value of digital
assets in the UK stands at
a whopping £25bn.

There's a couple of things to consider with this future in
mind. Firstly, do you even accept cryptocurrency legacy
gifts? Maybe your risk approach doesn't allow for it (crypto
is notoriously volatile, after all), or the environmental
impact required to manage transactions doesn’t align
with your organisation’s values. And if you do accept
crypto legacies, do you have a policy in place, and the
skills in-house to manage a digital estate? Ultimately, we
expect digital assets, and thus their inclusion in estates,
to become increasingly prevalent over the next decade,
whatever this may look like. How are you preparing for the
changing landscape of estates, and how is your legacy
offer adapting to support your audiences through these
changes, as well as take advantage of the opportunities
presented by new, innovative types of asset manage-
ment? o



https://www.farrer.co.uk/news-and-insights/tips-for-executors-of-an-estate-containing-cryptoassets/
https://www.prnewswire.com/news-releases/vault12-launches-digital-inheritance-to-safely-pass-on-digital-assets-to-the-next-generation-301158119.html
https://blog.tatum.io/2heavens-the-story-behind-the-digital-inheritance-app-and-how-tatum-aided-its-development-5d6913d46329
https://www.ellisjones.co.uk/news/caution-for-all-trustees-of-charities-over-crypto-legacies/
https://www.ellisjones.co.uk/news/caution-for-all-trustees-of-charities-over-crypto-legacies/
https://www.withersworldwide.com/en-gb/insight/read/crypto-legacies-key-questions-for-uk-charities
https://www.withersworldwide.com/en-gb/insight/read/crypto-legacies-key-questions-for-uk-charities
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
https://www.goughs.co.uk/news/digital-inheritance-what-happens-to-your-online-assets-when-you-pass-away/
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‘I Will Always Be Me’

In 2022, the MND Association launched an e-book
called ‘I Will Always Be Me’, which banks people’s
voices as they read it out loud, with the hopes that
they can still sound like themselves through commu-
nication devices if and when needed. On top of that,
the e-book experience is designed to be a shared
experience for family and friends to be a part of.

So What: Voice banking has traditionally been impor-
tant for those diagnosed with MND, but so far has
been time-consuming, laborious and lonely for the
person doing it. ‘I Will Always Be Me’ offers a far more

efficient, connective and accessible way of doing this.

How can we use similar technologies as part of our
legacy, in—-mem, or tribute fundraising?

Posthumous Conversations Celebrating Life After Death

HereAfterAl aims to let people talk to their deceased
relatives - based on four hours of interviews they
had about their lives and memories, the Al creates a
version of a person’s loved ones to talk to long after
they're gone. The company acknowledges that the Al
can’'t bring back someone from the dead, or elimi-
nate grief, but instead lets memories last.

Between 2020 and 2023, Whithey Houston went on
tour again. Not in person, but as a projected holo-
gram version of herself. Through a combination of

projectors, plexiglass and LED screens, the singer is
making a posthumous comeback.

So What: Although technologically complex, this is a
great example of different ways we can celebrate life
after death. If we want to approach death in a more
positive way, are there lessons your organisations can
borrow for your in-mem or tribute offer?

So What: Essentially, the Al lets us build avatars that
act as a vessel for memories of lost ones. There's
a million different ways that we’ll be able to keep
people’'s memories alive after they’ve passed - how
will that factor into your fundraising or service offer?


https://www.mndassociation.org/media/latest-news/i-will-always-be-me-worlds-first-e-book-banks-your-voice-launched
https://www.technologyreview.com/2022/10/18/1061320/digital-clones-of-dead-people/
https://www.whitneyhouston.com/tour/an-evening-with-whitney-the-whitney-houston-hologram-tour/
https://www.whitneyhouston.com/tour/an-evening-with-whitney-the-whitney-houston-hologram-tour/
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Investing Iin

Legacy

Legacy remains a reactionary area of the
sector. With most organisations feeling the
pressure from the cost of living crisis and
focussing on short-term ROI, as well as lega-
cy’s historic resilience, long-term investment
may be left to the wayside. But as competition

for a piece of the pie increases, investing in
legacy is investing in the future of your charity.

Free Will-Writing
Services

Our research shows that large amounts of
Millennials and some Gen X have high levels of
interest in using free will-writing services. This
begs the question: would younger audiences
lbe more willing to donate to a charity based
on these services, rather than spend that
money on solicitors? Is there an opportunity
for value exchange?

2/f

5/

Changing Expec-
tations

As legacy audiences evolve, so do expec-
tations for your legacy offer and how you
market it. New donors expect tangibility,
transparency, and control. They want to
see the impact that their gift is going to
make. How are you evolving your strategy
to meet the standards that new audi-
ences are setting?

Value

Legacy audiences want to understand the
impact of their gift. With marketing histor-
ically erring towards the message: “You
supported this charity throughout your life,
continue to support it after you pass,” how
do we change the message to “what are
your values during life, and how do you
keep representing those after you die?”

3/
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Engaging Younger
Audiences

Gen X and Millennials are keen to get a
headstart on their end-of-life financial
planning, yet are often ignored by legacy
marketing. How dre you investing in your
future by engaging these younger audi-
ences sooner rather than later?



6/

Open Conversa-
tions

We need to stop avoiding death and start
driving open conversations about it. How can
your organisation lead the charge on normal-
ising open dialogue and breaking down
stigmas by refreshing the way you approach
death?

Collaborating On
Messaging

Collaborating across the sector, or across
missions, can be a great way to ensure that
you raise awareness about legacy gifting
among a wider audience. Consider whether
or not collaborative campaigning could be
a good way for you to get your message out
there whilst pooling resources.

/]

De-Mystifying
Legacy

Estate management and bequests can
be incredibly daunting, especially for first-
time will-writers. The opaque nature of
the topic can be a barrier to entry for your
supporters, regardless of how good their
intentions are. How do you help de-mys-
tify the process, and make it as easy as

possible for your supporters to leave a
gift?

As society becomes more secular, the
norms around death are changing. To
some extent, they're yet to be redefined.

Is there an opportunity for your organisa-
tion to innovate in this space, and connect
with your supporters around new ways of
exploring death and grief?

8/

®
Incorporating
Legucy
Legacy is too often siloed away from other
fundraising teams. But a good campaign
weaves the legacy message throughout
all communications with your supporters.
Are all of your fundraisers, legacy or not, on
the same page about the legacy message,

and are they equipped with the skills to
further the campaign?




o o
11 I I Digital Fund-
® o
raising
The pandemic pushed fundraising as a whole
into the digital space, and demand for this is

unlikely to decline any time soon. To get the
most out of these new platforms, ask your-
self if your team has the necessary skills for
digital fundraising, how to build your team’s
confidence in this, and whether you have the
structure to allow for the fast-paced decision
making that works best online.

12//

Exploring Cryp-
toassets

Your supporters dre amassing increasing
amounts of valuable digital assets. From
crypto investors to NFT owners and valu-
able web3 retail purchases; do you have
the skills and expertise to support your
donors in this area? Have you got the
due processes in place when it comes
to accepting and transacting in digital
assets?

13/

New Tech &
In-Mem

New technologies are shaping the ways in
which we're able to celebrate and experi-
ence life after death. How can you leverage
innovation in these areas to shake up your
in-mem and tribute fundraising offer?




Understand Your
Current Audience

Boomers will be making up the majority of deaths for
the foreseeable future. Are you prepared for this audi-
ence? Check out how Good Innovation recently got to
the bottom of the Boomer Women audience here.

Investing In Future
Innovation

With the legacy market getting more crowded, are you
investing in the future? Consider how Gl might be able
to help you set up your team for innovation success by
looking at our work with Guys & St Thomas’ Trust here.

Creating ANew
Legacy Offer

Evaluate your legacy offer holistically - is it time for
a refresh? Look here for how Good Innovation could
help build opportunities by bringing together organi-
sational, market, and audience insight.

your donors? If you're interested in collaborating

Investing In Younger
Audiences

Consider how you're investing in your future by
engaging younger audiences with your legacy offer
sooner rather than later. See how Good Innovation
could help you with your audience insight here.

Demonstrating Value

How are you demonstrating the value of a gift to

on creating shared language for impact, consider
looking at our upcoming Impact Collaboration here.

Evolve Your in-Mem
Fundraising

Although distinct products, in-memoriam and tribute
fundraising often fall under the same banner as
legacy does. Check out how we could help apply
these insights to your in-mem offer here.



https://www.youtube.com/watch?v=iBrcVAZY0Is
https://goodinnovation.co.uk/our-work/parenting-insights
https://goodinnovation.co.uk/our-work/diversifying-shelter-s-income-with-commercial-proposition-innovation
https://goodinnovation.co.uk/our-work/in-memory-fundraising-product-for-national-trust-scotland
https://goodinnovation.co.uk/our-work/training-guy-s-and-st-thomas-charities-in-the-npd-process-innovation-sprint-and-new-fundraising-ideas
https://goodinnovation.co.uk/good-thinking/the-future-of-charity

Template

HORIZON SCAN
WORKSHOP IN A BOX

TRENDS TO IDEAS
WORKSHOP

This workshop is split into three
parts:

Part one is designed to help you
quickly be able to articulate unique
opportunities for your legacy offer,
and then leverage the power of
trends to generate lots of ideas.

Part two helps you select the most
promising ideas and expand then in
more detail.

Part three will help you prioritise
which ideas to focus on now.

(®© 15 minutes to prepare

¥ 60-90 minutes to collaborate

& 3-8 people recommended

GOOD

FUTURES
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Before you get started ...

A little bit of preparation goes a long way with this
session. Here’s what you need to do to get going.

® 15 minutes

Choose 3 areas you want to focus on

In a short session it's better to focus your time and energy
on fewer areas (ie. engaging a specific audience, talking
about death differently, etc), but going into more detail.
We recommend 3 max for each session.

Set the stage for creativity and inclusivity

Create the right environment for creativity, collaboration
and optimism by setting out some simple ground rules for
ideation:

. Encourage wild ideas (If none of the ideas sound a bit
ridiculous, then you are filtering yourself too much.)

. Defer judgement (Don't like an idea, don't think it's
possible, heard it all before? Keep it to yourself. Be
constructive, not destructive.)

. Build on the ideas of others ("l want to build on that
idea" or the use of "yes, and...")

. Stay focused on the topic at hand. (Try to put your
emails on mute and your phones on silent).

. Have one conversation at a time. (It's easy to get
distracted by the next shiny idea. Give space to finish
the idea. Try not to talk over each other.)

. Be visual (Draw and/or upload to show ideas,
whenever possible.)

7. Make space for thinking (Some people need
inspiration and energy from others in order to be
creative. Some need quiet in order to reflect and
consider. Flex to a variety of learning and creative
styles in your session).

. Go for quantity (Try to come up with as many ideas as
possible in part 1. Parts 2 and 3 will help you refine
and prioritise).

Need a bit of facilitation help or more inspiration?

Check out the members area of the Good Futures
website for more trend inspiration. Or get in touch
with the team to find out more about how we can
help turn ideas into impact.

Open the website -

Refining the 'How Might We....'

Use the areas you picked prior to the workshop as
stimulus to unpack a range of problems, opportunities and
needs for your organisation. Articulate these as "How
might we .." Work individually or in pairs to come up with
as many HMW as possible. Share back your most

promising statements after 10 minutes.

® 10 minutes

EXAMPLE

How might we engage Gen
X audiences?

QuesTion

How might we... [insert
problem statement here]?

QuesTIoN

How might we... [insert
problem statement here]?

QuesTIon

How might we... [insert
problem statement here]?

auesTion

How might we... insert
problem statement here]?

QuesTIoN

How might we... [insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTIon

How might we... [insert
problem statement here]?

EXAMPLE

How might we break down
stigmas around death and
dying?

auesTion

How might we... [insert
problem statement here]?

QuesTion

How might we... [insert
problem statement here]?

QuesTIoN

How might we... [insert
problem statement here]?

auesTion

How might we... insert
problem statement here]?

QuEsTIoN

How might we... [insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTIon

How might we... [insert
problem statement here]?

EXAMPLE

How might we better
demonstrate the impact of
legacy donations?

auesTion

How might we... [insert
problem statement here]?

QuesTion

How might we... [insert
problem statement here]?

QuesTIon

How might we... [insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTIoN

How might we... [insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTion

How might we... insert
problem statement here]?

QuesTion

How might we... [insert
problem statement here]?

Fundraising Ideation in Pairs

In your pairs, break out into your "duo brainstorm space" by fundraising brainstorming ideas and placing them into
the template. Alternatively, silently brainstorm solo. Encourage people to go for quantity.

Use the HMW statements as a start point for ideation.

® 20 minutes

Brainstorm as a Group

Have everyone move their ideas
have the team silently read throug
topics or similarities. Discuss and
and..." and build on the ideas of o

@ 15 minutes

Ak A A -

To help you go from inspiration to action, This workshop is split into three parts:
we've created a handy ‘Workshop in a box’. 1. Designed to help you quickly be able to

articulate unique opportunities to expand
This toolkit will guide you through a 90 your legacy offer.

minute creative session, designed for 3-8 2. Helps you select the most promising
people. ideas and expand then in more detail.

3. Will help you prioritise which ideas to
focus on, which ones might need a bit
more thought, and which ones are (quite
frankly) a bit crap.

Download the kit here or visit the Mural.


https://goodfutures.co.uk/assets/uploads/WIAB.pdf
https://app.mural.co/t/goodinnovation4996/m/goodinnovation4996/1685529374907/cc9977dd2558a128beb4fd50df01a03a71d453de?sender=uda946e9849766d2e75281431

CONTACTUS

Want to discuss how you can use the
horizon scan as an opportunity to
innovate?

We're here to help.
Get in touch.

GoodFutures@goodinnovation.co.uk

Subscribe to Good Futures to access
the full report heref/
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