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Who are we?

Beacon Collaborative is a collective impact movement working 

to increase the amount of philanthropy from wealthy people in 

the UK. It seeks to effect change in a number of ways, including 

conducting and publishing research into philanthropy, 

convening and facilitating networks of charities to develop best 

practice and streamline sector strategy, and acting to amplify the 

voice of the nation’s philanthropists. Beacon’s mission is 

underpinned by research indicating that an extra £2billion per 

year could be generated for British civil society if 

philanthropists could be more effectively engaged in giving.

Savanta is a fast-growing data, market research and 

advisory company. We inform and inspire our clients 

through powerful data, empowering technology and high-

impact consulting. All designed to help our clients make 

better decisions and achieve faster progress.. Savanta offers 

clients a full range of intelligence services, including:

• Bespoke research- Tailored solutions built using specialists 

from Savanta’s Industry and Methodology Practices

• Data collection and analysis- Access to 100 million 

respondents through a proprietary technology platform

• Intelligence products- Including the BrandVue and 

MarketVue reputation tracking solutions
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Who are we?

Lisa joined Beacon in October 2019 as 

Programme Manager. Her varied history 

includes RAF service, humanitarian 

demining, grassroots international 

development across Africa and a 

technology incubator in India.

Steve is a senior consultant at Savanta. As 

a wealth specialist, Steve is experienced in 

researching high net worth audiences in 

sectors including banking, luxury goods 

and philanthropy. Steve worked 

extensively on the research with Vic, 

interviewing individuals & groups and 

conducting analysis

Vic is a research director at Savanta with 

over 14 years experience of conducting 

qualitative research. She's focused on 

what wealth means in people's lives and 

how this informs a variety of choices in 

their philanthropy, banking and lifestyle. 

Vic worked extensively on the research 

leading fieldwork and analysis
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Some context…

There is an increasing number of 

socially mobile millennials earning 

significant amounts of money there is 

the potential to tap into younger donors 

as major donors of the future.

While younger donors are passionate, they face 

barriers to engaging more deeply

• Personal / professional overload

• Future financial uncertainty

• Negative perceptions around how donations are used

£5.5tn
is set to transfer 

between generations in 

the UK by 2022 



We set out to explore 

what it would take to 

engage young wealthy 

donors more deeply 

with charitable giving
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The basics…

In October and November 2020, The Beacon 

Collaborative, in partnership with Arts Council 

England and Savanta ran a programme of research 

that engaged qualitatively with 

27 young wealthy donors from all around the UK*

We explored

• Their current giving behaviours

• What stops them from engaging more deeply

• What might encourage greater engagement

*Wealthy defined as: £70K personal income or £150K household 

income and/or Investable assets above £250K 
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And what we 

learned 

surprised us…
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Today we’ll take you through…

How they 

give today

What already 

encourages more giving

What do they want to move 

to greater engagement
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Giving behaviours are:

• Unstructured and rarely considered holistically

• Forgotten and seldom reviewed

• Infrequently spoken about in public

• Emotionally rewarding but only temporarily

Giving is hidden, unplanned 

and though rewarding, this 

feeling doesn’t last
I thought I’d just do the Direct 

Debit and that, sort of, gets me on 

the right side of God, and I’ll go to 

heaven. It's the feeling of, ‘Oh, 

that makes me a good person’. 

But I can’t really find the time 

to do the other stuff
-

South East

“
“
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Young high earners see charity as: 

• Small scale, often local

• Solving an immediate need

• Very personal

And they don’t: 

• Link systemic change to charitable giving

• Have a clear view on the role of charity in society

• Talk about charity in the same way as the sector

They think about charity 

differently from the sector

I think that's probably because my 

situation or scenario would 

probably be a smaller, personalised 

local charity whereby the difference 

that I'd make would significantly 

change someone's life.

-

Midlands

“
“
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Young high earners use language you use, but in a 

different context:

And while they use the same 

words as the sector, it means 

something different It’s all about trying to make a 

difference, so personally if you've put 

on an event, if that event is a success 

…and once it's running, you're just 

going to feel happy that these people 

are putting their, as everyone else said, 

their time, their money, their everything 

towards a cause that you believe in

-
North

“
“

Impact

• Highly personal, and very contained

Meaningful giving

• Emotion leads

• The act, not the outcome

Activism

• Political pressure, not charity’s remit



More engaged donors felt closer to their giving 

because they built more knowledge by:

• Individual volunteering

• Fundraising with colleagues or friends

• Happenstance reveal of charity’s role in society

• Coming across charities or need through their work

And others made use of structure to more easily fold 

giving into their world: 

• Through the workplace

• Via legacy gifting solutions

Greater giving and engagement 

is currently fostered through 

individual effort or chance, 

but structure can engage too

By pure chance I dropped off my kids’ 

old stuff and I had a packet of nappies, 

and the girl that was working said, 

'Oh, thank goodness, I've just had 

social on the phone looking for nappies 

for a new mum,' and I just couldn't 

believe that they were phoning the 

charity to try and get additional help.

-
Scotland

“
“

12



13

Many want to do more, know more, engage more – if not 

now, then certainly later in life. 

But there are barriers to doing so

• Time – they’re busy and their focus is elsewhere

• Desire – it seems like a lot of work and effort on their part, 

do they really want to do more

• Knowledge – how do they even go about doing something 

more meaningful

• Fear – of not doing it right or being judged by their peers

While they want to do more, 

life gets in the way – and 

they think it’s going to be 

hard work to do more

I know from my own personal 

experience that whenever I wanted to-, 

whenever I thought about supporting a 

charity, I personally am the one who 

has done the work to actually find out 

about it. I don't think there's been that 

much clear information that's been 

given to me. 

-
Midlands

“

“
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Young high earners want charities to lay out some terms for 

engagement by:

• Telling me what is needed (don’t just ask for more)

• Be transparent with requests

• Be direct and functional

If we can take some of the 

effort away and create a greater 

understanding of why it’s 

worthwhile there is scope to 

engage more closely

I think it would be good for potentially 

some charities to showcase and highlight 

ways that people could help them as well, 

like rather than it potentially just being all 

money they could actually send out either 

an email or some sort of correspondence 

saying, 'Look, this is what we're looking 

for, for someone to do for us,' or, 'These 

are some of the roles that we would 

appreciate someone to step into.
-

Scotland

“
“
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Young high earners think that giving to the arts:

• Is less important – the sector is assumed to be well 

funded – by richer people or through tickets etc.

• Doesn’t (typically) feel ‘in crisis’

• When arts and culture supports other charitable 

objectives – it’s well received, but not really understood

Looking at arts and culture 

provides a clear picture of 

many of these challenges
It just doesn't make sense 

to me, personally, but it 

doesn't feel like they are 

needy of the £100, £1,000 

that I'm going to donate 

-
London

“
“



So what can we 

do about this?
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Things to think about:  

• Communications and language

• Make everything personally relevant 

• Bridge the middle ground between easy direct debits and 

the perceived commitment of volunteering 

• Innovative new fundraising ideas

• Work on strategic collaborations between organisations

• Link volunteering and donating

• Create aspirational donation levels

The time is now to 

build relationships with 

future major donors 

There is a huge potential for this group to become 

major donors of the future.  

They need the tools to visualise greater giving goals. 
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Wealth creators are not homogenous and 

there is not a one size fits all solution

Good intentions, 

time poor

Locally focussed, 

money and more

Giving together, 

experience seekers

Change makers, 

systemic outlook
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Baby loss is still quite a taboo, it 

certainly came on in the last few years 

in terms of people being a bit more open 

about it, and you have baby loss 

awareness and everything, but 

compared to where it was maybe even 

five years ago, I certainly wouldn't have 

talked about it, even though I was giving 

money to that cause.

Scotland
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Explain how… 

• Your activities are charitable

• Complementary interventions are needed to make 

sustainable impact and that each donation is a key part of a 

giant jigsaw to achieve all the SDGs/goals 

• Your organisation fits into the bigger framework 

• Solutions can address the causes and not the symptoms

Create and maintain…

• An emotional tie to the wider view of sustainable change 

by localising it

• A connection that unlocks conversations about issues with 

personal resonance to the donor, and allows giving to be 

part of their identity 

• A big picture story about working together, perhaps in 

partnership with other charities

Charitable giving, 

lifestyle choices and 

activism should be 

linked using examples 

and by collaborations 

for storytelling 
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I have probably swayed more 

towards going on a personal level 

as opposed to donating to the 

bigger charities where I don't really 

know how the amount of money, I'm 

giving would make a difference on 

the grand scheme of things.

Midlands
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• Understand the common misconceptions; adopt 

language to overcome

• Use events and volunteering as an opportunity to 

explain more

• Partner with corporates to support employee knowledge 

• Work with schools to educate school leavers

• Translate concepts they might express in terminology 

drawn from the private sector into that used in the 

charity sector

• Use animations or videos to give a quick and easy 

understanding of how the charity sector works, where 

your organisation fits into the landscape, and how their 

money is used

• Negative media coverage is off-putting – it needs to be 

countered with positive stories of how charities are run 

as well as impact on beneficiaries

Use language and 

stories that can be 

understood and are 

used in a professional 

environment 
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We're helping these people here, these 

children here,' actually start using 

their names and then telling us the 

stories of this is where they were and 

then showing us the actual, specific 

person who benefited, so we can see 

the transformation of where they were 

before to where they are now. 

London



• Make impact stories simple, jargon free and obvious

• Use positive stories with named individuals but avoid poverty 

porn – make it something that could happen to them

• Quantify the effect of a donation and then situate it in the 

wider picture

• Make your ads appropriate to the time that they will be seen 

• Create an emotional tie to the wider view of sustainable change 

by localising it

• Position fundraising at relevant events and in relevant places 

• Thank donors for their gifts and explain what effect it has

24

Impact is important and 

should be related to 

individual beneficiaries 

and the positive effect 

on their lives
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• Show that you value volunteering by using professional 

skills but don’t shield from frontline volunteering

• If you can, quantify the value of volunteering

• Equip volunteers to speak out about the organisation. They 

are more likely to talk about their volunteering than the 

money that they give

• Offer opportunities for volunteering and donating to 

complement each other so that donors can volunteer on 

projects that they have given to

• Create a sense of community and “we’re all in this together”

Use volunteering 

opportunities to pave 

the way to more giving
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• Find corporate partners who have shared values or 

skillsets and work with them to create opportunities to 

donate and volunteer

• Connect with other charities whose work relates to yours, 

or who cover a different geographical area

• Bring givers together with similar donors as they will 

really value the opportunity to meet and network

• Introduce established donors so they can picture their 

journey to becoming a long-term, major supporter

Collaborations 

make for success
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Our partner charity was Teenage 

Cancer Trust so I volunteered for a 

weekend event called 'Find your 

sense of tumour' and that was 

three or four years ago now. It was 

probably one of the most 

memorable experiences of my life 

and it was just so rewarding. I still 

talk about it to this day now. 

South East
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Harness the enthusiasm 

to fundraise together 

• Innovate new event and fundraising methods 

• Harness the enthusiasm to talk about fundraising and give 

your external supporters material to use at fundraisers that 

helps improve awareness

• Work with other organisations, from all sectors, to 

fundraise together
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• Think of life events that might be most appropriate –

weddings, birthdays, pay rises, inheritances

• Work with corporates to match payroll giving and other 

incentives

• Ask for timely but not frequent increases in regular giving

• Provide clear calls to action for each stage of life

• Show gratitude for the giving that is already done, don’t 

just keep asking for more

Create a lifetime giving 

plan by offering services 

and peer networking   
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What next? 

Look out for more information in the next 2 months on There are lots of activities that 

we have recommended, 

combinations will fit into 

charitable organisations’ activities 

differently and you should choose 

which ones suit you best.

Look out for more analysis over 

the coming weeks 
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www.beaconcollaborative.org.uk

@beaconcollab/@savantaComRes

#younggivers

http://www.beaconcollaborative.org.uk/



