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SMARTER GIVING TAKES A
fresh look at the charitable giving 
landscape and provides a snapshot of 

philanthropy today – and where it might be 
tomorrow. The insights uncovered and 
challenges addressed in these pages will help 
those looking to embark on their philanthropic 
journey – as well as the charities helping them 
to achieve their goals.

The concept of smarter giving is 
multifaceted but, at its heart, it means a  
more enriching experience for all involved. 
From donors who get closer to charities, with 
those relationships bolstered by technology 
and richer data; to some of the lesser-known 
neurological benefits of active giving. It’s also 
about sharing more than wealth, with many 
smarter givers using their business skills  
to help charities evolve. Because the more 
immersed and passionate that participants 
are in a project, the greater its success will be.

Read on to see beyond the traditional 
notions of philanthropy and discover why  
the future of giving is smarter giving.

Discover more about the future of giving at: 
privatebank.barclays.com/smartergiving
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THE SMARTER 
GIVING LANDSCAPE

Emma Turner, Director of Barclays Private Bank  
Philanthropy Service, reveals how the evolution of charitable 
giving is creating a wealth of new opportunities for donors

My journey in giving started in 1988, when a
friend asked me to help with raising money 
for a drug and alcohol support project in 
London. Easy, I thought. A walk in the 

park. I’ll just contact friends – and friends of friends –  
and we’ll have the money raised within a year or two.  
That misconception was squashed very quickly. 

Fundraising is hard. Incredibly rewarding, but hard.  
It took three and a half years to get that particular project up 
and running and I spent a decade there altogether. I learned 
many things during that first decade in the charity sector. 
Then I moved to the private sector and worked at an 
American investment bank running their charitable services. 

There were many more lessons learned but there was  
one moment that really stuck with me. A senior managing 
director – the sort of person who could put together an M&A 
deal in a matter of hours – came to see me as he was completely 
perplexed about how to start some charitable giving. He 
wanted to find a cause to help but didn’t know how to begin. 

I found this extraordinary, but also understandable. 
There wasn’t much in the way of consistent, reliable and 
unbiased advice available for someone looking to donate at his 
level. And as I started to talk to more senior business people, 
this appetite for advice was something they all shared. 

My role, then, is to help our clients and their families take 
the first steps on their giving journey. Clients want to know 
what they need to know before they start. Some have even 
started and got stuck, so I can help them reset the compass.

From FTSE 100 chief executive officers to tech 
entrepreneurs to successful families, the people I advise are  
a broad church with one thing in common: they want to use 
their wealth and skills for the greater good.

A CHALLENGE AND AN OPPORTUNITY
When I joined Barclays during the financial crisis in 2008,  
I assumed it would be a difficult time to discuss philanthropy 
with wealthy people (who often were no longer quite so wealthy). 

In fact, what I saw was that in a recession of that 
magnitude, there is a raising of social conscience. People 
better understood what it meant to struggle and so were 
more receptive to giving.

We released our first giving report (Barriers to Giving) a 
year later. It was borne from the realisation that there was 
little available insight around the charitable donations of the 
wealthy (or, indeed, advice for them), but also because it gave 
our private bankers something positive to discuss with their 
clients, rather than the woeful state of the markets at the time.

Now, in 2019, we’ve published the follow-up – also titled 
Barriers to Giving  – to see how the landscape has changed. 

Various media reports of issues around some charities, 
from financial mismanagement to staff behaviour, have 
contributed to a drop in donations – in the tens of millions  
of pounds, in some cases. It’s no longer enough for them just 
to say: ‘I’m a charity. Trust me.’ Potential benefactors are 
demanding more rigour and transparency.

They want to know that if charity A says it’s fixing 
problem B by doing C, then where does their money fit into 
that chain? And how is that money helping the charity move 
the needle on the problem? Increasingly, there are charities 
that will struggle to be able to make that message clear and 
tangible. But those who can, will thrive.

I think the more that we can encourage donors to do their 
due diligence and probe charities before getting involved, the 
stronger and more robust those charities will become. 
They’re going to have to account for themselves more clearly 
and I think that donors will have more peace of mind that 
their money is going to the right place to do the right thing. 

Technology will play a huge part in this. Indeed, if you look 
at the work of someone like Alexandre Mars’ Epic Foundation 
(see page 18), it’s clear that a data-driven approach has a huge 
appeal, as it shows clear return on investment on every donation. 

This is a definite trend that I’m seeing. People are using 
their business skills and judgement when it comes to giving, 
not just their hearts. Of course, you need your heart to be in 
it – the passion has to be there – but you also need to know 
who you’re giving this money to and what they’re doing with 
it. It’s simple due diligence, like any investment.

A BRIGHT FUTURE
We have unprecedented wealth in the world at the moment 
and I want to help unlock some of that for the people who 
need it most. But I won’t strong arm anyone. It’s their money 
and they can do what they want with it. However, for those 
who do want to investigate giving, I’m here to help them 
discover what they need to know.

Again, thanks to technology, our lives have become both 
bigger and smaller at the same time. We can now learn of 

issues far from and close to home in extraordinary amounts 
of detail. So in a world full of philanthropic possibilities, I 
can provide guidance on how to navigate the terrain.

I also believe that, when it comes to the next generation, 
clients often want to encourage their children to have a 
social conscience and understand the value of money. 

Philanthropy offers the opportunity to better understand 
the world around them, which is very different to the world 
that their parents grew up in. Because these children may 
have never had to worry about the shopping bill, whereas 
their parents probably struggled to pay it at some point in 
their life. Giving can build character.

This is why I believe in starting them young. Our Future 
Giving Guide – which looks at how to involve families in 
giving –  begins at five and goes up to 25. But I think what’s 
really important is, whatever the age of the child, to make 
sure that what they’re doing is relevant to them. That’s how 
you stoke the fires of a lifelong passion for giving. 

That said, it shouldn’t feel pressured. Start small, like you 
might with an investment portfolio. The world will always 
have problems to solve and, if and when you’re ready, I can 
show you how to help solve them. 

SMARTER GIVING

“Fundraising is hard. 
Incredibly rewarding, 
but hard”

“A data-driven approach  
has a huge appeal, as it shows 
clear return on investment”



6 76

THE GIVING 
EVOLUTION

The lack of faith between charities and wealthy  
individuals is one of several barriers to giving in the UK.  
Nevertheless, the future for this evolving sector is bright,  

according to a new report by Barclays Private Bank.
WORDS: TIM HULSE

THERE CAN BE NO DOUBT THAT PHILANTHROPY
is a powerful force, transforming lives on both sides of  the 
giving equation. But many misunderstandings and barriers 
exist around the subject, which can deter potential givers from 

donating money and time to deserving causes.
Barriers to Giving, a new report by Barclays Private Bank, delves 

deeper into these challenges to reveal what’s driving them – and how 
they can be addressed.

Drawing on interviews with 400 high net worth individuals (who  
hold assets of  £5m or more) in key wealth markets, as well as charity 
heads, family offices and relevant intermediaries, the report provides  
a fascinating snapshot of  the current state of  play in charitable giving. 
Crucially, it also reveals how the sector can evolve to become an even 
greater force for good.

SMARTER GIVING

“One thing I tell potential philanthropists  
is that the work of our foundation has been 

the most rewarding work I can imagine.  
Bill would say the same”

MELINDA GATES, THE GATES FOUNDATION
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SMARTER GIVING

In 2009, in the wake of the global financial 
crisis, Barclays conducted research in an 
attempt to define barriers to charitable giving 
among high net worth individuals (HNWIs) in 
both the UK and the US. 

The report highlighted the difference in  
the philanthropic culture in the two countries. 
Although their levels of income and capital 
were similar, wealthy individuals in the US were 
giving a far larger proportion of their income 

to charitable causes than those in the UK.
Ten years on, new research by Barclays 

Private Bank shows that little has changed. 
The resulting Barriers to Giving report found 
that while a small number of ‘major givers’ 
donated sums measured in tens of millions  
of pounds, around half of multimillionaires 
donated less than 1% of their annual income  
to charitable causes in 2018, according to 
figures on wealthy individuals outside the US.

THE GREAT DIVIDE

DONATING SEEN AS A NICE-TO-DO, NOT A MUST-DO

DEFINING THE BARRIERS

Reasons for not donating more

28%

25%

23%

20%

25%

23%

18%

Other financial obligations

Don’t have control over how money is used

Don’t have faith in how charities are run

Not enough knowledge or experience with charities

Responsibility of those wealthier

Responsibility of the state/government

Extra sums aren’t large enough to have an impact

There are a multitude of reasons for the UK’s wealthy givers not donating or donating more,  
but some are more significant than others.

Charitable donations as equivalent proportion of GDP, 2018

“IT’S NOT MY PRIORITY”
Almost a third of the UK’s wealthy say their business and 
family take precedence over giving. Their commitments 
include providing for and educating their children, buying 
and improving their homes, funding family holidays, 
investing in their business and simply preserving their wealth 
for later in life to safeguard against illness and old age. 

But this should not be seen as selfishness. Wealthy 
individuals are typically looked to for financial help by friends 
and family, so perhaps it’s no surprise that many use so little 
of their annual income for giving outside of this circle.

FACTORING GIVING INTO WEALTH PLANNING
Advisors can play a key role in helping wealthy individuals to 
overcome concerns regarding their ability to make donations. 
Typically, advice from wealth managers and private bankers 
outside of the US revolves around three key goals: wealth 
growth, preservation and succession. This leaves little room 
for discussion or consideration of charitable giving. 

A more holistic approach, presenting giving as an 
opportunity rather than as a threat, is likely to bear more fruit. 
At the same time, advisors can help charities understand 
how their wealthy clients think and feel, providing a more 
balanced view of how they can work together.

Finally, advisors can help potential donors by adopting  
a more strategic, ‘balance sheet’ approach, itemising their 
wealth and demonstrating how much they could donate 
– enabling them to make more significant donations and 
more of an impact.

“IT’S NOT MY RESPONSIBILITY”
Another barrier to giving among the UK’s wealthy is a 
feeling that it’s the responsibility of others to give – whether 
that means the state or those who are wealthier than them. 
Nevertheless, there are ways for potential donors to be 
shown that they really can make a difference – and how  
to begin their giving journey.

Greater first-hand exposure to international causes can 
certainly help, convincing some to make larger donations. 
Barclays Private Bank’s research found that bigger donors 
have often been more affected by seeing and experiencing 
major issues around the world. 

More than half of those who gave £500,000 or more 
donated towards global causes, rather than local ones. 

HOW FRIENDS AND FAMILY INFLUENCE GIVING
Around a quarter of those making proportionately larger 
donations started to do so when they realised that other 
wealthy individuals in their network were giving. Friends  
and family can also be major influencers. The children  
of the wealthy, in particular, who are likely to be more 
interested in global issues and inequalities, can quite often 
change the way their parents see the world, and how their 
wealth can make a difference.

“Advisors can help potential 
donors by adopting a more 
strategic, ‘balance sheet’ 
approach”

US
2.1%

UK
0.5%



10 11

THE KNOWLEDGE GAP
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ABOUT SAVANTA
This article draws on a report commissioned by 
Barclays Private Bank and compiled by Savanta, an 
intelligence business. Through best-in-class market 
research and data collection, Savanta provides the 
intelligence that underpins better decision-making  
for a variety of market sectors including wealth  
and not-for-profit. Download the full report at 
privatebank.barclays.com/smartergiving

SMARTER GIVING

1 in 4. Proportion of wealthy givers who cite mistrust about the way charities are run as a barrier to giving.

In recent times it’s not been difficult to find negative  
stories about charities in the media, fuelling worries about 
how they are run, and feeding mistrust. At the same time, 
around one in four wealthy givers say they don’t feel they 
have enough knowledge or experience when it comes to 
charities, which can also engender a lack of trust.

Charities can make assumptions of their own: that 
wealthy individuals always have more to give, for example, 
or that they will always want to take more control over  
their giving. In the US, where philanthropy among the 
wealthy is more commonplace and where wealth creation 
is generally celebrated, fundraisers are more likely to feel 
they understand what makes the wealthy tick. They 
therefore shape the relationship as being one of teamwork 
rather than merely extracting funding. For wealthy givers, 
having a sense of control – engendered through 
involvement and partnership – can be key. 

WIDER CHOICES, GREATER TRANSPARENCY
The perceived lack of control between givers and charities 
can be overcome by demonstrating how donations have 
made a difference and communicating information that 
reassures that money is well spent, giving a sense of 
transparency to givers. 

Charities in particular could benefit from thinking of 
wealthy individuals not simply as money trees to be shaken 
but as repositories of many other benefits, including skills, 
knowledge and influence. Coupled with this, they could  
see the relationship as more of a hand-in-hand  
strategic partnership.

‘Restricted giving’ is one option that can help wealthy 
givers feel more in control of where their money is going. 
This is where donors designate the use of their donations 
to a particular purpose, for example, a gift to a special 
scholarship fund in education. In a world that has become 
increasingly personalised, offering a richer choice of giving 
options to donors can build engagement as it helps them 
feel like they are making a specific, actionable impact.

Transparency is also important. Allowing potential 
donors to conduct due diligence – not just studying  
the accounts and the cause but also getting to know  
the people involved in the organisation – can create 
reassurance. In general, the more a charity can show 
openness, the more a benefactor is likely to feel  
in control.

There are signs that the involvement of wealthy  
individuals in charitable giving has a bright future.  
Not only will there be an increased acknowledgment  
of the necessity for it, with future generations beginning  
to step up to reframe the concept for a new era, there’s 
also now a great deal of information available on the 
positive effects of major giving, including research on the 
neurological benefits of empathetic thinking (see page 12).

Crucially, one of the most promising developments  
for the charitable sector is how differently the younger 
generation are thinking about giving, in comparison with 
their predecessors. 

There is also evidence from charities and sector  
experts that younger people, particularly the large 

millennial cohort, are travelling more, seeing problems  
and imbalances the world faces early on in their lives,  
and seeking to take action relatively quickly. The younger 
generation may help influence their parents’ commitment 
to charitable giving, as well as emphasising social and 
environmental aspects in family business.

What’s clear from these findings is that for  
philanthropy to further evolve, new thinking is needed. 
Deeper knowledge sharing from charities to donors, 
together with radical openness and transparency,  
will all help build more significant partnerships.  
A new age of philanthropy can be built from these 
foundations, to meet the challenges of some of the  
world’s most intractable problems. 

THE MEANING OF ‘PHILANTHROPY’
Increasingly the word ‘philanthropy’ has  
come to have a negative, immoral sense in  
the media, particularly in countries with large 
wealth divides. It can also be associated with 
so-called tax ‘efficiency’ and the minimisation 
of societal responsibilities. For these reasons, 
the younger generation of wealthy donors 
have begun to reject the word, preferring to be 
seen as activists who are involved with causes 
in a more direct, business-like way. For others, 
donor-advised funds – which are common  
in the US and can be anonymous if needed 
– offer the opportunity of ‘philanthropic’ giving 
without the attendant limelight.

“This gap in knowledge 
and understanding 
between charities and 
potential givers can 
fuel mistrust”

“Future generations are 
beginning to step up to 
reframe the concept  
of philanthropy for  
a new era”

INTO A BRIGHTER FUTURE

THE INSTAGRAM FACTOR
The rise of social media has enabled major global causes 
to ‘go viral’, putting them at the centre of debate and 
attracting major donors. This trend is likely to continue,  
but these Instagram-propelled global causes can often 
receive disproportionate attention, at the expense of  
more local, less grandiose ones.

Another trend recognised by charities, experts and 
intermediaries is that of individuals focusing on giving to 
an end cause, rather than the organisation or charity itself. 
Projects are more tangible and less overshadowed by the 
reputation of a charity brand. And they can be seen as a 
bespoke response to an immediate need – overcoming the 
scepticism barriers of the old and appealing to the thirst 
for activism in the younger generation. Technology is also 
playing a part. There are now apps, for example, that allow 
money to be given more easily and in a more targeted 
way – often allowing donors to connect with others.
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SMARTER GIVING

HOW 
GIVING 
BOOSTS 

YOUR 
BRAIN
It can sometimes feel 

as good to give money as 
to earn it, says MIT 

neuroscientist Dr Tara Swart
WORDS: SCOTT MANSON

THE SUBJECT OF ALTRUISM AND ITS BENEFITS TO  
the body and brain is close to the heart of Dr Tara Swart,  
a neuroscientist based at the Massachusetts Institute of 
Technology (MIT). Combining her years studying our most 

mysterious organ, together with a lengthy stint as a psychiatrist, she has 
now shifted to running a high-performance coaching business for senior 
executives. When the chief executive officer of a FTSE 100 company wants 
to know how to gain a business edge by improving the health of their 
brain, they turn to Swart for advice. Where does philanthropy fit into this? 
As it happens, there is some scientific evidence that regular giving helps 
to keep your brain in optimal condition. 
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HOW SMARTER GIVING MAKES FOR SMARTER THINKING
While donating money to a good cause will help boost your brain in the 
short term – that flood of dopamine and serotonin (the happiness hormone) 
creating the ‘warm glow’ we experience when giving – Swart points out 
that it’s the long-term neuroplasticity benefits that are most important. 

This is where smarter giving comes in. In order to effect lasting 
change to the organ, givers need to find a cause that they are passionate 
about and that they can actively be a part of. Simply writing a cheque 
won’t give that continued brain boost. 

“If you regularly and actively give, your cortisol – the stress hormone – 
will reduce, giving you improved mood and several health benefits.”

MAKING BETTER BUSINESS DECISIONS
Getting involved in giving can also have serious implications for the 
boardroom, says Swart.

“There are cascades of hormones affecting our brain and our performance. 
For instance, we know that testosterone correlates with confidence. Now, 
if you’re very stressed and you have high levels of the stress hormone 
cortisol, that actually suppresses the beneficial effects of testosterone.

When you’re giving, you’re boosting your serotonin levels which 
improve your mood, and your oxytocin levels which are related to social 
bonding. With these positive hormones augmenting our brain, it actually 
boosts our confidence, reduces our stress levels, and leads to the healthiest 
range of risk appetite in terms of decision-making, investing and getting 
the most out of teams.”

In other words, if cortisol is making you feel gloomy or doubt yourself, 
then the regular mood-enhancing effect of smarter giving will optimise 
your business performance.

“In a world where  
we’re working so hard  
to be smarter, stronger 
and more successful, 
we’re missing a trick by 
not thinking of mindful  
giving as a core piece  
of the puzzle”

SMARTER GIVING
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“In a world where we’re working so hard to be smarter, stronger and 
more successful, we’re seriously missing a trick by not thinking of 
mindful giving as a core piece of the puzzle,” she adds.

Finally, the advantages of being actively involved with a charity means 
that you’ll often meet people who’ve had a very different life or work 
experience to your own – which means that there are learnings which  
go both ways.

“There are the obvious benefits of skill sharing, but actually spending 
time with people with really different life experience has benefits in terms 
of neuroplasticity. Again, your empathy pathways are being opened up, 
making your brain more flexible.

“We are essentially hardwired to be good and look after each other, 
and that’s why the notion of smarter giving is so compelling.”

“Donating money to  
a good cause will help 
boost your brain –  
that flood of dopamine 
and serotonin creating  
the ‘warm glow’ we 
experience when giving”

SMARTER GIVING
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ALEXANDRE 
MARS

SMARTER GIVING

JOURNEYS IN GIVING
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How a disruptive tech entrepreneur 
is defining smarter giving

WORDS: RHYMER RIGBY

AS AN ENTREPRENEUR I’M USING EVERYTHING I
learned in my first five start-ups – in my sixth,” says 
Alexandre Mars, Founder and chief executive officer (CEO)  
of Epic Foundation (Epic), a non-profit start-up that fights 

to change the lives of disadvantaged youth worldwide. 
The crucial difference between the first five start-ups and the sixth,  

of course, is that the former were businesses whereas the latter is an 
organisation whose efforts are focused around charity and philanthropy.

Mars’ interest in charity started young. “Nobody is born a giver,”  
he says. “It’s education and experience. In my case it was my mother  
who was the driver. I grew up seeing somebody who helped everyone – 
helping people to study, helping the blind. In our house it was the norm.”

As one might expect from a disruptive tech entrepreneur (he’s 
previously backed many start-ups, including Spotify and Pinterest), Epic 
is not an ordinary charity. Rather it’s a ‘philanthropy middleman’ –  
an organisation which vets and selects charities and social enterprises 
that help children and young people. 

It then encourages individuals and businesses to donate to the 
organisations in its portfolio, provided they meet a number of rigorous 
criteria and are particularly impactful and effective. Mars sees this 
approach as addressing three of the main barriers to giving: a lack of 
knowledge (about where to give), a lack of trust (that the money will be 
used effectively) and a lack of time (to do the research).

Whenever he talks to audiences, Mars asks them whether they give. 
Nearly everyone says ‘yes’. He then asks – do they think they give 
enough? The answer here is usually no and the reasons provided are 
typically that they don’t trust that the money will be well spent, that they 
don’t have the knowledge to ensure the money is spent effectively and 
that they don’t have the time to learn the ins and outs of charities or 
monitor what happens to their grants.
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“Smarter giving is where 
your philanthropy is both 
strategic and emotional”

“We need to work together 
and give collectively to 
solve the world’s problems”

A DATA-DRIVEN APPROACH
With Epic, Mars set out to address these problems. He explains, 
“Epic evaluates charities annually across 45 data points 
ranging from effectiveness to leadership. After 7 months we 
whittle this number down to a handful of organisations who 
join the portfolio. Last year, for example, we reviewed 
about 4,000 applications and only selected 5. Today, we have 
28 organisations in our portfolio across 11 countries.”

Epic’s methodology is not just focused on selection. It’s also 
about connecting specific donors to the causes and charitable 
organisations they care about. Moreover, using the kind of 
data analytics seen in tech start-ups, it monitors the chosen 
charities to ensure ongoing quality. Finally, it offers donors 
the opportunity to experience the work the charities are 
doing on the ground – either in person or via virtual reality.

The results so far have been impressive. “Over the last  
3 years we’ve raised more than $19m and that’s helped half a 
million kids around the world,” says Mars. Epic also works 
with companies to help everyone give. “It’s not just for the 
rich and the c-suite. We’ve worked with Dior on payroll 
giving and 24% of employees now participate. Dior also 
matches what employees give.” 

HARNESSING THE POWER OF PURPOSE
There’s also an advocacy side. “We give a lot of talks. I recently 
did the opening speech for the B7 [Business] Summit (the 

business leaders’ side of the G7) in France. We shared the 
Epic vision and a lot of it is about changing mindsets. We 
need to work together and give collectively to solve the 
world’s problems. 

As Darwin says: it’s not the strongest species that survive, 
but rather those that successfully adapt to their environment 
– and the same can be said for businesses. The companies 
that will attract the best people and have the most loyal 
customers are those that put purpose at the centre of their 
business. Giving is part of this.”

If this sounds like an emotional appeal, it is. For while 
Mars is an advocate of giving like an entrepreneur, he 
recognises that your heart has to be in it too. “Giving must be 
impactful. But it has to be joyful too. Smarter giving is where 
your philanthropy is both strategic and emotional.”

So is he optimistic about the future? Does he believe that 
we will adapt and give more to ensure all our futures?

“Of course there are still obstacles, and revolutions  
don’t happen overnight. I’m thinking about the inequality I 
witnessed the other day in the Bay Area [San Francisco], 
where you have so many millionaires and billionaires on  
one side, but at the same time a major homelessness crisis  
on the other. 

Some people haven’t yet realised the magnitude of the 
social problems we’re facing, and that we have the resources 
and tools to address them. It’s about changing mentalities, 
which takes time.”

But there’s reason to be hopeful, he adds, “I recently asked 
Berkeley students how many of them wanted to work in 
finance. None did, but 20% said they wanted to work  
in charities or social enterprises. There’s a whole generation 
coming of age now that thinks differently to how my 
generation [Gen-X] and my parents [Boomers] did. Greta 
Thunberg is a pretty fierce example. But she’s not the only 
one. These young people are fighting. They want something 
different. Purpose is their new currency.”

Her greatest challenge at work is twofold, she says: not  
just getting people to give, but give smarter. When people 
donate without thinking about it strategically, they reduce 
the impact of their giving. To avoid this, she wants them to 
take a more considered approach.

An example of how people can be less strategic  
in their giving is the way they donate money for big-ticket 
tangible items. “People love raising money for, say, a bus 
to take children to school. But they don’t like giving money 
to pay the bus driver’s salary or bus maintenance or 
insurance so three years later the bus you bought is up  
on concrete blocks.”  

Ms Vander Elst adds, “The very best way of giving is to 
give unrestricted grants that can be spent on things like the 
bus driver’s salary. This is why, at Epic, when an organisation 
joins our portfolio, we ensure them unrestricted financial 
support for at least three years. 

This allows charities to plan strategically and  
better allocate their resources to help local communities. 
Basically, we want to help people give smarter.”

Fortunately, she adds, giving is becoming more 
professional, more global in outlook and more 
technologically enabled. The last of these, particularly,  
has improved transparency and allows people to choose 
charities which are more effective. 

At Epic: “We identify outstanding charities for children 
and young adults and provide a label a bit like Standard  
& Poor’s. We allow people to follow the money and be 
confident in how their donations are being used.  
Moreover, when people and companies give to Epic, 100% 
of their donations go directly to our portfolio organisations, 
as Alexandre Mars, the founder and CEO, covers the 
operating costs. It’s all about inspiring confidence to make 
giving a more painless, enjoyable and habitual act.”

Vander Elst is the managing director, Europe for Epic.  
Prior to joining the non-profit start-up, she worked for 15 years  
in the private sector as a communications and brand strategist.

MYRIAM VANDER ELST
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HELEN 
BOWCOCK

JOURNEYS IN GIVING  

When it comes to making a difference through smarter giving,  
Helen Bowcock – who co-founded the Hazelhurst Trust with her  

husband Matthew – learned that thinking local, acting local and 
harnessing the power of the arts could be a powerful force for change

WORDS: RHYMER RIGBY

HELEN BOWCOCK, OBE, IS WHAT YOU
might call a super-philanthropist. Over the last 
20 years she’s combined her experience as  
an IT entrepreneur and doctor of sociology to

great effect. Together with her husband Matthew, she’s a  
co-founder and trustee of the Hazelhurst Trust. Bowcock has 
also authored groundbreaking research and supported local 
arts and education in the UK and Zambia. Alongside this, 
she’s taken on the role of High Sheriff of Surrey and chairs 
the board of the Kent, Surrey & Sussex Air Ambulance Trust.

As with many philanthropists, Helen Bowcock’s journey 
started when she found herself with far more money  
than she ever expected to have. “My early career was in IT, 
but on the business development and sales side, and then  
I co-founded a software company with my husband,” she 
explains. “Like a lot of start-ups, we literally founded it in  
a room in our house.” 

The company merged and the combined entity listed on 
the stock exchange. This made the couple wealthy. “I was 42 
– and I never expected to be in the financial position that I 
found myself in.” She was too young to retire. “The question 
was: ‘What do I do with the rest of my life now I no longer 
need to work?’”

The answer, she felt, was to donate some of it in a way 
that allowed the couple to use their skills and experience. 
However, she adds, how to do this was by no means obvious. 
“How on earth do you become a philanthropist?” 

And so, as is common of most inexperienced donors,  
their first move was driven solely by personal passion,  
“My husband had grown up in Zambia, and we made a 
donation to an organisation working there.” However, she 
says, they decided that they didn’t really know what they 
were doing and where the money was going. Furthermore, 
giving abroad was difficult. 

BRIDGING THE KNOWLEDGE GAP
One in four donors interviewed for the Barriers to Giving 
report finds that this ‘not knowing’ can go from an initial 
leap of faith to become a real trust and accountability issue. 
There are many ways to bridge this knowledge gap. We’ve 
seen in digitally-focused examples like Epic Foundation (see 
page 18) and 360Giving – with their data-driven decision-
making approach – that technology can play a major role.  
In the case of Hazelhurst, Helen and Matthew sought first to 
see what was happening in their own backyard, “It wasn’t 
easy, so we decided to have a more local focus.”
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Their homeground was Surrey. Bowcock cheerfully admits that 
Surrey is not an obvious place for charity – being part of the 
wealthy commuter belt that surrounds London. “I come from the 
north and a lot of people up there would think philanthropy in 
Surrey sounds like a joke.” 

In fact, when she started researching for what would become 
the landmark report ‘Hidden Surrey’, she saw that Surrey’s high 
average incomes concealed genuine pockets of deprivation and  
that the county had some of the lowest per capita government 
spending in the country. “We soon realised that giving locally was 
something that really made sense.”

FINDING THE FOCUS
The Hazelhurst Trust was founded in 2002. It’s a supporter of  
local causes and aims to promote self-reliance in communities – 
with a strong but not exclusive focus on the arts. 

As a privately-run philanthropic trust, it specialises in working 
with a wide variety of partners to help local communities that want 
to become more self-reliant and sustainable. It also supports 
research into philanthropy, communities and the social impact of 
the arts. The Trust has several partners, including initiatives as 
diverse as Surrey’s Watts Gallery and Baynard’s Zambia Trust.  

“One thing we concluded early on was that we shouldn’t have  
a scattergun approach to funding. We prefer to give more over 
longer to organisations we believe in – say £20,000 a year over  
three years.” 

Bowcock’s husband Matthew, also an authority on philanthropy, 
was commissioned by the former Secretary for Culture Media and 
Sport to write a report on the future of philanthropy for the arts. 
His report, ‘Digital Giving in the Arts’, reflected the ethos we see 
manifest in Hazelhurst’s community collaboration – that anyone 
and everyone can, in some way, become a philanthropist. 

Before setting up, the Trust researched local charities to get  
a clear map of the potential partners. “We looked in the area  

and identified organisations that were making the greatest 
impact.” One of these was the Watts Gallery Trust, who have 
subsequently received the largest share of their charitable giving 
over the years. 

“They do amazing outreach and have a real social impact. They 
take arts programmes into prisons and to marginalised people.  
We give them a core grant which pays for things like staff costs.” 

Although 75% of potential donors interviewed for the Barriers 
to Giving report consider that it’s the state’s job to support causes, 
the Bowcocks disagree. For them, it’s not about simply donating 
money, but more the giving of time, expertise and long-term 
commitment. In short, being an active member of the community.

This is something that comes up frequently in philanthropic 
research – that giving and contributing time and expertise in the 
medium to long term is more effective than one-off donations, not 
least because it means charities can plan ahead. 

THINKING LOCAL, ACTING LOCAL
At a time when the eyes of the world are often on global 
problems – disaster relief, conflict relief, climate change and 
political unrest – Bowcock is keenly aware that local wellbeing 
can get overlooked, with arts and education often taking the 
greatest hit. She sees the arts as an essential way of helping 
isolated and vulnerable people who would otherwise struggle to 
be part of society. 

“One example is an 18-year-old girl who hadn’t been to school 
for two years and wouldn’t leave the house. Her parents reached 
out to us and gained the support they needed to help her. She’s now 
applying for distance learning programmes.”

In combination with the arts, Bowcock, a member of the 
University of Surrey’s Advancement Committee, sees education as 
the mainstay of community regeneration. Hazelhurst has given a 
grant to Surrey University to widen participation criteria and 
funded work with unemployed women and with primary schools. 

THE NEW PHILANTHROPISTS
Over the past few years, she believes that philanthropy has changed 
– and improved. “It’s better understood and more widespread.  
You hear the word being used more widely and jobs are  
being advertised. You also see more philanthropy from newly 
created wealth.”

“There’s now a whole cohort of people who have made money  
as entrepreneurs or in the City. They often still have quite a lot  
of their working lives ahead of them and this is changing the  
way they give.”

And it’s working. The Bowcocks represent a growing class of 
entrepreneurial philanthropists, donors who put their funds to 
work alongside using their unique skills to ensure that their 
investments achieve returns on investment in terms of measurable 
charitable impact. 

“The term ‘disruptive philanthropy’ has entered the lexicon and 
you see a lot from tech entrepreneurs who’ve turned industries 
upside down. The availability of data is changing the way we give 
too. So much more information about impact is available and 
there’s a real opportunity to develop hard evidence that helps 
people know they’re getting a return.”

THE CALL FOR COLLABORATION
In a world where charities share the same evolutionary 
environment as businesses, it’s survival of the fittest. And the fittest 
are those that recognise this new generation of highly motivated, 
highly competent philanthropists, and work in collaboration  
with them to disrupt their own preconceptions about what being  
a charity means in the 21st century.

Bowcock’s vision for philanthropy is nothing if not collaborative. 
It can mean a commitment to fundraising or a commitment in 
terms of time. “I want to look at rethinking fundraising models and 
also look at the communities you have around charities and that 
feeling of belonging they create.”

She’s also developing philanthropy in the more generally 
accepted sense. In 2016, the Trust commissioned a report called 
More and Better Giving. One result that came out of it is a project 
called the Beacon Collaborative – co-founded by Helen’s husband 
Matthew Bowcock – whose goals include the normalisation of 
philanthropy, cooperation and coordination between philanthropic 
organisations, and UK philanthropists increasing their giving by  
an extra £2bn a year. It should be said that normalisation is by  
no means a return to giving without thinking. Rather, it’s giving 
potential donors and charities the tools and information they need 
to give or receive more effectively. 

Considering that outside the US, three-quarters of 
multimillionaires feel that they aren’t able to make an impact 
philanthropically, organisations such as Beacon are fundamental. 
Its role is not only to shift perception, but also to facilitate giving. 

“A lot of people, especially in the south-east, for example, can 
give more,” says Bowcock.

Bowcock sees advisors like Beacon and umbrella trusts such as 
Hazelhurst, supported by the new cohort of innovative and tech-
enabled philanthropists, as drivers behind a resurgence in 
philanthropy and “the idea that it’s a contemporary thing, not 
some dusty Victorian museum piece.” Looking ahead, she adds: 
“It’s not just about being rich – giving meaningfully is for everyone. 
If I had to offer one piece of advice to someone starting on their 
own contemporary philanthropic journey, it would be to find  
a cause that you feel a deep personal commitment to. Interrogate 
your values and find something that really matters to you.”

“Anyone and 
everyone can, in 
some way, become 
a philanthropist”
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THE NEW 
PHILANTHROPISTS

Traditional notions of philanthropy are being redrawn.  
A smarter giving approach, brought by a new generation,  
is making donating more effective, impactful and personal.

WORDS: TIM HULSE

THE WORLD OF GIVING IS CHANGING. A NEW
generation is stepping up to reframe philanthropy,  
while technology is making giving more efficient and 
widening choice. 

This emerging group of charitable givers can have a major influence 
on the actions of their parents, not only emphasising the social and 
environmental aspects of a family business, but also guiding their family’s 
commitment to charitable giving.

For this younger generation, there is also a sense of activism about 
engaging directly with causes.

A new way of donating to projects is illustrated by GlobalGiving,  
a crowdfunding platform that allows individuals, companies and 
foundations to donate funds to a wide range of non-profits. Another 
platform, Maanch, plans to match global capital with people and projects 
around the world, to help achieve the UN’s sustainable development goals.

Often projects are the result of an individual thinking differently or 
trying to break the mould – and finding that others want to join them  
on the journey. For example, Richard Curtis and Lenny Henry had the 

“The instinct to make a positive contribution  
to society is strong amongst us all,” says Mark 
Sainsbury of the 17 independent grant-making 
entities that comprise the Sainsbury Family 
Charitable Trusts. While all have their HQ in a 
single office in London’s Victoria, each is actively 
led by a single member of the family, and their 
combined support for causes over more than  
50 years represents one of the leading 
examples of sustained philanthropy in the UK. 

The Trusts are free to decide which charitable 
causes they support. Mark Sainsbury, one of the 
family’s younger members, leads the Mark 
Leonard Trust, whose work is in four main areas: 
youth justice, music for good, sustainable food 
and climate change. 

After 16 years of what he calls  
“traditional philanthropy”, Mark’s trust changed 
its model to focus on forming closer, long-term 
relationships with a smaller ‘portfolio’ of 
charities. He was also struck by the ethical gap 
he witnessed between his trust’s investments 
and its mission. 

The result? The founding of Europeans  
for DivestInvest (together with his sister, Sarah 
Butler Sloss) in 2014. This leads campaigns  
for charities to divest from fossil fuels and invest  
in climate solutions. Sainsbury says that he  
and his siblings have also been moving more 
and more of their endowments into impact 
investments that seek to do good as well as 
make a financial return.

Bringing the family trust into the 21st century
MARK SAINSBURY
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Professional footballers can often live a 
blinkered life in which the problems of the 
outside world barely register. Manchester 
United star Juan Mata chose to step outside  
the bubble to try and deliver long-term social 
impact when he founded Common Goal. 
“Something that I hope will change the world, 
even if only in some small way” is how he 
describes the project, which asks fellow 
footballers to donate 1% of their salaries to 
charity. The money is distributed to a group  
of 120 football charities working on social 
projects around the world. They tackle the 
United Nations global goals by using the  
power of team sport and organised coaching 
on the ground to create community and social 

inclusion. This ranges from gender equality in 
India to peacebuilding in Colombia and refugee 
integration in Germany. 

Mata launched the project in 2017 and more 
than 100 players have joined, as well as some 
administrators and managers. This has become 
something of a movement in world football 
with managers such as Liverpool’s Jurgen Klopp 
and the US football team’s World Cup winner 
Megan Rapinoe committing to the project. 

Common Goal still has a long way to go 
before it achieves its aim of “unlocking one  
per cent of the entire football industry’s 
revenues”, but Mata remains fervently optimistic. 
“It changed my life and it changes plenty of 
other lives as well.” 

Cameron Saul, son of Mulberry founder 
Roger Saul, volunteered with an educational 
charity in Uganda during his gap year and 
was inspired by their work on the ground. 
While there, a friend brought him a handbag 
made by a local villager from recycled bottle 
tops and leather offcuts. This ‘fundamental 
moment’ transformed Saul’s approach to 
philanthropy. In 2002, he launched the Bottletop 
Foundation, which works with grassroots 

organisations helping to tackle sensitive  
issues such as the prevention of HIV/AIDS  
and unplanned teenage pregnancy.  
Ten years later, he co-founded the for-profit 
Bottletop Fashion Company, which makes 
luxury fashion items from recycled materials, 
donating 20% of its profits to the Foundation. 
“Your passion has to underpin everything  
that you do because that is the fuel that will 
carry you the distance,” he says.

Nina Barough woke one morning with the 
‘fun’ idea of power walking the New York 
Marathon in a statement bra with her friends 
to raise money for a good cause. At the time 
she had no experience of fundraising or taking 
part in a marathon. Nor did she know anyone 
who had been affected by breast cancer.  
But 23 years later, her charity Walk The Walk 
has raised more than £100 million for breast 

cancer research and funding projects, 
particularly through its flagship MoonWalk 
events, in which women complete a marathon 
or half marathon distance at night dressed  
in brightly decorated bras. “The charity never 
stops evolving,” she says. “We are changing 
the lives of women, encouraging them to 
exercise, to get fit, to look at their diet and 
focus on the walks.” 

Thinking outside the bubble Inspired by travel and making a difference

Capturing attention and changing women’s lives

JUAN MATACAMERON SAUL

NINA BAROUGH

SMARTER GIVING

idea in 1985 to make money for good causes by making 
people laugh. In the decades that have followed, Comic Relief 
has raised more than £1 billion.

KEEPING IT REAL
Honesty and transparency are likely to play a greater role  
in the giving equation if the lack of faith between wealthy 
givers and charities is to be addressed. One way to ensure 
your money is going to the right place is by measuring its 
impact. GiveWell is a non-profit founded by a group of  
hedge fund managers that helps donors decide where to give 
by researching how much good a particular programme 
does, per dollar spent. Its list of top charities, which includes 
the Malaria Consortium and Sightsavers, is backed with 
evidence that proves they require additional funding.

However, while numeric assessments are valuable, a 
more qualitative approach can be more useful for many 

potential wealthy donors. That means meeting key 
management, and understanding the people working in the 
charity and what they do. Sarah Ridley, former executive 
director of the Tubney Charitable Trust, believes that 
building strong relationships with the management of 
potential candidates for funding is extremely important. 

“Having developed our understanding of the strategic 
and business goals of the organisation and of the strength of 
its management team, we were confident that it would 
deliver our shared objectives. So we then felt less compelled 
to measure the ‘results’ of our funding,” she says.

There are many new and effective methods and 
structures being used by the wealthy to give back. And as a 
younger generation becomes increasingly involved in 
charitable giving, it’s encouraging to see the impact – borne 
of their fresh thinking – that’s helping to make the world 
a better place.
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BUILDING 
BRIDGES

A disconnect between high net worth donors and 
charities is limiting giving. Here’s how to overcome it.

WORDS: MARSHALL KATHEDER

ARISTOTLE OBSERVED THAT “TO GIVE AWAY MONEY
is an easy matter and in any man’s power. But to decide  
to whom to give it and how large and when, and for  
what purpose and how, is neither in every man’s power –

nor an easy matter.” 
Today, the high net worth individuals (HNWIs) who gift charitable 

organisations with large sums often expect something in return.  
This expectation can sometimes mean their relationship with charities is 
more complex than for other donors. And with complication, comes 
tension – both charities and their potential benefactors often 
misunderstand one another. 

 Some charities, for example, may resent the implication that when  
a certain amount of money is given to them, they must relinquish some 
control over their business. Whereas some donors suspect charities of 
lacking transparency and operating inefficiently. To this end, this article 
aims to clear up some misconceptions, and aid potential donors in 
finding the right philanthropic partners. 
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BETTER TRANSPARENCY FROM BOTH SIDES 
According to a survey conducted by the Charity Commission for 
England and Wales, just over 50% of people trust charities.

But that still means roughly half of the UK’s population regard 
charitable organisations with some degree of scepticism. Some of 
this may be the result of news reports on fraudulent philanthropic 
organisations or abuses of power. 

However, just as there are examples of businesses behaving 
badly, that doesn’t mean the whole concept of business is tarnished. 

One man, Carlos Miranda, has a bird’s eye view of the 
relationship between donors and charities. In 2011, he founded  
I.G. Advisors, a strategic consultancy providing advice on 
philanthropy, corporate impact, and fundraising to organisations 
such as the Bill & Melinda Gates Foundation, UNICEF, and 
London’s Old Vic Theatre. As someone who works with both 

donors and fundraisers, he has a unique insight into the dynamic 
between the two. 

Like many others involved in charity, Miranda believes that one 
way to develop better relationships between donors and charities  
is for the donors to carefully curate the sort of giving they engage in 
– and make sure they pick the right partner. 

“I think what’s changed now is that, when people care very 
deeply about a particular issue – or even a range of issues – you can 
tailor something that will help you move the needle on what you 
really, really care about.”

Miranda also acknowledges the tension between fundraisers 
and philanthropists – but thinks the best solution is better 
transparency on both sides.  

“The reality is that there is definitely a power dynamic. You 
cannot get around that – it’s there,” says Miranda. “However, what 

needs to happen is that donors need to see charitable organisations 
as professional partners.”

Miranda says that when a philanthropist donates money to a 
particular cause, they need to specify exactly how they want that 
money to be used up front – and figure out ways they can have 
some assurance that their donation was activated appropriately. 

FINDING A SOLUTION 
Nazreen Visram, Head of Charities at Barclays, advises that 

both charities and donors should learn more about each other from 
the outset – and also keep in mind some of the additional benefits 
that benefactors can offer.

“Charities can do more to inform potential donors about how 
their sector works, helping donors feel more in control,” she says. 
“And charities should also remember that donors often bring more to 

the table than just a cheque book – many have applicable skill-sets, 
influence and other useful cards to play towards a common goal.”

Charities should view HNW donors as potential strategic partners 
rather than a one-way source for hand-outs. Collaborative charities 
such as Cancer Research UK encourage donors to contribute their 
time and expertise via initiatives such as its Grand Challenges, where 
donors are invited to advise, attend panels and run workshops. 

As leading philanthropist Bill Holyroyd CBE and founder of 
OnSide Youth Zones says: “Use your skills and bring your business 
brain to the table. I help to grow businesses – that’s what I do. Do what 
you do, do it well, and make sure whatever you support is sustainable.”

As with any business relationship, even with the best intentions, 
things can go wrong. The important thing to remember is, that the 
more preparation you do and the more collaborative your mindset, 
the more likely it is that you will do great work together.

“Donors need to see 
charitable organisations 
as professional 
partners”
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HOW TO  
GET STARTED 

IN GIVING
Looking to make a difference? 
Here’s what you need to know.

WORDS: MARSHALL KATHEDER

THE CORRELATION BETWEEN SATISFACTION IN  
life and income weakens the further up the earnings ladder 
you climb. The more financial success you have, the more 
likely you are to see diminishing returns on happiness. 

Fortunately, there are other ways to be happy. Of them all, making 
other people happy through altruism is one of the most potent – with 
some studies even showing evidence of it optimising your business 
performance (see page 6). 

But there’s a catch. For philanthropy to truly make you happier, your 
donated money has to make a difference you can see. 

Many of those beginning their journey in philanthropy have found 
that dedicating themselves to a particular cause that resonates is key. 

However, after selecting a cause, there are still other things to consider, 
such as:

•  Who else is pursuing the same goals – and what can I learn from them? 
•  How involved do I want to be – do I include my family and how much 

time do I have to dedicate?
•  Where in the world is the best place to address the cause I’ve chosen – 

and am I willing to travel there? 
There’s no shortage of information online that seeks to answer these 

sorts of questions. But much of this material is scattered, confusing  
and inconsistent. So we’ve boiled down the things to think about before 
beginning your journey. What follows are the three areas you should 
consider before getting started. 
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STEP 1: SELF-REFLECTION 
The best way to get started in philanthropy is to ask yourself some 
crucial questions. 

How can you turn passion into smart and effective giving? Do you 
know everything you’ll need to know?

Are you sure?
Virtually anyone with experience as a philanthropist gives some 

variation of this advice. One example comes from Sir Thomas Hughes-Hallett, 
Founder of The Emily Hughes-Hallett Foundation, who puts it simply:

“I wish that at the start I had been more rigorous in determining what 
we were going to support,” he says.

If you’re moving into charitable giving for the first time, the best way 
to consider it is as though you’re making an investment. 

“You want the money you invest to produce specific results – just as 
you would when investing in a company,” says Emma Turner, the Director 
of the Philanthropy Service for Barclays Private Bank.

“And if you were investing in a company, you’d do your research and 
due diligence on whether it’s the right fit for you. Give scrutiny to your 
charitable giving in the way you would with your private investments,” 
she advises. 

The purpose of philanthropy is to address a need. But, chances are, 
whatever problem you’re addressing is going to be tough – so you need  
a strong plan of action. 

Just as a meaningful mission statement and clear targets help to focus 

a new business, you should begin your philanthropy with a ‘theory of 
change’ – a definition of the difference you hope to make and the steps  
to achieve it. 

Basically, you need a plan – a roadmap of sorts – that includes concrete 
goals, a realistic timeline and reliable ways to achieve impact. 

To create a theory of change, you need to select a cause. Ask yourself 
what problem you want to help solve – and why? 

During this initial period of self-reflection, you should take your time. 
And really be honest with yourself – because the difference you make in 
the world is your legacy. 

Finally, at this stage, don’t be afraid to think big – for example, you 
might want to address education, but not just a single school.’ 

That’s a fine place to start.  

STEP 2: DEFINING YOUR APPROACH
The next step is to drill down on your direction. 

If you’re broadly interested in helping through education, then you 
might start selecting a cause in this area by surveying the field of education. 
Granted, that’s an awful lot to look at. But let’s say you have, and you’ve 
selected university education in particular – specifically, on making  
it more attainable for more people. (Maybe you credit yours with your 
success and hope to give others the same opportunity.)  

This is a good start, but your cause should be narrower still. So maybe 
you then choose to focus on university access in the UK. 

Better, but still not honed enough. 
After more consideration, let’s say you decide you’d like to see the top 

five British universities award more scholarships to a specific demographic, 
which is presently underrepresented. 

Now you’re getting somewhere. You’re ready to talk to those universities 
about their own aspirations in this area. 

Speaking more generally, no matter what your chosen cause, you need 
to rigorously assess where your money goes. Anyone you partner with 
needs to have goals that align with yours. And you need to ensure that 
they’re going to make good use of your donation. 

So do some investigating. Dig deep. Ask questions, such as: are the 
finances of the charity not open to scrutiny? Is their financial reporting 
erratic? If so – find out why.

Let’s say you’ve already done this due diligence. You realise that, 
ultimately, the change you want to see is that these top five universities 
offer 33% of their places to the less privileged.

That’s the sort of specificity you’ll need. To measure success, you first 
need to define it.

STEP 3: ENGAGE YOUR FAMILY 
A study completed in the US – by an organisation called 21/64 at Grand 
Valley State University in Michigan – found that, of 310 wealthy 21-40 
year-olds, around a third gave to causes significantly different from those 
funded by their parents. The younger generation, the majority of whom 

had inherited their wealth, preferred pursuing causes such as civil rights 
and the environment over the arts, for example. 

If you plan to involve your children in your philanthropy, or if you 
intend for some of their inheritance to go towards charitable giving, you 
need to decide whether you wish for them to dedicate themselves to the 
same cause as you. 

There are a lot of options. In some cases, family members are  
given total freedom to carve out their own philanthropic efforts, but still 
share some of their parents’ charitable structure, such as administrators 
or advisors. 

For one point of reference, in the UK, the Sainsbury family endows 
each member with a personal trust to pursue their own charitable goals – 
in terms of both the cause and geography – but they all share some 
functional resources and services.

If you plan to involve your children in your philanthropy, you’ll need 
to figure out exactly what your operational set-up might look like. 

You should, for example, think about their preferred degree of privacy. 
If your family name is well-known, for example, there may be a benefit  
in lending your name to your Trust or Foundation – whether to clarify  
a cause or to attract funding. 

Every individual is different just as every family is. So there are no 
hard-and-fast rules to follow at this stage. But once you are set to identify 
the charities you want to work with, Barclays Private Bank can help you 
help others – today and tomorrow.

“I wish that at the 
start I had been 
more rigorous  
in determining 
what we were 
going to support”

SMARTER GIVING
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