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Managing Upwards 
 

You may have a team to manage but sometimes managing upwards can be the hardest part of your job.  

Your team will be looking to you to secure the resources and decisions they need from your line 

manager, so it is worth investing time in building a strong and mutually respectful relationship. 
 

Understand what is expected of you 
It is always a good idea to clarify with your boss what they are expecting from you.  Make it part of your induction to 

download that from them covering topics including… 

 What in their opinion are your main priorities for the next 3, 6 and 12 months? 

 Where do they think the greatest opportunities for growth are in your area? 

 Which areas do they think will be the most challenging and do they have a preferred way for you to tackle 

them? 

 How often do they want to meet with you and what format will that meeting take? 

 What communication would they like from you in between meetings?  Would they prefer that you email them 

as things come up or save it all up for one email or meeting? 

 What level of problem do they want to know about and what are you okay to deal with yourself and tell them 

what you did? 

 

Understanding your manager 
The main secret to influencing anyone is to understand that individual as well as you possibly can.  There are things 

you can ask them about themselves but many people aren’t self-aware and you can learn almost as much by 

watching and listening to how they deal with you and others.  Here are some things to look out for… 

 

What seems to stress them out or make them anxious?  Most otherwise calm CEOs will get stressed in the run up to 

Board meetings for example.  Watch for the body language, tone of voice and the words they use that give you a 

clue that they are not happy – them you’ll be able to pick up when you are saying or doing things that are sending 

them in that direction. 

 

What are their bug bears?  For some people it is typos – if you send something to them with a typo in it then they 

start to doubt your ability to deliver on the detail of everything.  For others it might be perceived negativity or not 

listening enough – listen to what your manager complains about when they are talking about other people. 

 

What are they passionate about?  What do they talk about with the most energy and enthusiasm? 

 

How do they prefer their information?  Do they like stories or charts?  Are they a visual person who sketches out 

ideas?  Do they make lists?  Do they want to go into the detail of everything or do that find that boring and want big 

picture thinking? 

 

Are they risk averse or do they like to innovate and push boundaries? 

 

If you use a personality profile like Insights or Myers-Briggs in your organisation then ask your manager about their 

profile and share yours.  

 

Invest in your personal relationship with your manager.  It is always nice to start with a lunch where you can chat 

about things other than work as well.  Your manager is human just like you, with a whole life and other priorities 

outside of work, even if it sometimes doesn’t feel like it.  Taking the time to remember their children’s names or ask 

about their hobbies shows that you care about them and builds rapport. 



P a g e  | 4 

 

 

 

Helping your manager get the best out of you 
Make sure that you understand what your manager wants you to do when they delegate a task.  It is helpful to 

reflect back to them what you heard them ask for and ask any clarifying questions you need to. 

Share with your manager what motivates you and what makes you feel valued. 

 

Even if your organisation doesn’t routinely use personality profiling you could share your profile if you have one or 

suggest that as a leadership team you all get profiled so you can work even more effectively together. 

If you need input from your manager then share with them what you need, by when (and why if necessary). 

Influencing your manager 
There may be times that you and your manager do not agree on the best way forward on a particular issue.  It  is 

important to find a way to disagree with your manager that is professional, constructive, persuasive and shows 

appropriate respect for authority.  How you do that is going to depend on the individual and what you have learnt 

about them.  Some people appreciate directness, some people like to go away and think about problems and come 

back to you, some like a good debate and others find it hard to say when they disagree but find another way of 

showing you.   

 

Timing is also important – if you catch me when I am tired, have sat in boring meetings all day and am hungry, it is 

likely that I will be less positive than if I am feeling rested and well fed.  If you need something from your manager 

catch them at a good time for them. 

 

Think like your manager.  By which I mean understand their priorities and try and consider things from their 

perspective as well as yours.  If you can understand what their concerns might be about a proposal then you can 

acknowledge those concerns and make counter-arguments.   If your manager is the CEO then try and think 

organisationally rather than like a fundraiser. 

 

Accept that sometimes you won’t get the decision you want from you manager.  It is really important to know when 

you cannot win a battle, acknowledge to yourself that they have more responsibility than you and therefore more 

authority and accept and make the best out of the decision that has been made. 

Managing yourself 
Consciously decide what impression you want to give to your manager and keep that front of mind every t ime you 

communicate with them.  Don’t be too relaxed even if they are super friendly – they are still your superior and need 

to be treated with respect.  Sometimes people are not as straight forward as they may appear - people can seem 

relaxed for example but still judge you for informality in certain situations.  My advice is to start cautiously if you 

don’t know your manager at all.   

 

Be aware of the things you do that previous managers or colleagues may have found annoying and make sure that 

you manage your behaviour.  I sometimes talk over people when I’m really exited about an idea and people can 

find that disrespectful (and it is - though not purposefully) so I have to consciously slow myself down and allow 

other people more space in the conversation. 

 

Stop and think when you are stressed or worried.  If you blast off an email in panic every time something goes 

wrong rather than reviewing the situation and considering the best approach that will make you seem less in 

control of your area and yourself. 

 

Go to your manager with solutions, not just problems.  It is old advice but still very relevant, particularly for senior 

staff. 
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Educating & Engaging Trustees 
 

Relationships with Trustees can make all the difference to the success of your fundraising team and are 

often a source of tension for Fundraising Directors.  If you have a board that trusts you, will invest in 

fundraising and understands how to effectively oversee and support fundraising, it makes your job much 

easier.  So if you don’t have a Board like that, what can you do about it? 

 

As ever when trying to encourage someone to change their behaviour it helps to put yourself in their shoes.  

Trustees are legally responsible for the charity and a large part of their role is managing risk so they are usually 

much more risk averse than your average Fundraising Director.  New Trustees often don’t understand fundraising 

or only understand a few income streams.  If they’ve been a Trustee for a while they have probably had their 

fingers burned by a Fundraising Director or investment that hasn’t delivered.  They’re not trained to ask people for 

money and like most of the population they probably find the idea of doing it themselves an uncomfortable 

prospect.  They donate their time and expertise and take on responsibility and so, quite reasonably, may not see 

fundraising as part of their role.  They may have friends who think face to face fundraising is terrible and who 

believe everything the media says about the evils of fundraising and charities. As a bare minimum these are the 

things you want to make sure that your Trustees know about fundraising… 

Fundraising is very different from sales (and is much harder) 
Whilst some principles transfer from the commercial world, there is a complexity to fundraising that doesn’t exist in 

sales.  You’re ‘selling’ an intangible product and you’ve got literally thousands of competitors - all good causes.  

If you’d like your fundraising team to raise more money, then you need to change the inputs 
The fact that the charity needs more money doesn’t make it any easier to raise more. If you want a significant 

increase in income then you need to change something. You need to invest in fundraising. Or increase 

organisational readiness to fundraise. Or get much better at measuring and communicating the need for and 

impact of your services.  A desire to double income isn’t enough to make it happen. 

Fundraising isn’t a formula 
There are a whole bunch of different income streams. Not all of them will be suitable for your charity. What works 

for one charity may not work for yours. Yes, there are charities that raise £500k at gala dinners. Because they’ve 

spent years building up a network of the great and the good who buy tables and make huge auction bids. And yes, 

Tesco Charity of the Year raises millions. But writing a letter to Aldi isn’t going to get you millions of pounds. You 

have a worthy cause and you believe in it but money doesn’t grow on trees. 

 

Your Fundraising Director is an expert at identifying which income streams will work best for your cause. If they 

gently deflect your ideas, it isn’t that they are not listening or being arrogant. It’s because they understand their 

market and they understand your donors and they know why that won’t work. 

Trustee involvement in fundraising is crucial 
You may not be able to write a big cheque but you could run a marathon, get your company involved, gather 

together a group of friends to buy a table at an event or introduce the CEO to your next door neighbour’s son who 

happens to work in CSR at a large firm. You already give your time but getting involved in fundraising will make a 

real difference to helping your organisation reach more beneficiaries. And it will gain you the appreciation of your 

fundraisers. If you don’t feel motivated to give towards your cause then why should complete strangers part with 

their hard earned cash? 
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Fundraising income is hard to predict 
It isn’t that unusual to start a new financial year with only 20% of your income confirmed. Unless you’ve invested in 

individual giving or legacy promotion over a number of years then much of your organisation’s income is 

unpredictable. What can be managed is the pipeline – the number and quality of trust applications, the cultivation 

events for major donors, the marketing of challenge events, the networking that opens corporate doors.    So track 

the pipeline, read the narrative about variances, identify the point when you should start to worry and, crucially, 

don’t spend money you haven’t got. 

Your Fundraising Director is not shameless and money-grabbing 
Many people find it uncomfortable asking for money. And understandably a bit anxious about opening up their 

address book to a Fundraising Director.  But your Fundraising Director is not going to storm into a meeting with 

one of your contacts, skip the chit chat and yell “SHOW ME THE MONEY!” 

Remember how they built a relationship with you? How they got to know you and asked about your family and your 

hobbies? Built your trust in them? Kept you updated but didn’t pressurise you? Yes you just experienced the subtle 

art of relationship fundraising and that’s exactly how they, and you, are going to engage and inspire your contacts 

to consider making a donation to your cause. Now you’re clear what you want your Trustees to know, how do you 

go about getting them truly on board with fundraising?  I believe that relationship fundraising starts with your 

Trustees so rather than taking them for grated and getting a bit frustrated, why not treat them like the major 

donors they are? 

 

Build trust and knowledge – make sure that your 

reports to Trustees are tailored to meet their needs, 

not your desire to share everything you do. Make 

them easy to read, highlight key items you need their 

input on and address any concerns you know they 

have.  Focus on building trust when you present to 

them, seeing their questions as a positive thing not a 

criticism.  Invite them to events, share materials with 

them and gradually educate them about the different 

income streams.  You could also produce a monthly 

update on activity and successes (something I suggest 

doing for internal engagement too) that they could 

opt in to receive too. 

Build rapport - invest time getting to know your 

Trustees as individuals just as you do with major 

donors.  How long have they been involved and what 

drew them to the charity?  How is their experience of 

being a Trustee going?  What inspires them and what 

worries them?  Find out about their family, their 

hobbies, their aspirations etc. 

Find champions – get a couple of Trustees firmly in 

your camp so they can influence their fellow Board 

members as peers. 

Build a vision of what fundraising could do for the 

organisation and how that will feel for everyone 

involved.  

Thank them – make sure that you’re thanking 

Trustees for what they do and singing the praises of 

those who actively get involved with fundraising. 

 

Catherine Miles talks about what it was like working with an engaged Trustee board at Anthony Nolan… 
“I wanted to invest in individual giving and understandably, the trustees were cautious on both reputational and financial grounds, so 

we spent a lot of time explaining okay, this is what we understand about how the charity's finances operate, this is what the  charity 

wants to do in future, this is the type of money it's going to need. Actually if we're going to be able to do this sustainably and really have 

growing voluntary income that really underpins the charity and doesn't fluctuate wildly year on year, we really do need to tr y and invest 

in individual giving. Then we had fabulous support from the trustees. 

 

I think it probably helped that quite a lot of them are accountants, actually. I think it's that they've always interrogated the numbers in 

great detail, and scrutinized us incredibly closely. We've always had to report with great f requency, which is absolutely right. It means 

they really understand what we're trying to achieve in individual giving program and how it's performing at any given time. T hey can 

probably tell you about as much of our individual giving program as I can, which is great, and it's great to genuinely have that 

partnership, and because they have the finance background, because they've had that level of involvement with us, we can genu inely 

discuss investment decisions about, okay this channel is now doing this, where should we put our money? That's great and unusual I 

think as well.” 
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Influencing your colleagues 
 

When you are heading up a fundraising department, some of the most important relationships you have 

will be with your peers - the directors of other departments.  Even heading up particular income streams 

you will find yourself needing to work effectively with other departments to be successful in your role. 

 

You will be working with your finance team to pull together budgets, improve income-tracking systems and 

reconcile monthly management accounts.  You will be working with your communications team to support your 

corporate supporters and run integrated campaigns.  You’ll be working with your programmes team to gather 

project information and take doors on project visits.  And that’s just for starters! 

 

In many charities tensions exist between the various departments, often around similar pressure points.   If you are 

a Director of Fundraising it is your job to reduce those tensions and improve working relationships with other 

teams.  You can’t afford to be passive about that – you have to be proactive as it may well determine how 

successful you can be in your job. 

 

When you start 
You have the opportunity to create a blank slate when you are new to the role.  Invest time in developing 

relationships with your peers.  Take the time to meet with each of them to understand...  

 How their department works 

 What their main challenges are  

 Where they crossover with your team – what do they need from you and what do you need from them? 

 What they think about their relationship with the fundraising team 

 How your two teams could work better together 

 

If possible build a personal relationship with your fellow directors (or heads of team if you’re heading up an income 

stream) that will enable you both to navigate tricky times.  Take them out to lunch or go and have a coffee together 

out of the office every now and then.  When I start a new role as Director of Fundraising I do my best to make my 

Finance and Programmes Directors my new best friends.   

 

If you both come from a place of mutual respect and trust and genuinely like each other, it will make it much easier 

to resolve conflicts, or even catch issues before they escalate to become conflicts.  If your organisation has a culture 

that values collaboration and sets out behaviours to support collaboration then dealing with inter-departmental 

tensions will be much easier. 

 

If you come from a place of openness it will encourage others to do the same.  Be clear what you need from other 

teams and what you’d like to change, but also acknowledge where your team, processes and attitude could improve 

and take responsibility for making that happen.  If you understand the objections you may face around any 

changes you wish to implement then you can prepare a stronger case for change by pre-empting those objections. 

 

You can also use Senior Management Meetings as a place to build relationships.  You can build trust by thinking 

beyond purely fundraising, supporting your colleagues when they bid for more resources and acknowledging what 

their team does. 
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Do your internal PR 
I have lost count of the number of times I have heard fundraising called “a necessary evil” – a phrase that 

undermines both the donor and the fundraising team who work hard to deliver income.  There are a number of 

reasons that fundraising can get a bad reputation.  Often fundraising is misunderstood.  Colleagues don’t know 

what fundraising really involves, or how complicated or stressful it can be at times.   At worst all they see is the 

salaries and the relatively high staff turnover and their experience is often being on the receiving end of requests 

for information or project visits without any feedback or recognition that they took time out of their busy schedule 

to help. 

 

In organisations where fundraising is a small part of the organisation’s income, it can be hard to get any traction as 

it is considered low priority.  In those situations it is useful to make a clear business case for fundraising, 

highlighting what voluntary income has paid for over the past few years and what it could fund in the future. 

 

If negativity about fundraising exists in your organisation then you and your CEO need to address it together at 

Senior Management Team level.  A culture where fundraising is part of everyone’s job is a helpful goal to have.  

Your role is to make your fundraising team the best it can be and to work well with other departments but your 

CEO needs to lead by example and not tolerate negativity about any team to become entrenched in the 

organisation. 

Communicate 
I think internal communication is a really powerful tool for changing minds and improving relationships.  Firstly 

acknowledge the contribution of other departments – from providing you with a great service, to attending project 

visits or pulling together a project budget promptly for a funding application.  When you are sharing successes at 

Senior Management Team meetings, be sure to recognise any contributions made by your colleagues and their 

departments.  And when you secure a donation as a result of a project visit, the first person to know should be the 

colleague who showed your donors around the project so that they can feel good about the vital role that they 

played.   

 

I strongly suggest creating a monthly fundraising report ,which is shared with the fundraising team, your CEO and 

the other directors.  This shows everyone exactly what you are doing – helping people to understand more about 

what you do and how varied and complicated it is.  Not everyone will read it but at least they then can’t claim that 

they didn’t know about your plans.  It also gives you a forum to highlight the contribution of individuals from other 

teams and thank them publicly.  When I’ve done this in the past it has prompted conversations between teams and 

even led to recruiting colleagues as volunteer fundraisers for events. 

 

“Many of my colleagues [in other teams at British Red Cross] are rightly focusing on the present. Fundraisers are, by and 

large, planning, spending and operating in the future tense.  What folk will give tomorrow was probably raised many 

moons ago.   So I think we as fundraisers live in slightly different universes to some other parts of our organisations and 

because almost all our engagement is with the outside world whilst others maybe be more internally focused we may see 

things from a different perspective.   

 

As a fundraiser your beliefs, and why you're here are just as important as the aid worker or anyone else. You want to 

change the world, it's just that you've landed on the thing that you can do really well to do that.” 

Mark Astarita, British Red Cross 
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Relationships with donors 
 
Obviously fundraising is all about relationships with donors, but in this chapter I would like to focus on 

how you, as a fundraising leader, approach relationships with donors.  I’ll be primarily aiming this at 

Fundraising Directors but the same principles can be applied if you manage an income stream. 

Change your focus 
As a Fundraising Director you’re often thinking about the financial side of fundraising.  Ultimately you are 

responsible for the team reaching its targets and ensuring that the organisation has enough funds to carry out its 

work effectively.  You’re tracking weekly figures and looking in-depth at the budgets monthly to see what’s going 

well and what isn’t.  You’re also motivating your team to reach their targets and celebrating when the money comes 

in as planned. 

 

You’ve got money on the mind.  And so has your team.  And there is nothing wrong with that – your team name is, 

after all, fundraising.  But it can overshadow the importance of supporters.  Without supporters you have no money 

and yet there are times when supporters can appear to be a means to an end.  The idea of that is no doubt 

horrifying to you because you do genuinely care about your supporters.  But take a step back and think about 

those times when you have been so focused on reaching your end of year target or improving retention rates that 

you’ve temporarily forgotten that behind it all are a lot of people.  People with needs of their own.  People who 

want to make a difference.  People that probably aren’t all feeling loved and valued by your organisation right now. 

 

“I think some of it is about getting the basics of human interaction right. Everybody we're dealing with, however they 

support us, are all individual human beings.  In the current environment that is rightly focused on compliance, let’s also 

make sure that the relationships that people have with us feel authentic and that they can trust us.  Many of our 

supporters either have diabetes themselves or it has impacted one of their loved ones. We absolutely have a responsibility 

to make sure their experience is one that feels congruent and relevant.”  

Kath Abrahams, Diabetes UK on donor care 

 

I would like to encourage you to put relationships with supporters up at the top of your agenda alongside income.  

If you improved your relationships with donors by even 10% that would no doubt have a positive impact on income 

too so there is a strong business case for doing so.  But it would also bring more joy to your team as well as your 

donors.   

 

Fundraisers are natural relationship-builders but when their primary measurement of success is income then it 

becomes the priority.  So think about how you are measuring success.  Think about what you celebrate.  Think 

about how you communicate the work of your team internally.  But most importantly think about how you can give 

your donors the sense of impact and being part of something that they want.  Not that you want so that you can 

increase their donation or retain them as a donor, but the relationship that they want. 

 

I love how Catherine Miles approached relationship management at Anthony Nolan and now at Breast Cancer Now.  

You can read about that in her interview later in this book.  How could you apply those principles in your team?  

What would it look like if everyone was focused more on relationships than income streams and products?  
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When you start 
Your first 3-6 months in post are a great time to talk to donors about their relationship with your charity and gather 

important insight and feedback.  If, as a new Director, you ask major donors, corporate supporters and legacy 

pledgers some smart questions then they can be honest in their feedback without fear of upsetting you.  You can 

also listen without feeling defensive, which will make it much easier to take what they are saying on board. 

So schedule in meetings with key donors as a priority in your first few months.  Tell them that you’re hoping to 

understand more about your supporters and find out if you can improve their experience of supporting the charity.   

 

When you meet with them, and before you rush into your questions take some time to get to know them and to say 

thank you for their support.  Then find out why they give to your charity – how did they hear about you?  What 

appealed about this particular cause or organisation?  Which area of your work is most interesting to them?  

 

Ask them about their experience of supporting you.  What has worked well for them?  What do they like about the 

communications they have from your team?  Do they feel valued?  Do they feel informed?  Are you sharing the sort 

of information they want to receive?  Are you communicating enough?  Or too much?  How would they rat e their 

relationship with your organisation out of 10?  Why?  What could you do to improve that?  

 

You could carry out a similar exploration using focus groups for donors who give through other income streams.  

When you’ve spoken to a range of donors, you can then analyse the feedback that you have gathered and identify 

ways that you can improve your approach to donor relationships as a team. 

 

Your own portfolio? 
In some organisations Fundraising Directors have their own portfolio of donors and a target of their own.  In others 

Fundraising Directors have personal relationships with key donors but no personal target.  And in a few of the 

larger organisations the Fundraising Director mainly deals with internal issues and rarely deals with donors directly.  

Each charity and individual will have their own needs and preferences. 

 

As Fundraising Director I see my role as supporting the team, taking overall responsibility for the income target, 

engaging with key supporters and stepping in to help where I am needed.  I’ve always acted as an Account Director 

on major partnerships, projects and relationships – attending key meetings, dealing with issues that crop up, 

thanking them and getting hands on when needed at gala dinners, sporting events etc.  Not having a personal 

target has freed me up to do that and keeps me neutral in decisions about where income sits.  Even when I’m 

making the ask, I am doing so for a team target rather than a personal one.  I think it is really important to stay 

connected to donors and to be available to them and the team when issues crop up. 

 

What’s most important is that you think carefully about how you can best add value to donors and to your team 

when it comes to targets and relationship management.  Play to your strengths but make the needs of the donors a 

priority. 

 

“In our fundraising team we are always very aware that donors have got plenty of other choices for their giving.   It's my 

colleague Richard Verden who always says, "We need to be perpetually petrified that people decide not to give to us." 

There is something about that very forceful statement that no one has to give to us.”  

- Mark Astarita, British Red Cross 
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Purpose and Donor Engagement 
 

Let’s start by defining purpose in the context of your organisation. 

 

Purpose: The difference you’re trying to make 

Mission: How you do it 

Vision: What the world will look like when you’ve achieved your purpose 
 

A well articulated purpose statement is simple, inspiring and memorable - unlike many vision and mission 

statements, which can be long and unwieldy. 

How does purpose help engagement? 
Purpose feeds into our individual need for meaning and to lead meaningful lives – something that those of us who 

choose to work in the charity sector prioritise and one of the key drivers for donors making gifts. 

 

Whether it is a true story or an urban myth I love this story… apparently  in 1962 President Kennedy visited the 

NASA space centre and noticed a janitor carrying a broom.  He interrupted his tour, went over to the janitor and 

said “Hi I’m Jack Kennedy.  What are you doing?” the man responded “Well Mr President, I’m helping put a man on 

the moon”.   

 

I also know a property developer who describes his work as “putting a roof over people’s heads” and that keeps him 

motivated.  How many people in your organisation when asked what they do would reply by talking about the 

cause rather than their job function?  How many of them think about it when they go to work everyday?  

 

Purpose also provides an emotional connection and influences our decision making. Let’s look at a simplified 

version of how our brains make decisions… 

 

Neocortex: This is our newest area of the brain. It is responsible for all our rational and 

analytical thought and language. This allows us to look through vast amounts of facts 

and figures, but it doesn’t drive behaviour.  

 

Limbic Brain: The Limbic brain comprises of the middle two sections and is responsible 

for all our feelings, such as trust and loyalty. This area of the brain is responsible for all 

human behaviour and  our decision making. It is where our emotional connection takes 

place, and it has no capacity for language.   

 

So we make our decisions using our ‘gut instinct’ and then rationalise them with language using our neocortex.  It 

therefore makes sense to engage people’s limbic brain through emotion. 

 

And finally, purpose can give everyone something to get behind – “a common purpose”. 
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Communicating purpose to engage audiences 
 

Simon Sinek talks about the Golden Circle of communication in his book “Start with Why”. Sinek argues that being 

able to articulate your WHY, or purpose, helps organisations to engage their audiences. 

 

 
 

 

 

Examples 
Here are some great corporate examples… 

 

SouthWest Airlines purpose -  
“To democratize the skies – to make air travel as available and flexible for average Americans as it has been for the well to 

do.” 
 

Purpose: "Southwest Airlines is democratizing the skies."  

Mission: "We democratize the skies by keeping our fares low and spirits high." 

Vision: "I see a world in which everyone in America has the chance to go and see and do things they’ve never 

dreamed of—where everyone has the ability to fly." 

 

It’s worth noting that SouthWest Airlines have had 40 consecutive years of profitability, even through 9/11 when 

airlines suffered hugely.  Despite being a budget airline their customer service is legendary and Americans 

genuinely love them.  Ryanair can’t say the same thing! 
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Patagonia’s purpose & brand story -  
“Build the best product, cause no unnecessary harm, use business to inspire and implement solutions to the 

environmental crisis.” 

 

Patagonia grew out of a small company that made tools for climbers. Alpinism remains at the heart of a worldwide 

business that still makes clothes for climbing – as well as for skiing, snowboarding, surfing, fly fishing, paddling and trail 

running. These are all silent sports. None require a motor; none deliver the cheers of a crowd. In each sport, reward comes 

in the form of hard-won grace and moments of connection between us and nature. 

 

Our values reflect those of a business started by a band of climbers and surfers, and the minimalist style they promoted. 

The approach we take towards product design demonstrates a bias for simplicity and utility.  

 

For us at Patagonia, a love of wild and beautiful places demands participation in the fight to save them, and to help 

reverse the steep decline in the overall environmental health of our planet. We donate our time, services and at least 1% of 

our sales to hundreds of grassroots environmental groups all over the world who work to help reverse the tide.  

We know that our business activity – from lighting stores to dyeing shirts – creates pollution as a by-product. So we work 

steadily to reduce those harms. We use recycled polyester in many of our clothes and only organ ic, rather than pesticide-

intensive, cotton. 

Staying true to our core values during thirty-plus years in business has helped us create a company we're proud to run 

and work for. And our focus on making the best products possible has brought us success in the marketplace. 

 

Meaningful Brands 
The Meaningful Brands Index measures the potential business benefits gained by a brand when it is seen to 

improve our wellbeing and quality of life.  In 2016 it showed that: 

 

 Meaningful brands gain, on average, 46% more share of wallet than less meaningful brands 

 Meaningful brands see their marketing KPIs perform 100% better overall compared with less meaningful brand 

 Meaningful brands outperform the stock market by 133% 

 Trust is no longer enough: meaningfulness is the key driver for brand strength in an organic world 

 

Charities should be the best organisations at explaining their purpose but in many cases companies are beating 

them to it.  With this increasing trend, the ability of companies to invest money in telling great stories and the 

reduced trust in the charity sector we run the risk of losing our place as the purposeful sector. 

  

So why aren’t charity brands making the same impact?  After all they exist to make the world better.  The simple 

answer is that often charities forget to communicate their purpose. Instead they are so caught up in telling 

supporters what the organisation does and how that they forget to communicate the reasons behind what they do.  

I often work with fundraising teams who are so focused on what they do and how they do it that they forget to keep 

articulating why they do it.  The need is so obvious to us, working close to the cause but it isn’t always obvious to 

your donors.  
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How is your organisation doing? 
Could you, as a charity professional, describe your organisation’s purpose in a sentence that makes people want to 

get involved? Try it now and see if it passes the simple, inspiring and memorable test. 

 

 Could you come up with a purpose for your team as well?   

 Now review your fundraising communications and see if you’re focusing enough on the WHY. 

 How does your purpose factor into how your team and charity are run on a daily basis?  Does it impact 

recruitment?  Is it the deciding factor when you’re making difficult decisions?  Do you collaborate with other 

charities to have a shared purpose? 

  

Let’s reclaim purpose and use it to engage our supporters and teams. 

 

I asked Kath Abrahams of Diabetes UK how important purpose and vision are for fundraising… 

“We're just developing a vision and mission for the charity.  We see this as an absolutely critical thing to do.  We want to 

articulate very clearly - this is our overall purpose and this is where we're headed.   

 

Then we can take another look at our strategy in the context of the overall purpose and direction of travel, and the fact 

that diabetes is so relevant right now.  We can look at how we maximize the opportunity we have to make the greatest 

possible difference to people affected by the cause.” 

 

Further reading  

Meaningful Brands Index http://www.meaningful-brands.com 

Simon Sinek - https://www.startwithwhy.com 

  

http://www.meaningful-brands.com/
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Coaching your volunteer fundraisers 
 
Times are changing in fundraising and we need to put ourselves in our donors’ shoes a lot more than we 

currently do.  To us wealth screening is an essential tool to identify potential major donors, but to your 

average donor the idea that we have been profiling them to see if they could give more might be 

disappointing.  We need to raise large amounts of money to pay for the great work our charities 

undertake but it is hard to do that in a way that feels personal on a mass scale.  And our internal 

fundraising infrastructure often isn’t flexible enough to be able to support individuals who are 

passionate about a cause and want to raise funds in any way they can. 

 

So my radar is always on for approaches to fundraising that feel genuinely donor focused. I interviewed 

Catherine Miles when she was at Anthony Nolan and was absolutely fascinated by how her community 

team supported individuals who wanted to raise funds for them. 

 

Anthony Nolan Case Study (in the words of Catherine Miles) 

 

“I was particularly interested in the major gifts side, which has become a theme of what I've done as a Fundraising 

Director. When I decided I was ready to move up to Fundraising Director level and started to look for jobs I was 

particularly keen on fundraising for charities where people have a personal connection to the cause. I was very 

interested in whether I could apply major donor theory to all areas of fundraising i.e. relationships with all 

supporters, whether those supporters were recruited by mass channels or individually. 

 

Obviously, lots of people are very passionate about lots of different causes, but some of the strongest connections 

in the sector are in health charities, and of course Anthony Nolan supporters have a particularly strong connection 

to our cause because we play a direct role in people's treatment. We actually find you the stem cell donor that 

saves your life.  

 

I was very interested in how you can take a charity that's got a fantastic case for support, but is raising less money 

than it should.  A charity that certainly seems to have loads of potential, and loads of passion and enthusiasm and 

commitment amongst the supporters it has, but perhaps isn't fully harnessing that.  And how can you actually have 

proper relationships with those supporters? How can you really understand what their motivations are, really talk 

to them about how they want to give money to the charity, or how they want to fundraise, and also all the other 

different non-financial ways they want to support? 

 

That classic meta data approach of not looking at people in silos, not looking at people as cost centres, but actually 

thinking, “What is this person interested in, how might they like to help us, and how do we facilitate that, whether 

that's volunteering or campaigning, or awareness raising as well as giving and raising money?” I was very interested 

to see if you could actually put that into practice, or if it all becomes too difficult.  

 

What we've tried to do is essentially implement major donor fundraising with community sources.  I always had this 

theory that people generally in your community program are classic worker bees. They 're people who proactively 

come to the charity and say, “I want to do some fundraising for you”, and generally they've got a pretty good idea 

about what they want to do. They tend to be people who are very sociable, very energetic, and the sort of people 

who make things happen. I think we all know this, but somehow the charity sector started to view those people as 

providers of unsolicited cash. “These people will just do these things, we'll give them a fundraising pack, and they'll 

do all their bake sales, and we can just let them do that and then thank them for the donation.” 
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What I felt was there was something much, much stronger and much more exciting there. That actually if you were 

energized enough to get onto a website or pick up a phone and say to the charity, "I want to raise money for you," 

you probably had a personal reason for doing it and the drive to make it happen, and I always felt there was 

probably an enormous amount of untapped passion and commitment and enthusiasm about those people. 

 

Essentially what we did was restructure our community fundraising programme from the regional fundraising 

managers who were based all around the country. We centralised that in two moves. We did one restructure and 

then another restructure and we have a team of relationship managers in London covering supporters across the 

UK. 

 

They don't have any products, they don't divide their portfolio of supporters that they work with by type of activity. 

You don't have a fundraiser working on schools for example. They divide them based on financial potential - so 

exactly like a major donor programme would.  When people get in touch with us that first phone call is absolutely 

key.  We essentially ask them coaching questions about what's motivating them to support us, what sort of 

fundraising do they enjoy doing, who have they got who might be able to help them with the fundraising and who 

are they connected to? 

 

All this amazing stuff comes out about why people want to raise money for us, and we enable people to realise they 

can raise more money than they ever thought possible. It's amazing what opportunities people have access to that 

they don't realise. We have very close relationships with them, do a lot of the classic type of major donor cultivation 

work and support them all the way through their fundraising, but also whatever else that they're interested in 

doing, whether that's awareness raising or volunteering. 

 

What we find is of course that people are raising phenomenally more than they would do otherwise, and 

interestingly they're going out and getting other people involved, so they're almost running mini local fundraising 

campaigns. So there's this massive cross-feeding of all the programs, because they're essentially acting as like 

ambassadors, which is fantastic. 

 

We’ve had more than ten £100,000 plus relationships and something over 50% of the net income comes from the 

top 50 supporters, so we're essentially getting fundraising campaigns that are actually at major gift level.  And they 

go on and support us year on year and they are great news advocates for us, doing press and PR.  There's a very 

interesting cycle you sometimes you see where they have a very intense burst of fundraising, then they go through 

a period where perhaps they're doing some volunteering for the charity, and then a couple years later they come 

back to fundraising again.  

 

It's pure relationship fundraising basically. It's about having those multifaceted relationships. That's very 

interesting, and it's because we're not trying to silo them, and also we're not trying to force them down a particular 

activity, whereas I think a lot of charities where their community fundraising programme is very product-based, if 

somebody gets in touch with them, I think there's a natural inclination to say “Do our cake sale at work in 

December”. 

 

It also means that we have to work very cohesively across the organisation and across the fundraising division.  

Particularly when we have patient appeals, which is when someone (typically a child) urgently needs to find a stem 

cell donor, and a family will contact us, and there will be a very, very intensive period of public awareness. It'll often 

be very driven by social media, and it's very much the family leading those appeals. Those can either have very 

intensive bursts of publicity, or people joining the stem cell register, or people raising money, or people doing a 

combination of all 3. What we have there is very sort of loose and flexible - like little project teams from across the 

organisation. 
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We have a patient appeals summit and that involves all of the people across the organisation who might be 

touchpoints for patient appeals.   So our patient support teams, our donor recruitment staff in the field who sign up 

the stem cell donors, right through to our press team, and our social media team, because of course often the first 

time you spot things is when something just pops up on Twitter, and you have to respond very fast. We try to 

understand a bit about what are the families going through, where they are in that transplant journey, and then we 

work out the best way for us as an organisation to support them. There's always one main point of contact with the 

family, which tends to be the team where the family arrived in the organisation first and then behind that, there's 

always this sort of loose group of representatives from all the relevant teams that are involved. 

 

You can imagine how many press enquiries can come hurtling in to the family and one of the things we try to do for 

them is help field those press enquiries, because it can become a huge news story very, very quickly. The media 

pressure can be very intense and these people are in the middle of an incredibly traumatic period of their lives. 

We've learnt with some of the very, very big ones how quickly we need to respond, how closely we need to 

coordinate internally, so usually during those periods, little project team will meet every day  even if only quickly. 

Then over time things will calm down. 

 

It's amazing what people can achieve for charities in a very, very short period of time in those situations.  They can 

make a massive difference to a cause and they can build these extraordinary social media audiences. I think there's 

a really interesting journey that the patients and their families at the heart of those stories go through.   It can be 

exhilarating and uplifting, and they can feel a huge amount of public support, but then the flip side of that is you've 

also got the public scrutiny at an incredibly traumatic time, and of course you can also get your 1% of the 

population who starts behaving like trolls on social media. Our role is to support people as much as possible. 

 

I think there's a very interesting thing for charities working with those patients around always making sure, which I 

think Teenage Cancer did incredibly well with Stephen Sutton and his family, that the appeal is actually being 

owned and driven by the patient and their families themselves. Even if there are opportunities coming up that 

would be big, high-profile ones, it's really, really important that the family feels in control, that they're driving, and 

that they're deciding what they do and what they don't do. I think sometimes some charities find that nuance 

difficult in the heat, and particularly where things move so fast with social media.  

 

You can then build those relationships into long-term relationships that evolve into lots of different areas, but 

you've got to have those relationship building skills internally, and it is so important that the supporter is in control.  

Too many charities have either got themselves set up in the enormous mass fundraising style, or I think some 

fundraising teams have a bit of an urge to control rather than give supporters freedom and autonomy. 

 

I think obviously there's logistical advantages from the fact we’re all in the same room, but essentially the model we 

have is that each relationship manager in the community team is looking out for about 200 people at any one time.  

Some of those relationships, exactly like a major donor programme, will be very active, others will be in the 

stewardship phase, others will be right at the start. So I think if you were in one of the very big charities that had a 

huge number of supporters with a personal link to the cause and keep those principles of a relationship manager 

with a portfolio of supporters they are working with to build relationships and empower people to raise money in 

the way they want, I think it's absolutely scalable. I think all that happens is you've just got more people doing that 

with more supporters.” 
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Researching your sector 
 
When you move to a new organisation, or take on more responsibility within your current organisation, it 

offers you a great opportunity to take a step back from the day-to-day and look more broadly at the 

sector. 
 

Understand your marketplace 
It is a good idea to regularly scan your marketplace for new developments.  You can do this at a number of levels.  

What are the charities that are similar to you doing in terms of service delivery, fundraising and market ing?  How 

about the other charities that your donors support?  Also look at the largest charities and see what they’re doing 

and the same for newer entrants who are making a big noise or doing things differently.  It is also a good idea to 

look internationally, particularly for global charities and at other sectors such as education and the arts if you’re a 

mainstream social welfare charity.  

 

You are looking for innovation, successes, problems, return on investment ratios, donor lists, great relationship 

fundraising, integration of campaigning and fundraising – anything that you can learn from.  Look also at branding 

and how you would characterise the different brands in your sector.  Are you the young upstart?  The established 

institution?  Or is your place in the market a bit indistinct?  

 

Benchmarking 
It is hugely helpful to be able to benchmark your overall performance and the performance of your various income 

streams against other charities. It can provide useful management information and reassure Trustees. Every charity 

is different- it  has different assets and challenges as well as different historical investment in income streams.  If 

you’re new to major donors your ROI will be very different from a team with 20 years head start on you.  And 

legacies have a great ROI but take years to kick in.  You know this, but make sure that your CEO and Trustees do 

too, especially if they love to talk about ratios. 

 

Sharing ideas and challenges 
One of the benefits of networking with your peers is to gather benchmarking information and other updates on 

what is happening in the sector.  As Jenni describes below, the hospice movement is a great example of 

collaboration between charities.  The Institute of Fundraising Special Interest groups are really useful for income 

streams and there are a number of one-off events and information gatherings for Fundraising Directors, mainly run 

by consultancies.  I really recommend taking the time away from your desk to go and be inspired and encouraged 

by meeting with your peers and sharing ideas and challenges. 
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Case study  
How Jenni Anderson approached researching the sector when she joined Haven House Children’s Hospice 

 

“What is lovely about the hospice sector is that we’re very good at helping each other learn and develop. We're very good 

at sharing. Regardless of location, if you’re looking for evidence of a particular idea, someone will say  "I know somebody 

who's done that" and you can have an honest chat with them. When I started at Haven House, I did quite a lot of fact 

finding and the sector was very accommodating.  

 

I do also like seeing how growth models and theories can be put into practice. One of my favourite models is Ansoff's 

Growth Matrix. You can always make improvements to your existing products in your existing markets but if you want to 

grow, you've often got to go in different direction. It also encourages you to look at your competitors to identify your gaps . 

So we analysed what other hospices were doing, what sectors or activities they were working in and where they were 

seeing a good return. 

 

As an example, Haven House joined a hospice lottery partnership in the months before I started. For the first year, we grew 

our player base and three years later, we're at 7,000 players. It isn’t an innovative fundrais ing idea, but it was innovative 

for us at the time.    

 

Retail was another growth area. We had one shop and our long-term plan is to open seven shops. We’re now at four. We 

can use our shops to analyse our growth – for example does a shop impact positively on supporter growth?  And we can 

see (using postcodes and the wonders of Google Maps) that it does. 

 

Before we embarked on our shop expansion plans, I visited hospices and other charities that had 20 shops and asked, 

"When you were opening your 20 shops, what did you do?" It was important to our Trustees that we had done our 

research, as retail can be a huge financial risk for a charity. Learning from others helped us to develop our plan.  

 

I spent some time reviewing all the benchmarking reports for the sector, and went through it line-by-line comparing our 

performance. I would recommend this for anyone going into a new role, either at Director or Head of department level.  

It’s still important to talk to people though.   You don’t just sit at desk with a few reports and then pull out your plan and 

say "This is what we're going to do."  

 

There are still many things that other charities do, that I look at and think “We could so easily do that. How are we going to 

do that?” I try and encourage my team to look at what others are doing. If we're a £4 million charity and there are £10 

million hospices out there, what are those £10 million pound hospices doing that we're not doing? How do we get there? “ 

 

 

  



P a g e  | 20 

 

 

Networking 
 
Networking.  It’s part of the job description, certainly at Director level and usually if you’re heading up an 

income steam too.  The word ‘networking’ conjures up images of dull conference rooms, strangers that 

you’ve got no interest in talking to, business cards and horrible wine.  It’s no wonder that many us of 

shudder when we hear the words ‘networking events’.   

 

And yet, I am a massive fan of networking.  Because, at its heart, networking is about relationships.  It’s 

about friendships.  It’s about helping people.  It opens doors to new opportunities.  It’s about learning 

and sharing.  It expands my world beyond who and what I already know.  And what’s not to love about all 

of that? 

 

So if the word networking has negative connotations for you then replace it with relationship building, or 

making new friends.  Feel better about it now? 

 

There are many articles on networking so I’m not going to try and teach you how to do it.  I’m just going 

to share what I’ve learnt about how to make networking (in the sector and beyond) work for me and 

what I’ve gained from it.  My aim?  To inspire you to make 2017 the year that you expand your network 

and you love it. 

 

Find the situations that work best for you 
I’ve made new friends in all sorts of places – at meetings, on work courses, on holiday, online and at events.  A room 

full of lots of people makes me wants to run away (truly) so I try and find, or create, more structured opportunities 

to meet people.  For example - I found backpacking hard because I had to introduce myself to new people in each 

hostel, which is hell for a shy person.  But I loved a backpacking tour where 30 of us travelled around Italy together 

and I made friends for life on that trip. 

 

When it comes to networking, a structured event makes things so much easier.  If the situation calls for you to talk 

to other people (as opposed to randomly going up to people) then that first tricky step is done for you.  You’re not 

interrupting anyone – you’re just doing what is expected of you.  After that you’re just being friendly and interested 

in other people and that’s easy, especially for fundraisers.  So courses and events with workshop elements are a 

great way to build your network. 

 

I also choose situations that bring out the best in me.  Socially I’m shy but in a professional context I am confident 

so I know that I am comfortable in situations that have activities or involve talking about work.  Parties are 

intimidating but a room full of Fundraising Directors or a workshop on leadership– much easier!  For other people it 

might be the other way around – find out what works for you and focus on that. 
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My top tips for networking events 
 I choose events that I’m interested in – usually 

with a speaker.  Why? 

 I’m learning something - so even if I don’t meet 

anyone interesting I’ve had a productive time 

 There’s a built-in conversation starter  - “What did 

you think of the talk?” or “Have you heard them 

speak before/read their book?” 

  I’m sat next to at least one person.  Always say 

hello when you sit down and don’t leave a gap 

between seats.  It is so much easier to say “hello” 

the person sat next you than it is to approach a 

group of people in a room. 

 I look for someone else on their own and go and 

say hi to them.  They’re often relieved, as nobody 

likes standing alone at an event. 

 I have a couple of small talk conversation starters 

– then I’m not trying to think of something to say.  

They might about the room, or the topic or the 

biscuits! 

 I welcome other people to the conversation so 

that nobody feels left out. 

 I look for people who look like they’d be potential 

friends. I want to have enjoyable conversations so 

if I am drawn to someone who looks friendly and 

smiley, that is more likely. 

 If I don’t really want to go I’ll take someone with 

me or arrange to meet someone there.  We’ll still 

mingle but it makes sure I actually go instead of 

coming up with an excuse. 

 
 

Be yourself 
As a fundraiser it is likely that you are naturally friendly, curious about people and helpful.  Awesome – you’re a 

natural networker. 

 

People notice your energy.  That may sound hippy dippy but happy, positive, friendly people draw others towards 

them before they’ve even started talking.  We instantly like them.  Before I go into a situation where I am meeting 

new people I take the time to leave behind the stresses of the day and I decide to be open, approachable and 

friendly. That changes my body language, my attitude and the general energy or vibe that I‘m giving off to people. 

 

The most interesting, inspiring and attractive people I know are really authentic.  They know who they  are and they 

like who they are and they don’t edit it for other people. Give yourself permission to be authentic when you’re 

meeting new people.  If you’re a storyteller and like being centre of attention then embrace that, equally if you’re 

more interested in learning about other people and asking questions that’s great too.   
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Make new friends 
I resolved many years ago that when I went to a networking event my aim was to have a couple of good 

conversations rather than lots of dull ones.  Genuine connections are hugely valuable, much more valuable than 

coming away with a handful of business cards.  It also makes it so much less painful when your goal is to meet nice 

people.  If I meet someone who would be useful for my business but whose company I don’t enjoy, then I rarely 

stay in touch.  I might connect to them on Linked In but that’s about it.   

 

These days I proactively reach out to people I’m interested in chatting to further and I have found people to be 

really open to that.  I don’t meet people that I have a genuine connection with every day, so when I do I take the 

initiative and arrange to see them again.  I’ve had one-off meetings with people and thought they were great so 

arranged coffee with them – they’re now good friends.  I’ve spoken on panels with people who have  then hired me 

to facilitate a strategy day.  Years ago I saw the Institute of Fundraising was running a course for career changers 

and I thought that, as a fundraiser and career coach, I could contribute to that - so I asked if they needed a speaker.  

I was invited to speak on the panel and ended up meeting two great people.  One has turned out to be a friend and 

my major donor guru and the other became a Trustee of the charity I was leading and then later gave me a job. 

 

Those are just a couple of examples.  Some of my favourite people are those I have met randomly at events or 

those I proactively reached out to.  I saw a coach working with a client I really wanted to work with so I emailed him 

and suggested coffee.  We now meet every two months for some of the most productive and thought provoking 

conversations I have. 

 

I would really encourage you to listen to that little voice that says “I should speak at that event”, or “I‘d love to chat 

to that person more” and step outside of your comfort zone and reach out. The worse that can happen is that they 

ignore or politely say they’re too busy.  No harm done. 

 

Be helpful 
I never approach any relationship focused on what I can get from it.  My first thought is always how can I help this 

person.  I’m always giving career advice, giving input on marketing plans and business models or suggesting a book, 

website or connection.   I love to use what I know to help others and that has proved really useful in my career and 

business.  I also love to learn.  If someone runs a business I’m fascinated by the story behind it, the business model 

and what they’ve learnt along the way.  

 

I often ask people what they need at the moment so that I can keep my radar on for it.  As a former recruiter I’m 

always keeping my eye out for job opportunities for candidates who became friends.  I keep an eye out for Trustees 

for my clients or business introductions I can make for people in my network. I do that because I love doing it but it 

also makes me a really valuable connection to have.  If you’re in my network and we like each other than I will be as 

helpful as I can be and as my earlier examples show, that helpfulness is reciprocated, albeit with no obligation or 

expectation.   

 

I get asked for coffee to ‘pick my brains’ at least once a week now and sadly I can’t say yes to everyone and still get 

my work done.  But if a friend asks me to chat to someone who is important to them, I make the time.  

 

I’d really recommend that you think about what you can offer other people when you network.  I have a friend who 

loves to travel and always has a hotel or restaurant recommendation for her contacts when they’re going on 

holiday and people think really fondly of her.  You might be an amazing corporate fundraiser or great with 

spreadsheets.  Whatever it is, look for opportunities to help people. Did you have a great connection with that 

person?  Did you notice they tweeted a question and you have an answer for them?  Do you have some skills, 

knowledge or experience that is relevant to them that you could offer in return? 
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Draw people to you 
The other aspect of networking is ‘pull marketing’ i.e. do things that draw people towards you, especially the people 

that you want to meet. 

 

You could attend an event and meet a few people.  Or you could be a speaker at an event and hundreds of people 

will know who you are and hear your message.  Which one is the best use of your time?  

 

Why just attend an IOF Special Interest Group when you could sit on the committee and build strong relationships 

with your peers whilst giving back? 

 

Why not share your experience on a blog or publish on Linked In Pulse?  Linked In and broader social media are 

great ways to reach out to people. 

 

You could even write a book and ask people you admire to share their knowledge with you and the wider sector!  

This book has taken me a year to create but it has opened many doors for me along the way, introduced me to 

some of my fundraising heroes, let me write about the topics I am passionate about and will hopefully help lots of 

people in the sector stepping up into leaderships roles.    

 

Networking and fundraising 
My network has made me a better fundraiser.  I have nearly 3,000 connections from the charity world on Linked In 

(thanks mainly to my time in recruitment) and when I’m stuck on something I can reach out and get help.  I find that 

particularly helpful for legal and technical questions.   

 

If I wanted to be inspired I could reach out to other Fundraising Directors and have a coffee or bring a group of us 

together to discuss a topic that we’re all wrangling with.  I know people who can mentor members of my team and 

if I need a consultant or trainer I know lots of amazing suppliers.  When I’m an Interim Director and recruiting for 

my team there are hundreds of people who will share my post and recommend working for me.  People tell me 

about job vacancies before they go live.  

 

When I’m speaking to corporate supporters I understand more about their business model thanks to the network 

I’ve built up in the commercial world and my curiosity about marketing and business models.  I’ve read books 

recommended by my network that I wouldn’t otherwise have discovered and I apply that knowledge to my work.  I 

don’t think like a typical fundraiser because I’ve expanded my  world beyond that and it helps me to stand out.  I’ve 

had a lot of practice of meeting new people, making genuine connections and being interested in them without 

being intimidated which has been great for major donor work. 

 

I hope this inspires you to find a way of networking that works for you and that you enjoy.  And I hope you meet 

some great people in 2017 as a result.  Good luck with it. 

 

Further reading… 

 

For inspiration on stepping outside of your comfort zone read a biography by someone you admire.  Great people 

rarely stay inside their comfort zones for long.  My current favourite is ‘Year of Yes’ by Shona Rhimes (creator of 

Greys Anatomy & Scandal).
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