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“By three methods we may learn wisdom:  

First, by reflection, which is noblest;  

Second, by imitation, which is easiest;  

and third by experience, which is the bitterest.”  

- Confucius 

 

 

“Experience is simply the name we give our mistakes.”  

- Oscar Wilde 

 

There’s no substitute for experience, but the next best thing is to spend some time talking to someone 

else and trying to understand what they’ve learned along their journey.  

Wouldn’t it be great if you could spend an hour with someone who’s reached the top of the tree in their 

sector? These are busy people, but we’re delighted that each of the seven fundraising leaders featured 

here were prepared to give up some of their time to be interviewed by Carla. They form part of her 

forthcoming book- which we at Charity People are excited to be able to share with you. 

I hope you enjoy the articles and can pick up some ideas or inspiration from them.  

Nick Billingham 
Associate Director – Fundraising 

020 7939 7422 
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Mark Astarita, Director of Fundraising at British Red Cross  
 

It’s not often that you get to pick the brains of one of the most successful Fundraising Directors in the UK.  

I first met Mark 15 years ago when he was leading the fundraising team at NDCS and I’ve watched him 

create impressive income growth and hugely successful and loyal teams at both NDCS and British Red 

Cross.   

Mark’s team at British Red Cross is 220 strong, excluding retail, and raised over £160m in the last 

financial year. With a stint as Chair of the Institute of Fundraising under his belt and never one to shy 

away from bold opinions I was eager to hear what Mark had learnt about fundraising leadership in his 

years in the sector. 

You’ve been in fundraising a long time and achieved a great deal.  Did you have a master plan for your career? 
 

I’ve never been personally ambitious for myself. But I absolutely am ambitious for the organisations I work for or 

volunteer for.  I get terribly passionate about them and really engaged in the organizational output and impact. It is 

never about the money for me. The money is just a mechanism for doing it, for creating change. And I think that's 

an important feature of great fundraisers - it is always about the difference we can make.  

How important is it for a Fundraising Director to have a clear vision? 
 
I think one of the things that great Fundraising Directors are able to do is to see a different future.  Often they can 

see it before other people. It may not be well constructed and it doesn't have to be completely resolved but they 

are able to quickly adapt their thinking and their behaviour in order to shape their world and to be able to reach 

new goals. Some people let the world shape them, personally I could never be content with that. I think if you want 

to be successful it is fundamentally about mapping a wonderful future and then pointing people in the direction of 

how to get there. Not with every point on the map thought through, because you need other people to help you do 

that.  It is a collaboration of talent. I don’t see myself as queen bee or the conductor of an orchestra where all do 

my bidding, more of a football manager constantly adjusting to the run of play. 

 

I think great fundraisers operate in the future tense. The past is the past, this year is in progress and what we are 

going to raise next year and in future years is where I focus my attention.  

Does being so focused on the future create tension with other departments? 
 

Many of my colleagues 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 

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.   

 

I think at a organizational level, people can sometimes get a little bit annoyed with high performing fundraising 

teams, because they tend to all sing from the same song sheet. It doesn't matter which of my managers you speak 

to, they’re all going to share the same vision and plan for the future. We swim as a shoal and that's quite a force 

actually.  
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We, and I suspect in many successful fundraising teams, see very high levels of organisational engagement in our 

people surveys. 90 plus per cent engagement levels is not unusual because fundraisers understand the mission 

and strategy and interact with it every day. They can feel the way they can contribute and frankly they commit their 

all to the high goal. They tend to see things more from a collective point of view where every pound adds up to a 

greater organisational goal.  

 

So do you refer back to your fundraising strategy all the time? 
 
I know some people refer to their strategy all the time, but it's not the way I operate. I almost always know where 

we are going, but I need to make sure everyone else knows where we are going too. So yes our strategy is highly 

visible but we tend to live and breathe it rather than use it as a totem pole. 
 

People like to think it's all about the strategy and it's all written down like the gospel. I believe it's about having 

people who adjust daily, respond to the insight they gather and adjust to their environment.  I'm surrounded by 

hundreds of years of fundraising experience. All my senior managers have been with me for nigh on ten years, and 

just get it. They don't make the mistakes that they did when they were a lot younger because like me they’ve 

already been there, done that and made mistakes in the past.  

 

None of our great successes at The Red Cross were delivered by one big decision.  It was more about the decisions 

being taken everyday that myself, and my managers in particular, knew were the right decision to take that day and 

next week and next month. Cumulatively they add up to a big thing.  So this idea it is one big thing bothers me I 

think it is a product of our cumulative actions.  Many of the things that have made the biggest difference grew from 

tiny shoots and featured strategically for example growing regular giving might be the big goal but the path to that 

goal had many variations and products and not all were apparent at the outset.  

 

Do you think that as a large organisation with an established fundraising team that there’s a danger of resting 

on your laurels? 
 
I hope we never do that.  Needs evolve and for us human tragedy is forever unfolding. Being restful is certainly not 

part of mine of my colleagues’ DNA.  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. Therefore we're always on 

duty, always in a sales mode. We've always got to be positive and we've got to believe in what we're selling to our 

very core.   I hate the idea we are selling - it feels so tacky in some way because what we are promoting feels far 

more profound. I hope you know what I mean.  I and my colleagues are ambassadors for our cause. So when 

people ask what I do they are always interested in a way they would not be if I made widgets.  Quite rightly people 

expect the best of us all the time and we therefore have no excuse but to be 110% whenever we discuss our cause.  

Might be unfair after a long day but for me that is my reality. 24/7 always on duty. 

 

The belief stuff is important to me too. If we don't believe wholeheartedly in what we're promoting, why should 

anyone else give to it?  In fact why some fundraisers don’t give to the causes they work for is beyond me. You've 

landed in a place where you passionately believe you can make a difference. 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. I’m not sure that is always as respected by people 

who aren’t fundraisers. 
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How important is it to have the right people on your team? 
 
Our fundraising people strategy is that we are aiming to be the best fundraising shop in the sector. Known to be the 

best fundraising shop, where people want to come and work for us so that the fundraising brand is really powerful. 

We give people exceptional development opportunities, we grow exceptional talent and you know what? We know 

they will go, in time. Even after they've gone we hope, they'll always tell others that they loved their time at The Red 

Cross.  The fundraising brand grows as a consequence and we continue to attract talent.  

 

Almost twenty of my former fundraisers have gone on to be directors of fundraising. That's the thing I'm very proud 

about. It's lovely that they think I was important in that because I don't always see it that way. I think they're all 

exceptional. 

 

What really good leaders do is they do surround themselves with talented people. Talented teams are what create 

outstanding organisations. It is about creating exceptional teams and exceptional teams are built around a dream 

or ambition. They're built around a leadership style, a culture and that they all are sharing the successes. You don't 

nick all their success for your own. You celebrate their achievements and if you are lucky it rubs off on you! 

 

How do you get the best out of the people in your fundraising team? 
 
I think that ultimately the most important ingredient in running a successful team is about managing exceptional 

people and getting the most out of them by giving them extraordinary opportunities to stretch, hopefully in a 

supportive environment that never feels unsafe and that matters. People excel when they're in a space where it's 

exciting, interesting, fun and they're at the edge of the possible. We challenge people to be their best and we look 

to help them get there.  There is not a lot of room for the mediocre in the teams I manage… heck it stands out a 

mile! 

 

We've pretty much home grown most of our first, second and third tier managers. Part of that is because there's 

nowhere else where you can do it as this scale or volume if you haven't done it in one of our four or five 

competitors.  

 

In terms of team structure at British Red Cross we have quite a steep pyramid. I have five or six people directly 

reporting to me, with steep pyramids underneath them. Second tier managers are my next level of talent. I'm 

always thinking about if someone gets run over by the bus, have I got someone there to replace that person? In the 

nicest possible way of course! I think I have five people who can replace me easily. 

 

Another thing I think is really important is never to be fearful of your position. If you live in fear of your position, if 

you live in fear of your staff going to do you in or take your role then you're paralyzed.  

 

Personally I am an open book emotionally.  I give of myself, am very loyal to my people and trust massively. I have 

in the last 25 years rarely been disappointed. I think I only do one thing really well and that is find great people to 

work with.  Makes work great and rarely a chore. 

Any tips on keeping fundraisers motivated? 
 
Celebrate success. I know it's a very egalitarian sector. People say “Oh I don't know if I want to celebrate anyone 

over and above everyone else, everyone's contribution is important.” I think we thrive on a bit of a pat on the back. 

As a workforce, I think, we're clearly not motivated by personal gain otherwise we wouldn't be working in the 

sector. That doesn't mean we don't love it when people applaud us for what we do and give us a pat on the back. 

Small amounts of effort going into that can be hugely valuable.    

 Return to contents page 
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Jools Tait, Director of Business Development at BEN 
 

Jools Tait kindly agreed to be interviewed after being named as an inspiring leader and fundraiser by one 

of her former colleagues.  Her impressive 14 year career at Cancer Research UK (and its predecessor 

Imperial Cancer Research Fund) included roles as Head of Special Events and The Bobby Moore Fund, 

Associate Director and Director of Corporate Partnerships and Celebrity Foundations.  

 

In 2014 Jools moved to BEN (Motor and Allied Trades Benevolent Fund) as Director of Business 

Development and so she has a really interesting perspective having been a fundraising leader at two very 

different organisations. 
 

So how did you get into fundraising? 

 

I got into fundraising in the States, after I left my career as a primary school teacher in the UK and in Milan. I’m a US 

citizen as well and when I moved to Boston I joined a charity called Walk for Hunger, which organised the largest 

annual, one-day fundraising event - 40,000 people in the state of Massachusetts.  From there I did more event 

fundraising as well as undertaking fundraising consultancy for the American Cancer Society before I came back to 

the UK and joined Imperial Cancer Research Fund in 1997.  

 

And how did your role evolve at Imperial Cancer Research Fund and then Cancer Research UK over the years?   

 

I joined as a London Events Manager and organised all of the high-profile events in London. And then quickly took 

on some campaigns such as our Breast Cancer Awareness Month campaigns and then I coordinated national 

fundraising with all the regional teams.  

 

It became clear that my speciality was in the high value space i.e. high-value events, high-value donors and building 

relationships and partnerships.   That naturally took me into the bespoke niche fundraising streams like the Bobby 

Moore Fund, and big third party events and then I moved to corporate fundraising and still kept high-profile niche 

with celebrity foundations.  

 

Celebrity foundations within charities were a new evolution at that point.  How did that come about? 

 

I always thought there was mileage in something like the Bobby Moore Fund, a celebrity that was high profile, who 

was loved by the nation and was naturally associated with Cancer Research UK because he died of bowel cancer.  

You marry the celebrity, the cause and the output. 

 

The Bobby Moore Fund had already been going for a number of years, and after working with Bobby’s widow 

Stephani.e. I then took that model to Lawrence Dallaglio.  As a team we helped set up Lawrence’s foundation, which 

is still going today and the model was that we worked in partnership with him, but with no investment from CRUK, 

apart from our expertise and resource. He selected a project to fund and his commitment was initially £2million 

over two years. I think we worked with him over £4million pounds over the time period.  

 

So the celebrity registers their own charity, we give them the model, the fundraising tools, the expertise and some 

resource, but no financial investment. We basically created a new product to go out to market with and we took 

that to celebrities such as Seve Ballesteros, Jenson Button, Gordon Ramsay and JLS.  
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What were the challenges you faced getting that new income stream to work successfully? 

 

The challenge was all about the relationship - how did you get to those individuals? How did you get through the 

management company to the decision makers? And how did you show them that this model would add value to 

their brand and give them a different profile in the marketplace?  

 

We also picked those celebrities where CRUK as a brand didn’t have a natural inroad.  So “youth” was a big problem 

for us. They were turned off by CRUK. You know cancer was something old people got. Whereas, JLS could talk to 

their fan base on our behalf about healthy living and cancer prevention and that was appealing to both parties. 

 

In corporate partnerships we were also slightly reinventing the traditional corporate model of the time.  General 

philanthropy was on the out and our approach was really identifying what assets have we got that are attractive to 

each corporate partner.  And we started with a fact-find.  What are their objectives? What are the challenges they 

are facing? And how could we then go back and tailor a pitch, so they though ‘hmmm actually our problem is 

customer retention, or our problem is new customer base or our problem is this’ and how could we partner against 

those assets.  

 

So that was my journey through CRUK and I finished there in 2014, having done those years as Corporate and 

Foundations Director and I have more recently moved to a smaller charity, BEN, as their Business Development 

Director which is a whole new challenge, because it doesn’t have the engine room that CRUK had.  It isn’t a 

household brand and it’s not consumer-facing in its fundraising. It’s niche by industry and there are different 

challenges there but the principles are the same  

 

What do you think you learnt from your time at Cancer Research UK, in terms of fundraising and leading 

successful fundraising teams, that you could transfer across to BEN? 

 

The most important thing, I think to me, whether it was building a team or being successful externally, was building 

good relationships, having great communication skills. Because people buy from people whatever you’re selling. It 

doesn’t matter how great your brand is if you’re a really difficult, non-communicative individual, they’ll never engage 

with you.  And then it’s really, also understanding the power and the importance of those relationships and 

maintaining them and developing them. And not just - go in, make the sale and leave.  

 

And building teams internally with different strengths.  So within a fundraising team, actually having different skills 

and different strengths, but always considering cultural fit and those interpersonal soft skills that no matter how 

hard you try, you can’t teach people, to be good with people.  People are either engaging or they’re not. 
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And how do you pick that up at interview? Because there are quite a few people who are good at playing the 

interview game, aren’t they?  And then they get into an organisation and actually the fit just isn’t there at all. 

 

You also have a gut instinct feel of ‘do you know what, they will really fit the team’ or that they get the sales model.  

You see their enthusiasm. How they communicate.  They’re not robotic in how they’ve prepared for an interview.  

Also by talking in interview more about them as an individual and the things they do outside work and what 

motivates them and where their hobbies lie. Rather than just career skills because they practiced that and 

mastered that to within an inch of its life. 

 

You never go into a meeting and its 100% what you expect it to be. You’ve got to be able to think on your feet and 

engage someone with the organisation, in any situation. An MD, a CEO or whoever is in the meeting, will throw a 

curveball so in an interview, if you throw those curveballs out, its also quite interesting to see how people react in 

that situation.  

 

And some people nail it and you know they’ve got the gift of the gab and they probably could sell coals to Newcastle 

and you just think, okay they can think on their feet.   

 

What was it that appealed about moving to a smaller organisation? 

 

I didn’t want to go in and do the same thing with a different brand. And if you look at the other top ten, whether it’s 

Oxfam, Save the Children, NSPCC, British Red Cross, MacMillan I can picture their org charts. I can picture their 

hierarchical structure. I can picture the departments and how it will work. And there’s a lot more political, 

operational hoops, hurdles, processes to get through and you sort of have to prove in some ways your credibility to 

make some quite big changes.  Whereas, going into a smaller organisation, do you know what, they are so excited, 

from the Board of Trustees to the Chief Exec, to have somebody that thinks a little bit differently.   

 

The big charities are 100% about the bottom line. Nothing else matters and that’s where a lot of the big charities 

are suffering, through their relationship fundraising because the ROI on high value type fundraising tends to be 

lower than a mass event like A Race for Life or MacMillan Coffee Morning.  And it is harder to find the right 

individuals to high value fundraising and it takes longer, it’s not a quick win, but the long-term value’s greater. And 

sometimes people aren’t prepared to hang it, to wait, to believe in it enough. 

 

Also in a small charity you can move quickly.  You don’t have to tick the box from the policy director and the brand 

director and then this team and that team and before you know it, you actually need to book out the board room 

just to get the new campaign or a new initiative through the channels to even get the business case approved. 

Bigger organisations I think are in danger of stifling creativity and innovation, just through their internal processes. 

 

Where do you think the next innovation in fundraising is coming from? 

 

When Movember first came and registered that was interesting, it was different, it was a movement. As was the 

icebucket challenge and its use of technology but then everyone tried to get on the bandwagon and find an ice 

bucket challenge equivalent.  What interests me is where the driver comes from. Do the drivers always have to 

come from the charities? Or actually should we be more aware of and supporting the population and individual and 

society drivers?  
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How would you define a successful fundraising team? 

 

A successful fundraising team for me needs to know and understand the brand, the organisation, the cause.  They 

need to be able to consistently give a coherent 5 minute elevator pitch about what the organisation stands for.  

They need to have real clarity and understanding, about what the organisation does, but also what their role is 

within it.  

 

A successful team also needs to have licence to be creative, take their own initiative, take risks.  So I think, one thing 

that stops fundraisers being as successful as they can be is the, ‘oh no, better not do that, because we haven’t 

sought permission to do it’ and ‘well I’ll go back and check with my supervisor’.  Just be a little bit more ballsy, a little 

bolder. Be proud of what you do, have the confidence.  A successful team always has confidence.  

 

Fundraisers need to have the will to act on their own initiative and, I really think this one is really important, not be 

afraid or held back because they’re think they will make a mistake and they’ll be berated for it or that they’d have to 

explain it.  

 

It’s that freedom to fail. Because you know what, the worst case scenario, it doesn’t work out then nothing lost, 

nothing gained.  

 

How would you describe your management style? 

 

It isn’t all my way or the highway. It isn’t all about the director’s ego, it is about positive motivation. It’s give praise 

and credit, where credit is due, it’s passing it down.  Building that sense of team and talking the “I” out of it for want 

of a better expression. Succession planning is key and keeping people and building their skills and experience, I 

think you hold your workforce for longer.  

 

But it’s also taking the time to inspire and lead your team with your aspirations and your vision for the team. And 

also I think when you are in a more senior role it’s important not to  forget that you are also part of that team. I 

think it is a combination of how you set the culture of the team and that mutual respect, people having a voice, 

being able to listen. It’s bringing them with you on the journey. 

 

Return to contents page 
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Kate Collins, Director of Fundraising & Marketing at Teenage Cancer Trust 
 

I’ve been lucky enough to work with Teenage Cancer Trust at The Charity Collective and have seen first-

hand that there’s something special about their culture.  So it was great to have the opportunity to sit 

down with their Director of Fundraising & Marketing, Kate Collins, and talk about leading the fundraising 

& marketing team, retaining fundraisers and keeping the culture in times of growth. 
 

With a background including BBC Children In Need and Cancer Research UK, Kate joined Teenage Cancer 

Trust just over six years ago to be Head of Regional Fundraising and has been Director of Fundraising 

since 2013, adding marketing to her directorate in 2014.  Teenage Cancer Trust has shown impressive 

growth in fundraising over the past five years and has ambitious plans for the next five years too. 

 

How would you define a successful fundraising team? 

 

It’s a fundraising team that’s making the right amount of money for the organisation. And doing it in a way, and this 

is particularly pertinent at the moment in terms of in the sector, that isn’t irritating people and is congruent with the 

values of the charity. 

 

How you go about doing that at Teenage Cancer Trust? 

 

I believe that a successful fundraising team needs to be really behaviourally aligned.  But it’s not necessarily about 

standardising everything.  If you donate to Teenage Cancer Trust you might get a different ‘thank you letter’ 

depending on which way you give money to us but fundamentally you’ll get thanked and you’ll get (or you should 

get!) something that is friendly and warm.  

 

What makes things work at Teenage Cancer Trust, might not work at another charity because their culture might 

not be as strongly driven as ours is by relationships, by being a family, by looking after each other, by teenage spirit 

and by eating far too much cake. [Note from Carla – truly, in my experience there’s a celebration involving 

cake at Teenage Cancer Trust almost every day] In other places I’ve worked – and this isn’t a judgement either 

way - some of the things that work here would be really weird behaviour, out of step with what those charities do.   

 

So here a successful fundraising team is a team that really cares deeply about each other, cares deeply about 

supporters, that pitches in across teams, and celebrates success and has fun. And actually playing and laughing is 

really important at Teenage Cancer Trust. We are a young organisation, we look after young people.  And I would 

very much hope that we are raising money through relationships in a way that fits with the organisation.  

 

Your fundraising team has a lot of fundraisers working regionally.  How do you keep the culture aligned and 

keep fundraisers motivated in those circumstances? 

 

Not always perfectly, would be what I would say. All my answers have to be qualified with that, that I haven’t quite 

worked it all out yet and I’m not sure if anybody has.  If they tell you they have, they might be stretching the truth.  

But when it comes to dispersed teams you need to deliberately engineer the things that happen more naturally 

when you’re all working in one place. So when I was Head of Regional I spent a lot of time on the phone and I used 

to make sure that Fridays in particular would be the day I checked in with people.  You phone them up and give 

them a space to download about their week or tell you about something they probably didn’t think was exciting 

enough to email you about, but is something they really want to tell you about.  Often those are the most important 

things. 
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It’s also good to get people together as a whole team or as a regional management team and we find that arranging 

a creative session or a bit of an update session the day before allows people to stay over and be sociable. You have 

to be quite a lot more deliberate about engineering casual social interaction because otherwise it doesn’t happen 

and fundraisers, I think by their nature, love contact. 

 

You work partly from home.  How do you manage your time to make that work well? 

 

Since I became a director, which is two years ago, one of my learnings, has been to understand what makes me 

productive in a different way.  I’ve realised that actually being good at my job isn’t about strategies and budgets.  

Those are important, but those are almost the hygiene factors, it’s kind of a given you can do those. It’s all the other 

stuff, the soft stuff. 

 

Because when you need to have a difficult conversation or something comes up that’s a challenge within or for the 

organisation, that’s when you need to have the bank of goodwill and trust and connection.  And if you haven’t 

invested the time in people to have goodwill in the bank, you could be technically brilliant but if you’re on your own, 

it’s pretty bloody lonely, and it doesn’t work. 

 

I really like that analogy of the bank, that you’re investing.  You’re investing in your relationships, you’re 

investing that time in people and then that does come back to you. And if you haven’t done it, you can’t then go 

and ask them to go ‘above and beyond’ and expect them to pitch in.  How  does that work practically for you? 

 

I used to spend almost all my time in the office in pre-arranged back-to-back meetings. By contrast, today I’ve had 

loads of meetings, but many of those have been informal, unplanned conversations that have needed to happen.  

 

And planning for informal interaction has become really important.  I now give myself time in the morning to chat 

to people and I believe that a lot of my job is about relationships, connections and talking.  If I look at my diary and 

think ‘I’ve only got one meeting, is it worth going to London?’ that’s probably the day I most need to be in London 

because I’ll get such richness of connection and conversation.  What I shouldn’t do is try to write documents on 

those days, because there’s no point coming to London and sitting behind a closed office door. 

 

Lots of people I work with also work from home or are on the move a lot, so I try and to use my at home time to do 

calls and get my head down writing reports.  

 

What is challenging you currently? 

 

For me the key challenge right now is all about keeping our fabulous culture as we grow.  Yes, you know you’ve got 

to make sure the money comes in at the right return. But the team are really good at that. The team don’t need me 

to worry about that.  If they need me to worry, I know they will tell me to worry and when they need me to help me 

with that, they will pull me in to work with them.  So I think the biggest challenge right now for me personally is 

about not losing some of the intangible cultural elements of the organisation, the ones that actually meant that 

when we didn’t have a complex formal strategy we were still doing a great job.  

 

So what are those intangible elements that you need to keep going? What is it that you think makes Teenage 

Cancer Trust special?   

 

Well we do genuinely care and I think we as an organisation have been able to move quickly and change things in 

the NHS without actually ever being part of the NHS.  So we’ve really embodied the ability to make things happen, 

even if we’re not the experts in something. To be that really clear, simple voice for change.  And I think we need to 

be very careful we don’t lose that, as we’re now moving to a place where we’re working more in partnership with 

more organisations.  
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We need to focus on what makes us unique.  Fundraising for a proposition around young people with cancer is 

attractive to bigger organisations than us. Bigger cancer charities than us are in that space with their propositions 

and big charities have more budget to spend and can afford to take more risks.  Our approach is around personal 

relationships – we talk about our supporters being ‘part of the Teenage Cancer Trust family’ and you’re more likely 

to get a hug than a handshake from one of my team.  

 

I think we’ve got a quality that means our supporters feel like they’ve found us.  And they like to tell other people 

about us.  “Oh you really must get involved with them. They’re really nice“.  That kind of endorsement is like gold 

dust and that’s real return on engagement, not just return on investment.   

 

You talked about the engagement that your team have with the donors and a lot of that, I presume, is down to 

recruiting the right people or knowing what kind of people succeed at Teenage Cancer Trust.  How would you 

describe your profile for a fundraiser at Teenage Cancer Trust?  What kind of person do you want to come and 

work there? 

 

I think somebody who believes that fundraising can make a difference to the lives of young people with cancer and 

is hungry for and comfortable with accountability.  Someone who is able to say ‘yes I’ll make something happen 

here, but also I’ll be accountable for what happened if it wasn’t brilliant and I’ll learn.’  Someone with a really curious 

mind who asks how they can learn and improve. You can’t reverse engineer attitude. 

 

And you need to be able to attract good candidates who will thrive in your culture – those two things are a rare 

combination.  I’ve been quite deliberately making an effort (particularly after Stephen’s Story because Stephen’s 

Story is a remarkable story to tell) to speak at the Institute of Fundraising Convention and other sector events. 

Because it shows fundraisers who we are, what our culture is like and builds that broader sense of connection 

around our employer brand.  

 

How do you develop and retain talented fundraisers? Because a lot of fundraisers end up moving on for their 

next big opportunity, don’t they? You’ve been good at retaining your staff, but how do you do it? 

 

Actually I’m re-reading the ‘Happy Manifesto’ by Henry Stewart at the moment and it talks about how, in order to 

retain people who are really good at their jobs organisations tend to turn them into managers, which they might 

not always enjoy and has a very different skillset. 

 

So in terms of retention, I’d love us to be able to be creative and brave enough to have a path for people who are 

bloody good fundraisers and don’t then have to become managers to progress or be recognised. I certainly look at 

my team and look at what they do and think ‘you’re an amazing fundraiser’. So it’s a very current thing for me, 

thinking around ‘how do we help people have more internal stretch and collaboration and be a safe place place to 

learn?’. And I think sometimes that within your current organisation can be the scariest place to learn, because you 

can feel so exposed. I think people sometimes feel they need to go somewhere else to do their learning. Reinvent 

themselves. And it would be great to not have to do that. 

 

And I think particularly with a growing organisation it’s about making sure we don’t lose that technical brilliance. I 

categorically know I’ve got people here who are technically better than I’ll ever be so how do we let them fly and 

know that they’re making progress without having to move into management and away from fundraising? 

 

Return to contents page 
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Kath Abrahams, Diabetes UK 
 

Kath has held a number of high profile fundraising roles including Development Director at NSPCC, 

Director of Engagement and Income Generation at Breakthrough Breast Cancer and now Director of 

Engagement and Fundraising at Diabetes UK.  I interviewed Kath in early 2016 when she was six weeks 

into her role at Diabetes UK. 
 

Why did you choose this role and Diabetes UK? 

 

The cause attracted me. And the nature of the role. Diabetes impacts awfully on people’s lives.  Yet there is a really 

limited willingness to support financially and there's a limited understanding of the seriousness of the cause.  

 

On the one hand there are 700 people being diagnosed every day with diabetes in the UK and it can have terrible 

health consequences if it’s not managed properly. On the other hand, only 1% of the public see it as their most 

serious health concern. There's a disconnect there and we have the chance to help people understand the urgency 

and the seriousness of the cause.  I also want us to give supporters an experience that makes them happy to be 

part of our family, and want to support us more.  And for them to feel that we treat them in a way that they trust 

and is relevant to them and their experience. 

 

I’m also working with a CEO I’ve worked with before so I knew that would be a relationship that would work, and 

that he wants to build a culture that I want to be part of. Which is about empowering people, giving people 

responsibility for their areas, making sure people feel trusted. Safe to experiment. Free to get on with their jobs.  

 

What's the structure with your team?  

 

I've got nine direct reports. The roles I inherited were four in fundraising and five who were in communications – 

the two departments are now one. I've got a Head of Major Supporters, Head of Community and Events, Head of 

Direct Marketing that covers legacies as well, Head of Fundraising Strategy and Resources, Head of Digital, Head of 

Media, Head of Marketing and Communications Planning, Head of Creative Services and Head of Brand.  I'm very 

lucky. I've got a team of really experienced people who've got rich, diverse experience that they can bring to the 

table. 

 

What is your approach to the first 100 days in a Director role? 

 

I suppose I've had the old 100 days piece in my head - that your first 100 days is the opportunity when you’ve still 

got fresh eyes.  I think I start by learning and listening. Just asking lots of questions, but also making it really clear to 

my team from the start that I'm not interested in doing their job.  

 

I develop my ideas through talking to other people. Building a sense of what I think about the situation, rather than 

coming in with a very fixed view. I've got some principles that I'd like to work. There's something also about making 

sure I don't wait too long and that I send some signals early. 

 

I am now six weeks in and I've just shared my early thoughts about where I think we need to try and get to, both 

with our executive team, my fellow directors, and then my senior management team yesterday. I positioned it to 

the team very much as “Based on the conversations we’ve had over the last six weeks, this is what I think we need 

to be trying to do. Is this in the right ballpark?”  It seemed to get a good read at first meeting. We're now co-creating 

the plan for well if that's right, then what are the big steps that we need to take to get there? 
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Part of what I'm hoping to do here is empower my team as I firmly believe people are able to step up and take 

responsibility. That's generally what they want to do. I know that I’ve performed best when I’ve worked for people 

who trusted me, rather than people who've controlled and questioned and limited what I'm able to do.  

 

Donor care is a hot topic right now – how do you make that feel personal in a large organisation? 

 

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.  

 

What sort of culture works best for fundraising in your opinion? 

 

I'm quite a gut feel, instinctive person. I get a sense of culture by talking to people. By hearing the words they use. I 

like environments where people talk to each other and work together as a matter of course.  When I first started at 

Breakthrough, I noticed people were sometimes emailing colleagues who sat opposite each other. That's the little 

stuff that I try and change.   

 

Very early on I set up a fortnightly session here for just a half an hour where the team comes and just talks about 

what’s going on. I knew the first couple would be a bit “tumbleweedy! The first one was people very politely being 

quiet, but all the other meetings since then have been people jumping and up and saying, "Oh yeah! Can I tell you 

about this thing that I'm doing?"  

 

I love being surrounded by people who've chosen to do this because they want to make a difference in the world. I 

think it's brilliant that you have so many talented people who make that choice. Who are as professional and as 

brilliant and effective as anyone in the commercial sector. I also like the fact that generally, in the fundraising and 

communications world, people are hungry for success. I'm quite target and success driven actually, although I feel 

really strongly that there's one target rather than lots of little ones.   

 

As a Fundraising Director, do you feel the pressure to increase income? 

 

Sometimes it is a pressure. I won't pretend that isn't the case. But I think there is also is a very good understanding 

that we are in changing times. It’s the same with lots of fellow directors, I’ve spoken to.   

 

It's the right thing for the sector to take a long, hard look at itself and think about how we raise money from the 

public. It's not knowing the impact that makes life challenging. You can do a certain amount of scenario planning, 

but ultimately we don't know what impact change will have on our income.  

 

As an organisation, we absolutely need to look at how we grow our income.  And it’s clearly my role to lead on that, 

whilst recognising that without the support of the whole organisation, it's not possible to deliver it. We need to 

articulate better what it is we're trying to achieve. Prioritise clearly what we want to do and what we would do if we 

had more funding, so that we provide the environment for the public to get behind us and understand what we're 

seeking to do. All of which allows our fundraisers to go out there and inspire people.   And we need to build great 

relationships that make people more likely to support us. 
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The larger you get obviously the harder it is to have a connection with the cause sometimes. How do you keep 

your team motivated and engaged in an organization this size?  

 

The first thing I'd say is I think that people here are already very engaged in the cause. We have a lot of people with 

diabetes who work for us. We also have a helpline and we have a lot of contact with people with diabetes. Having 

said that, I think there's always more we can do to help some people lift their heads up from the desk and think 

about the impact we can have and see the world from our supporters’ point of view.  

 

How important are purpose and vision 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. 

 

What about innovation? You increasingly see now organizations having innovation teams, for example. What 

are your thoughts on that? 

 

I think innovation is a bit of a buzzword. In the same breath I'd say it's one of the most important things that an 

organization can do. If we aren't constantly thinking about what we could do differently and better, then ultimately 

our existing sources of income will just dry up. I think you have to nurture innovation in an organisation.  

 

When I was at Breakthrough we didn't have an innovation team but we developed innovation champions across 

teams. We did have somebody who was our innovation manager. Her role was to make sure that she was a 

catalyst, to help facilitate a process of innovation. I think in the case of Breakthrough we had lots and lots of good 

ideas but people didn't know where to channel them and how to get them off the ground.  

 

Some of the process is around working out how you develop good ideas and how you make sure that people across 

the organization can feed into that. How you channel them. How you test and learn things. How you take a little 

thing and do it and think, "Oh that works!" How you’d grow it.  What's the investment? All of that. The nuts and bolts 

around innovation. Systemising it almost in a way that doesn't destroy the creativity but actually enables the 

creativity to happen.  
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You've been doing this for quite a long time. How do you keep learning and challenging yourself? 

 

I am still really interested in how things work. What makes people tick. How the world works. I like learning new 

things. I suppose part of it's a mindset. I find it fun. I'd get bored if it was always the same.  I always know that I am 

going to learn from the people around me. I don't think I've ever gone into a new role and not had those moments 

where you go, "Oh! How interesting! I had no idea."  I don't find it difficult to keep myself interested and engaged at 

all.  

 

What is the best thing about being a Director? 

 

I love the breadth of being a Director. I love the fact that I'm in a role where I can link people up together. Linking 

colleagues up with our supporters and thinking outside-in rather than inside-out. I think you have to be 

comfortable with a certain amount of ambiguity. You have to like it, I think. If you want to live in a certain world, it 

might not be the role for you, particularly in the current environment. 

 

I often have to give people the comfort and the confidence that it will be okay. Even though I don't know exactly 

how it will be okay, I do know it will be.  It's navigating people through when actually everything around you is 

uncertain. People look at you to be the one that is upbeat, energetic, whether that's within the team or outside in 

the rest of the organisation. People want their Engagement Director to be inspired and inspiring. You need to bring 

that. You need to like that. 

 

What is one thing you've learned about leadership along your journey? 

 

My first thought on that is there is obviously no single blueprint for being a leader. I think the most important thing 

is to be who you are. To be comfortable in your own skin, with all the shortcomings that that involves.  To be 

comfortable in that space of thinking “I bring some things. I don't bring everything. Sometimes that will be the right 

thing for an organization. Sometimes it won't be the right thing. That's fine”. I think that helps me to be comfortable 

in a role that is full of ambiguity, and that has good days and bad days. That is full of successes and failures. To be 

able to say, this is the way that I'm going to lead people through that. That's the best I can do. 

 

 

 
Return to contents page  
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Catherine Miles, Breast Cancer Now 
 

When I asked fundraising colleagues which leaders they admired, Catherine was mentioned frequently, 

and with good reason.  Currently Director of Fundraising and Engagement at Breast Cancer Now, I 

interviewed Catherine in early 2016 as she was leaving her role as Fundraising Director at Anthony Nolan 

and I found her approach to relationship fundraising inspiring and innovative so I’m really pleased to be 

able to share the interview with you here.   
 

How did you get into fundraising? 

 

I suppose I'm a career fundraiser since I’ve been doing it for 20 years. I was interested in fundraising after university 

because I'm very much focused on seeing the difference that I make, and as I soon as I fell into it like most 

fundraisers do, I thought “This is great, this is what I really like”.  

 

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.  

 

Was your remit at Anthony Nolan to create change? 

 

When I joined Anthony Nolan quite a few directors started at the same time and there was a new Chief Exec, and 

the mandate from the board very much “We really want this organisation to grow and develop, and we are open to 

hearing about how we could change” so it was great to have that sort of support from the Trustees. In the last 7 

years we've changed pretty much everything in the fundraising programme. 
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What was it like at Anthony Nolan when you started? 

 

We were raising £4.6 million and £1.8 million net. It was very heavily dependent on events, with 60% of the money 

coming from some type of event. We had over 100 Anthony Nolan-owned events, zip slides and abseils, that kind of 

thing. We had quite a traditionally structured community fundraising team and no individual giving at all. Very low 

levels of legacy income. A little bit of corporate income but very much focused around a small number of big 

partnerships, not a broad base. Not really much to speak of in terms of the trust programme and no major gifts 

programme.  

 

Essentially what we've done is grow all of the income streams, but in particular grown individual giving from 

scratch, which has provided 50% of our growth. Overall our total income this year will be £11.6 million, and £6 

million net, so we’ve more than tripled net income. 

 

Wow. Well done. Are you exhausted? 

 

Surprisingly, no! It’s been fantastic, and we've been able to grow that at the same time as really investing in the 

charity's future - two things which are often difficult to do at the same time. Particularly when you're looking to 

build an individual giving programme from scratch, as we were from 2010 onwards.  It was a period of time when 

that market was very mature and it was quite difficult for a new charity coming into that. You've got to carry several 

years of investment, so it was a question of me really understanding what the organisation needed in terms of how 

its finances worked. Not only the fact that the organisation, like all charities, needed more money and quickly, but 

really trying to understand actually what type of money the organisation needed from the fundraising team. Making 

sure that the fundraising strategy was synced to the organisational strategy, as they can often get a little bit 

decoupled and detached. 

 

It was really important that the fundraising income was as secure and sustainable as possible, and also that a high 

proportion of it was unrestricted, and of course we had this huge dependence on events, which meant that the 

fundraising income could fluctuate a lot in a year. So we needed to try and invest in a base of regular givers to give 

the charity that diversity of income streams and provide that predictable income moving forward. Understandably, 

the Trustees were cautious on both reputational and financial grounds, so we spent a lot of time explaining – “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. If we're going to be able to do this sustainably and really have growing 

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

invest in individual giving.” Then we had and continue to have fantastic support from the Trustees. 

 

How did you get Trustees on board for that investment? 

 

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

numbers in great detail and scrutinised us incredibly closely, which is absolutely right. It means they really 

understand what we're trying to achieve, in particular what we're trying to achieve in individual giving programme 

and how it's performing at any given time. They can probably tell you about as much of our individual giving 

programme as I can. It's great to genuinely have that partnership.  

 

Of course it's particularly helped recently, because when the negative press coverage came, I think they felt well-

informed about what we were doing, how we were doing it, and why we were doing it. Their scrutiny is far beyond 

anything that is being discussed now within the sector, and I think it's been beneficial, both for them and us as a 

fundraising team. We then built the individual giving base from scratch up to about 50,000 regular givers, but at the 

same time we also tried to grow all of the other income streams, so really building up the trust and major gifts 

programme, and that now gives us between £800-900,000 pa and will hopefully continue to grow.  
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How do you approach community fundraising? 

 

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.” 

 

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 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”. 
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How does that impact on your recruitment, because I suppose for that team you're not looking necessarily for 

traditional community fundraisers? 

 

It's difficult. Conventional community fundraisers often don't have the experience of working this way, so we've 

either had to find people that have got a major donor background or train and promote people internally. People 

joining us at the more junior level have been promoted very rapidly, because it's all about your personal attributes 

as a fundraiser.  Can you listen well? Can you build rapport?  Can you understand the cues that you're getting from 

the supporter, and can you suggest something really relevant for them to do?  

 

 Those fundraisers have to be able to talk about anything that the organisation does, or any way that a supporter 

could help us - which means that they actually develop far quicker and it makes for an interesting job.  

 

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. 

 

How so you co-ordinate those appeals – presumably it involves quite a lot of people? 

 

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. 
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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. 

 

Does this model scale? 

 

I hope so, I'm about to find out. I'm joining Breast Cancer Now as Fundraising Director, so I will let you know. 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. 

 

How do you spot whether someone's going to be a good relationship manager? What are you looking for? 

 

People who are capable of building rapport with a wide range of people. Generally, the successful ones tend to be 

people who are very interested in other human beings, and can listen really well. They need to be able to listen, 

realise what the supporter is hinting that they might be interested in doing, and then correctly pick up on that cue 

and come back with a relevant suggestion. Some people can listen really well and what they can't do is pick up the 

significance of the cue and suggest something relevant. That ability to listen and actually respond actually very 

quickly, all within the same face to face or telephone conversation is very important. 

 

Then within that, we've got people with very different personalities, actually. We've got some people who are very 

bright and bubbly, very outgoing, and they build rapport just because they're so lively, and you just hear lots of 

laughter going on the phone with them. We have others who are quite, a little more reserved, but incredibly caring 

and clearly really emotionally connect with the supporters, and they're just so sympathetic on the phone.  
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When people are building personal relationships with someone who is at an emotional point in their life, how 

do you maintain those professional boundaries?  Some of those relationships must edge into being personal? 

 

We talk a lot about that, we do training around that and we have a lot of support from our patient experience team.  

Particularly training around how to handle relationships with people who are either a traumatic stage of their life or 

indeed have been recently bereaved, because obviously we have a lot of people who have been recently bereaved 

and immediately are calling us within a short number of weeks of their loved one dying, or we have ones with 

patient appeals where we actually work with the family all the way through. It can be incredibly hard for everyone 

here when you're working, particularly with a child patient, and they don't make it, and that's incredibly tough. 

 

We offer a lot of ad hoc support - so the patient team are great if you've come off a difficult call, or if you've hit a 

period in the relationship that feels difficult or is making you question how to handle things.  

 

We also talk a lot in fundraising about where that line is between building great relationships with people and 

understanding that there are boundaries, that you're still representing the charity, and that it still has to be a 

professional relationship, even if hopefully they do feel that they have a connection with you and they can trust 

you.  Our supporters are at times telling us extraordinarily personal stuff and you're seeing them at absolutely the 

most traumatic time of their lives. There's a constant discussion, a lot of the time often between me and the head 

of that team with everyone where we try to talk about situations very openly, and we review what scenarios have 

come up and how have we handled them. 

 

A lot of the time these fundraisers are very young. Some of the more senior fundraisers of that team are 23, and 

they're working on 6 figure relationships. Because they're good enough to do that, but they are young people who 

are frequently talking to parents who have just lost their child. We emphasise the fact that the relationship is a close 

and supportive one but it is a professional one, not a personal one, and you can't have things going into being a 

personal relationship. 

 

We do a lot of in-house training.  We train on everything from how you handle the first phone call, and the great 

coaching questions to ask supporters to really help them understand how they can raise money, all the way 

through to how to do assess people's potential. There is also a lot of work on how the teams work together and the 

power of the network, which were currently doing huge amounts on.  That's when you get into that really 

interesting thing of supporters going and getting other supporters, but to do that, you've actually got to have all of 

the fundraising teams working together, and you've got to have a completely commitment from all the fundraising 

teams that what's most important is the money that we're trying to raise for the patients we're trying to help the 

experience that we're giving the supporters - not our own individual cost centre codes.   

 

For example, a supporter came in, he'd had two transplants, and they're celebrating his survival from his second 

transplant by doing a row down the River Thames because he'd been a rower, so the community was supporting 

him - fabulous, raised a whole lot of money. By chatting to him, it turns out, he's a director of a gym chain, and 

they've never had a charity partner, so that's panned out into a corporate partnerships which is fantastic. Now he's 

running the marathon for the sixth year and at the same time they had a big celebration party to celebrate his 

latest transplant anniversary, and that went so well they're thinking of doing that every year, so it's almost a bit like 

6 degrees of separation reverse.  We could've done a great job on that first relationship, but if the community team 

hadn't been thinking about what else this supporter could do it could have stopped there. 

 

Even if people are supporting in ways that sit in lots of different cost centres, our database reports everything back 

to us about the whole campaign, so we can completely report back to supporters about the number of people are 

doing this event, this number of people who have given cash donations, and the grand total.  We do that all the 

time because it's so important for them to know who's doing what and often people won't necessarily tell him 

straight up what they're doing.  We haven't done particularly formal tribute funds so far, but we'd certainly be open 

to that. We've got quite a lot of supporters who fundraise for restricted projects and that's absolutely fine. 
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You've given them a lot of experience very young and in a major donor approach too.  Those candidates are 

like gold dust to recruiters and charities. How do you retain your staff? 

 

We chain them to the desk ;).  Our overall staff retention rate is somewhere between 2.5 and 3 years, so it's longer 

than I think the sector average overall for fundraisers.  

 

It’s a combination of factors. We invest in people's training and personal development, and we really encourage 

people to go out and speak and conferences and workshops and that sort of thing as part of their development. We 

support people through professional qualifications. We do a huge programme of in-house training that is 

continuous and we have the coaching staff, and the insight profiling, which is very much focused on them as 

individuals, and how do they work with others, how do they work best, where do they want to go in their career. 

 

The fact that we work together so collaboratively means they're getting a lot of experience of a lot of different 

income streams. We do have a big track record of promoting people internally. We absolutely don't operate a 

closed shop, because I don't think that's helpful at all, and we always do open recruitment, but inevitably a lot of 

our junior fundraisers are getting a lot of really good, solid experience and when vacancies do come up, they often 

are really well positioned to go for them. For example at the moment, three of the five heads of fundraising were 

promoted up into those roles, and I think particularly when it reaches that level, it's sends very positive signals that 

you can not only go up to the junior levels, but you can also go up to head of team level. 

 

Also, as you can imagine, it's an incredibly emotive charity to work for. The general working atmosphere across the 

charity is very good.  People are very nice to one another. I think people have a very strong emotional commitment 

to the organisation, and it's incredibly tangible. It's the most tangible place I've worked as a fundraiser - we meet 

the patients every day who are alive because of what the charity does and the money we've raised, and that's 

hugely motivational too.  

 

We have an overt emphasis on people's personal development and we're very open about the fact that we're 

investing in them for what they'll deliver here, but also equipping them for their future career that might be here or 

might be elsewhere, and that's okay. It's absolutely fine to have those conversations about where they want to go in 

their career very openly. I think that hopefully makes it an environment in which they feel like they're being 

invested in and they want to stay. A lot of fundraising teams I've worked in have had a very weird thing about not 

being open about that, or everything around learning and development being within either very narrow confines of 

which training course do you want to go on, or “is this definitely going to help your job right here and now?” 

Obviously it's important to do that, but it's also about developing the individuals more broadly, which will benefit us 

in the long run, because the more great fundraisers we're pumping out into the sector, in the long run the better 

for everybody. 

 

 

Return to contents page  
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Jenni Anderson, Haven House Children’s Hospice 
 

Jenni Anderson is Income Generation and Marketing Director at Haven House Children’s Hospice, based 

in Essex.  This is her first Director level role and she’s making a great impact at the charity.  Her team 

were finalists in the National Fundraising Awards 2015 - Fundraising Charity of the Year.  I interviewed 

Jenni in early 2016. 
 

What’s your income at Haven House? 

 

Our turnover this year will be around £3 million. Like many hospices, we receive a small percentage of statutory 

income and for us it's about 23%.  So overall, our fundraising income target for this year is £2.3 million. 

 

You’ve seen great growth in your time there I understand? 

 

I've been there three years this January and in that time we've doubled the income. It has been hard work, we’ve 

had four years of growth and that’s been achieved because of the team we have there.  

 

So how did you, as a team, create that growth? 

 

Primarily, we've invested in people.  Growing your income is of course about having good fundraising products and 

engaging your donors and supporters regularly with activities that are right for them. But it's also about having the 

right staff for you to be able to do that. Many charities can find it difficult to justify the investment in people.  If you 

want to have a sustainable organisation, then you need to have a diverse fundraising portfolio and that includes 

fundraisers. Wouldn’t it be great if charities could employ two people in an office and be presented with a million 

pound legacy every year?  Unfortunately that's not going to happen in reality. You have to have people doing the 

work, so that when those million pound legacies do come in, they're an added bonus, an incredible windfall.  

 

How did you identify where to put new staff and where has your growth come from? 

 

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 fundraising 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.  
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Is managing a retail team different from managing traditional fundraisers? 

 

I have a head of retail who manages our retail team. They are remote workers and this comes with challenges. 

Investing the time in visits is important, but we’ve only got four shops. If we had 20 shops, would that be a realistic 

thing to do as a Director of Fundraising? Probably not. Those staff, who are working incredibly hard, may then only 

see you once a year. As a Director who sees her team on a daily basis, that feels like an anathema to good team 

working.  

 

It sounds like you enjoy doing your research? 

 

Yes, 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?  I am fortunate that I work in an organisation that is comfortable with fundraising. Some of 

the activities we’ve implemented are investment heavy, and we couldn’t do it without the support of our colleagues 

and Trustees.  

 

You’ve seen a lot of growth over a short period of time. Is the plan to sustain that? What is your strategy? 

 

Last year our senior team worked together with our Trustees on a new five year strategy – our first – a Vision for 

2020.  By 2020, we want to help 500 children. From a funding perspective this means we have raise £5m, about 

£1.4m in additional funds.  Which is a bit bold, isn't it, really, when you think about it? 

 

It's quite a lot for a team that's already performing well. I always find that if you go in somewhere new there's 

always room for improvement and that can give you some significant growth. But then it's like, right, how do 

you grow, when you've got a team that's already motivated and they know what they're doing. How are you 

going to go about doing that? 

 

The second piece of work that I did around the benchmarking was to look at the short, medium and long-term. The 

long-term pieces were to build the lottery and retail. The short-term was about refocusing people and teams. I have 

a great team, but when I started the accountability lines weren't that clear. Everyone did a bit of everything. For 

example fundraisers were presenting to school assemblies in the morning and then meeting a potential major 

donor in the afternoon. 

 

So we redefined who was looking after what, and then plugged some gaps. Community were doing really well, and 

to help community do even better we moved high value into a new team.  

 

What happens when someone says, "I used to raise this much, but then you took out the thing that raises me quite 

a lot of money, and now I've got to make up that income?" Did it come up and how did you tackle it if it did? 

Answer: It did come up. However, what we raise as a team – the bottom line - is more important. I am clear that our 

culture should not be about saying “That’s mine”. We set some values that say "This is how we're going to operate 

together; we're going to help each other out, we're going to let each other know when we're busy and we don't 

want to be disturbed, we're going to let each other know when we're a bit stressed". Sometimes some things are 

not going to work as well as well and others will and we'll celebrate those things together. More importantly it 

shouldn’t matter to the children we're looking after what ‘line’ that income sits in. The focus should be on them. 
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Where else is growth going to come from? 

 

The areas with the high ROI (return on investment). Grants and trusts, major gifts from individuals and major gifts 

from corporates. We now have a corporate and major gifts team, and our high-value events and our major gifts 

work together. The only other piece of the puzzle, which I don't think small charities put enough investment is put 

into, is brand and marcomms. I think it goes hand-in-hand with raising money, finding volunteers or opening up 

your service to new beneficiaries. If you have a poor website, or you can't spell in your thank you letters, or you 

would never do a press release or you're scared of talking to journalists, then I can’t see you engaging with those 

who could give you time or money. 

 

Good marketing is also not about looking slick or spending lots of money on agencies. It is about being proud of 

your brand, and not letting it be used inappropriately. Coca Cola cares about their brand. Innocent Drinks cares 

about their brand. Why shouldn't you have the same view of your own brand? You should protect it and love it and 

think through who can use it.  

 

How do you find the right people for your team? 

 

Sometimes the hospice sector gets seen as the place to go if you want a “nice little job”. If that comes across when 

we interview a candidate then they are not going to come and work here. All fundraising is quite hard.  Plus just 

because you've decided that you’d prefer to work closer to home it doesn't make you less of a professional 

fundraiser than someone who is trekking in to London every day. In short, recruitment is one of my biggest 

challenges. It is also tough because when you work in a hospice, you see exactly where the funds are being spent. 

We see families come through the door, leave their children with us, and we also see families come through the 

door who don't go home with their children. You cannot work in that environment and think, "I'm going to go home 

at 5pm today." If you care, and that must translate to any cause you care about, you will always put in the extra 

effort, because you see that the money raised is being spent well, and you want it to make a difference.  

 

Any advice on the first 90 days as a Fundraising Director? 

 

First do an assessment; you look at where the gaps are, you look at the improvements that are already there, you 

look at what's going really well, and then you reflect on whether you need to make any changes or not. You are 

either the type of person who does that immediately, or, you maybe do it over six months to a year. Your 

personality will drive how you approach those things. I don't think there is a right way, and hopefully if you're going 

into a new job, you’ve been given a heads up about what they would like you to do, rather than you're just faced 

with the question "Is this a ‘I've got to change this around really quickly’ type job, or is this a ‘this team is doing really 

well and we just want to grow by X percent each year?’ job? Hopefully you’ll have been able to prepare for this in 

advance. 

 

What’s your approach to management like?  

 

I feel fortunate every day. I work in an open plan office, so I see the majority of my team daily. I get involved in 

anything my team wants me to be involved in. I have always said "I know this is happening, do you want me there?"  

One of the things I learnt from another hospice fundraising director was to spend your first six months going to 

everything.  So I did that. I went to everything. I went to school assemblies, I went to bucket collections, I went and 

worked in the shop, every networking event, every event coming up, I went to. Some of those, I had a job to do, and 

some of those, I just watched.  Then after that, I said, “right, I'm not going to go to everything anymore, but if you 

need me (and it's the same for CEO) if you need us to be there, to perform a role that you can't do, we will do it. If 

you need us because you're desperate because someone's dropped out, we'll do that as well”.  I think last time we 

met I'd just done a bucket collection at Canary Wharf at 6:00 AM. 
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How do you stay motivated? 

 

Everyone has bad days, and things that don't pay off. You predominantly have to have a positive outlook on life, 

which then means that when you have setbacks and make mistakes, yourself as well as your team, you are not 

going to let that cloud everything else that you do. 

 

What was the most useful thing that you did before becoming a fundraising director that you really value now?  

 

One of the things that I've enjoyed doing is working in organisations where you're able to work cross-functionally, 

or with other teams, outside of your day job.  If your job takes up a hundred percent of your time, then where are 

you going to develop? You're only ever going to develop in that particular function. To take the next step up, you 

need ten percent of your time to expose you to different activities or different parts of the business. For example, if 

you've never presented to a subcommittee of the board before, when you're in a director position, or even if you're 

a head of team, you will be expected to present to the board. Can you find a way to do that now to give you the 

experience and confidence needed for later in your career?  

 

It is about taking that step up when the opportunity arises. If your boss is off, but there's a finance committee that 

week, could you go in their place? Even if you don't say anything, you may learn from the conversations around you. 

If you want to be in a position where you're managing a team or larger income streams, you are going to have to 

step out of your comfort zone. Building confidence is key so find ways to acquire the skills you will need and will 

subsequently build that confidence.  

 

For example how would you write a business plan? Have you done some benchmarking? Have you looked at your 

competitors? Made an assessment of the pros and cons to taking forward an idea? You can only learn by doing it. 

So you give it a go, you present it, people ask you questions, they find holes in things you've written, and you go, 

“okay, next time I'll add all that in”.   

 

I would consider myself a professional fundraiser. By that, I mean, I've spent time educating myself and I've been 

lucky to have learnt from others inside and outside of the organisations I’ve worked in. If you just look inwardly, 

you're never going to develop.  

 

I completed the MSc charities pathway at Cass Business School. I found that hugely beneficial. It's an MBA for the 

charity sector. It goes through all of the things that charities need to do to be sustainable. Governance, resources, 

HR, the whole gamut. It’s a safe learning environment, where it's okay to ask stupid questions. It's okay to have 

debates, it's okay to be challenged back as well. I would recommend that. 

 

How important is networking to doing your job well? 

 

One of the things I know I need to do more of is just getting out there. I'll quite happily sit in front of the computer 

and read people's blogs.  I do go to networking events, but I have to make myself go to them. If I'm going to a 

conference or drinks, then I'd like to get something out of that that I can take back for the hospice or for my team.  

 

One final question, what's the best thing for you about leading a fundraising team? 

 

Going into work every day and working with a truly great bunch of people that care about the same things that you 

care about, and you know that they would be prepared to help you out if you needed it, and they know you're 

prepared to help them out. When you have to spend eight to ten hours a day of your life with people that you are 

not married to and are not family, and you didn’t choose each other, you have to think that they care about you and 

you care about them.  

Return to contents page 
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Alan Gosschalk, British Asian Trust 

I interviewed Alan in early 2016 when he was Director of Fundraising at Scope.  Widely recognised as a 

leader in fundraising, Alan has led some of most successful fundraising teams in the sector and is 

currently Director of Fundraising and Communications at the British Asian Trust. 
 

How did you get to work in Fundraising? 

 

I did a French & Management studies degree, started doing accountancy exams, got part qualified and then 

decided I didn't want to do finance! I went into brand management at a food multinational and did a year there and 

loved it, but working for the world's biggest food company, you can't make much of a difference as a junior, and 

also it was obviously commercial and profit-orientated.  

 

Then by chance I saw an advert in The Guardian for a job at Help the Aged on the database side and went for it and 

got it. That was in 1989. Help the Aged was at the time very strong in direct marketing and they invested and tested 

quite a lot. I spent 5 years there and became the head of department. From there I moved to Imperial Cancer 

Research Fund (as it was then, now it’s CRUK of course) heading up all of their direct marketing and legacy 

marketing. I became a Fundraising Director at RNID (now Action on Hearing Loss) in 1997 and I have been a 

Fundraising Director ever since, at charities including Shelter and Scope. 

 

So whilst working in the charity sector wasn’t planned, once I came into the sector I really liked the people who 

were in it and the buzz it gave me. I was given quite a lot of responsibility, you obviously feel as though you are 

doing some good, and now I can't imagine being anywhere else really.  

 

How is your team structured at Scope? 

 

We have 45 people in our team and there are four team heads: Individual Giving; Events; Corporate & Major 

Donors; and Trust & Statutory. Quite traditional.  Our annual income is £22m this year, up from the £15m it was 

when I arrived here.  That growth has come primarily from Individual Giving because we’ve been investing in 

recruiting lower level regular givers but obviously that growth is now significantly at risk. The likelihood is regulation 

will hinder growth or even reduce income, and I guess the question is, will that have a minor or major impact?  

 

How do you keep your team motivated in an environment that, at the moment, is a little bit hostile?  

 

We haven't become obsessed, which it would be easy to do, about the negativity, because I think that could be very 

depressing. The team are motivated by their targets and what they achieve, and a strong team spirit for me has 

always been really really important. Here, there are 45 people all on this floor, so it's quite easy to develop a strong 

team ethos, whereas if you're a charity with 300 regional fundraisers, say, that's a bit harder.  I've always done a lot 

on the social side and on celebrating success, for example. We have ‘Fundraiser of the Month’ here and you can 

nominate your colleagues for going above and beyond in their job or putting some of the five Scope behaviours 

into action.  The winner gets a £10 M&S voucher and a little cup to put on their desk for the month and people 

absolutely love it. Those sorts of things are really important in getting people to feel like they are a team with a 

communal aim.  

 

Just because we work for a charity does not mean that we can presume that simply working here is enough to 

ensure passion and commitment. We also have an initiative that we call ‘getting closer to the cause’. Service 

managers come in to talk, we go out to projects. We make sure people watch relevant films re the work and so on. 

It's not just up to individuals to do this as it's not going to be their top priority and it could fall by the wayside. We 

have activities in team meetings too so that people can learn about the impact of the organisation in a number of 

different ways.  
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How do you develop and retain your fundraisers? 

 

I've really encouraged people to either try to get promoted internally or to consider being seconded, both within 

Fundraising and to other areas. For example, recently three fundraisers have gone into External Affairs. There's 

quite an active push to recruit internally, thus retaining knowledge and keeping staff longer than the stay of the 

average fundraiser.  

 

As in many Fundraising teams, we still have quite big gaps in experience and knowledge between the Fundraising 

Director, the Heads of income streams and the level below the Heads. There’s more movement in more junior 

roles, but it's quite a step up to be a Head, and then it's quite a step up to be a Director. I don't think we've cracked 

that.  

 

How would you define a successful Fundraising team?  

 

I think they need to be always taking decisions based on what's in the best interest of the charity with respect to the 

supporters, working as a team and not be too insular in terms of who they're approaching and how. Seeing 

supporters as people in the round is vital. Relationship development is really important, both internally and 

externally, and good teams ensure that they're going the extra mile.  Ultimately we want to be people’s favourite 

charity so what is it that we can do to make them feel special about Scope and what Scope achieves, the 

information they're getting, and how they're engaged.  

 

How do you model that as a Fundraising Director?  

 

I'm really clear that unless status is important to the supporter then you should be ‘matching’ the best person to 

engage with them rather than saying "I am the Fundraising Director so I've got to be matched to the director of 

CSR." Pushing people to try new things and saying it's okay to fail within reason is a good thing.  

 

I talk about ‘surprise and delight’ quite a lot, about supporters and what they receive and how we communicate 

with them. It's about picking some things and being consistent about them with the people directly below you and 

then also when you're together as a whole team. 

 

How often do you bring your whole team together?  

 

Every two months, we meet formally for a couple of hours but then we also do Fundraiser of the Month and when 

there are successes between times, we get people together. We have a thing called ‘Fish’ (which I didn’t invent!) and 

when there are successes, someone sends around a ‘Fish’ email. It comes from one of the markets in New York 

where they chuck these fish at each other (!) and so when people have successes, they'll email round about those 

sorts of things. Some teams will do different things, so the Events team has got a ‘success chain’ that is a running 

email that they just add to when they get great feedback from people and to share other successes.  

 

Obviously we want people within specific teams to support each other, and they're likely to be closest to each other 

– as opposed to people in other teams - but then also we get people socializing together to feel like a whole 

Fundraising division. There's a softball team, which is mostly made up of Fundraising and External Affairs staff.  

 

I also organize a work-choir, and there's a concrete garden up here and some people have formed a gardening 

club. There's a cocktail club that people go to about once a month. There are quite a lot of fun and different things 

that people can engage in. Work needs to include some fun. People work pretty hard and are under pressure and 

so having some fun is a vital release.  
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What lessons have you learnt about leadership? 

 

I would say that my ethos now is that some things are really important to get perfect. Like everyone, I hate things 

going out with typos on, but what are the big things to care about? I ensure that I am not critical unnecessarily – 

that would be very demotivating - and so it's mostly about being supportive and feeding in when I think something 

needs a steer. Even if something's not exactly how I would do it, if it's okay, then that’s fine. People are different. I 

think there's a tendency when you're young to think that everything has to be the way you want it to be, and 

actually as you mature you realize that there are different ways of doing things and that people do a lot better 

when you're supportive of them and positive about them. 

 

What advice would you give to someone who is heading up an income stream and is looking to become a 

Fundraising Director? 

 

There are several elements to the job obviously. There is line management and fundraising capability to start with. 

Gravitas and credibility are important, but another key element is that as a Director, you've got to be valuable to the 

organization beyond having your fundraising hat on. I think it's about getting involved in other areas where you can, 

and improving your strategic importance and your understanding of the rest of the organization, because it should 

be a given that you're a good fundraiser if you're a Head of department. Leading a ‘directorate’ is a bit different. You 

need to step out of being knee deep in the fundraising detail. Obviously, you've probably got a specialism in a 

Fundraising area and potentially a tendency to get most involved in that area, and that may not be the best thing 

for the organization.  

 

Being a Director is a lot more about managing upwards and sideways than managing downwards because you can 

control your area, but then you're the person responsible for listening to and influencing the other areas so that 

Fundraising can prosper. You're under pressure probably to increase your targets each year. The Chief Executive 

may or may not understand fundraising well, and then you've got a Board to work with and things will come in from 

left field at times, so I think you've got to be quite flexible and aware.  

 

I spend quite a lot of time trying to sort things out that are issues for my Heads with other parts of the organization, 

and trying to establish clarity around what is and isn't agreed, what can we fundraise for, when should I be getting 

involved and when not. I think I've got on well with the CEOs that I've reported to and they've been very supportive 

of fundraising so that does make life easier. 

 

I think also that the Director's got a big role to play to role model the culture and behaviours that you want. You 

hear quite often of a change in leadership and someone being very different, and that having a massive effect on 

people and turnover. Good fundraisers are in short supply and they can move on very easily. I think you need to 

work hard at keeping people and generally I don't think all charities are great at that.  

 

Return to contents page 
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