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Simon Morris, Chief Executive of Jewish Care. I’ve been Chief Executive for just over five years now and I’ve worked for Jewish Care for over 12. 
What motivates me is a sense of social justice and I believe in an organisation like Jewish Care one can really achieve that.

Jewish Care is basically a sort of social health care provider. We’re adult social services with the exception of learning disabilities - so older people, mental health, sensory, physical disability. Then there are a couple of bespoke services that we run because we’re Jewish Care – like a specific service for holocaust survivors. Currently, you have to be Jewish to use our services.

Without major donors, Jewish Care wouldn’t exist. Two-thirds of our income comes from fees that we charge for our services and then a third comes from the community. Over 50 per cent of that, so over £8 million a year, comes from major donors. Without them we wouldn’t be able to run and we wouldn’t be able to provide the services in the buildings that we do.
They are people who are committed to the organisation. We have a patronage scheme where people initially commit to give us £10,000 a year or more. We’ve increased that recently to £12,500 a year. We have 360 individuals and families committing to give us at least £12,500 or more. Those people are at our heart and therefore the relationship between the organisation and them is critical to the organisation’s survival. 

It’s not only people giving money, but it’s also people giving time – as an organisation we have 2,500 volunteers. We calculated that if we lost all our volunteers we’d have to spend a further £11 million replacing that volunteer labour with paid labour.
Major donor support is about identifying what is that uniqueness about your charity and building and developing links with people who have an emotional connection with it, or some sort of personal relationship with what your cause is. For us as a faith-based organisation that is obviously people’s Jewishness, but I think that organisations that have a cause – like cancer, like Alzheimer’s – may well be also able to build on that relationship with people to encourage giving and develop what we call major donor support.
The pitfalls of building a donor relationship is the sense of expectation that can be built up, by them, of what they’re able to do and influence. I think that the challenge for all charities is maintaining and managing them professionally and people don’t get over-involved. 

For smaller charities it can be difficult, because one or two donors can be significant. But we have the same – our largest donor gives us over £1 million a year. In a sense there is a risk, although we are very fortunate that this person is absolutely comfortable in giving and just knowing that the organisation is run effectively. But the pitfalls are that people get over-involved, their expectations get raised and they’re not met and they become dissatisfied and walk away. Not only do they walk away but they tell others that they’re walking away. The biggest issue for us is keeping people on side and warm. 

I think that’s part of the relationship that we have with our major donors. It’s about making people feel that they’ve been heard but having a line in the sand that you know you won’t cross. I think I’m fortunate in Jewish Care in being supported by my trustees – and specifically my chairman and other senior trustees – who are absolutely clear that my job is to manage and run the organisation. If there is over-involvement from people who want to give, I’m able to call on my trustees to help me manage those people.

We have a major donor team whose job it is to look after those people and ensure that we are giving them the right information and responding to them in the right way. 

My belief is that any organisation which is cause-related, whether it be animals, people or international development or whatever, there’s a cause behind it. It’s trying to identify people who have an affinity to that cause. 

One of our biggest USPs – unique selling points – is that unlike a lot of charities in Britain today, the actual asking and giving and the supporting of that and the building of the relationship is not just down to the professional team, it’s about using the people who are your patrons to get more patrons. That they aren’t just ‘good for their money’, they’re good for their contacts. If there’s just one message out, it’s about thinking about your supporters – not only in the sense of them giving you money, but also in the ambassadorial role, as advocates for what you do as an organisation but also as a way of actually bringing others to come to the table.

The biggest challenge I think for everyone in this country, running any organisation, whether it be Jewish Care or BP, is managing an organisation through a period of economic uncertainty that, in a sense, everyone says they’ve never seen before.

I think Jewish Care, we are as well prepared as any organisation. I think it’s about showing that what the organisation does, it does well and it does professionally - making people realise that without that organisation, there are people who are going to struggle. So my biggest challenge is to make sure people recognise the value that the organisation plays in providing services to the vulnerable Jewish community, at a time when there are real issues in the rest of society.

