
AT OXFAM WE WON'T LIVE WITH POVERTY.
Together we can end extreme poverty for good. Will you join us?



A NOTE FROM MARK GOLDRING ON THE BACKGROUND TO 
COMMUNICATIONS DIRECTOR ROLE
As one of the most well-known and iconic charity brands, with a deep history of trailblazing, innovation and public 
challenge, Oxfam GB represents an amazing opportunity for a passionate and skilled Communications Director to 
have a huge impact on ending poverty. But Oxfam is also an organisation and a brand that is itself facing profound 
challenges in terms of clarity, primacy, relevance and trust in a changing world, where the role of international 
NGOs in general and Oxfam in particular is being questioned. 

Together, these issues mean that the organisation needs to change. It has committed to and progressively been 
doing this. The Communications Director, as part of the organisation’s leadership team, will assist and support its 
further evolution in terms of what we do and how we do it. And, working with his/ her team and the other “public 
facing” directors he/ she will determine how we communicate what we do and engage the public in supporting us.

As Oxfam has grown, become more complex internationally and engaged in a wider range of policy and 
programme issues the clarity of its core purpose has blurred.  Oxfam is a 75-year-old organisation, sometimes 
talked of as the ‘generic’ charity, with the dominance of its shops on the high street.  And yet, the public’s 
understanding of what Oxfam is about, even the association with Oxfam as a charity fighting global poverty, 
remains limited. 

Over the last year Oxfam GB has undertaken a brand refresh exercise to re-affirm with greater clarity its core 
purpose, to help people in their fight to beat poverty for good. Unfortunately, the events of recent months have set 
our public perceptions back, but the brand refresh work is a firm basis to build on, already giving Oxfam’s public 
engagement and communications greater clarity, coherence and consistency. 

A key challenge for our new Communications Director will be to take that work forward, building on the brand and 
our new audience-first approach to public engagement and communications, and through that, to restore public 
trust and engagement in Oxfam as soon as possible.

The focus of the Communications and Story team is to drive clarity and discipline in our brand narrative, 
coordination and coherence in our public-facing communications output, and consistency and quality in content, 
and through that, to inspire both emotional and active engagement with Oxfam.

There are three more immediate aspects to the Communications Director role, which are explored below.

1. Re-organisation around Customer Relationship Management approach. 

In 2016/17, recognising that Oxfam GB continues to need to engage supporters for many different reasons and 
through a range of channels, and that we weren’t doing this as coherently as we should, Oxfam began exploring 
a more systematic approach to CRM. The programme uses Oxfam GB’s Public Engagement mission (see Job 
Purpose Section for more details) as its starting point. Decisions on the way forward were made in late 2017, final 
design is underway and preparation is now being made for implementation. 

The CRM programme exists in two main elements – Technology Change and Business Change. The technology 
change will see Salesforce implemented by early 2019. The business change work completed so far has led 
Oxfam to decide that a more integrated approach to our supporter and public engagement activities will be 
needed. This will involve designing and moving to a new organisational operating model. We are currently in 
the process of this change, the major stages of business change are detailed design followed by the official 
consultation and change process with staff - design will continue to the end of May 2018, the official change 
process will launch in June 2018 with a view to implementing the new operating model in October 2018.

The proposed operating model takes the public and supporter engagement functions from our current 
communications, fundraising, trading and campaigning teams to create two units – (names are working titles):
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• Communications & Story – to create a compelling overall story and identity for Oxfam 
This unit features the following functions: Story & Narrative, Creative, Brand, Media and Reputation 
Management.

•  Supporter Engagement – to create an impactful, inspiring, & efficient supporter experience 
This unit features the following functions – Audience, Engagement products, Channel, Insight & Analytics 
and Engagement Operation.

Consideration was given to uniting the two functions under a single Director, but it was felt that the breadth of 
such a role would bring more risks than benefits. An Acting Director of Fundraising, Nicola Tallett, is in post. 
She will oversee the transition to the Supporter Engagement role in the new structure. The previous Director of 
Fundraising, Tim Hunter having previously decided to return to a role in the U.N. system, left in March. (The other 
two public facing Directors are Matthew Spencer, who leads Campaigns, Policy and Influencing, and Andrew 
Horton, Trading.) 

The shift will enable us to:

• Become audience led in our approach to communications and supporter experience, meaning we can 
offer a tailored experience leading to greater supporter satisfaction, commitment & loyalty.

• Ensure that brand, media, and reputation management continue to have a prominent and integral role in 
shaping how audiences see Oxfam.

• Have aligned and coherent engagement objectives and KPIs, ensuring clear priorities.

• Have an integrated approach to engagement products, channels, insight and operations leading to a more 
efficient way of working.

This will allow us to grow our influence, secure sustainable & flexible funding, and thus deliver change in our 
world. The new Communications Director will be in at the beginning and play a vital role in leading, shaping 
and implementing the new way of working, will need to be aligned to our public engagement vision and ways of 
working, and will need to support the team and other staff as new structure and ways of working are bedded in

2. Relations with Oxfam International.

After the founding of Oxfam in Oxford in 1942, many other independent Oxfams grew up across the world. 
In the nineties they began to work together and in recent years the relationships and interdependence have 
developed fast. This is true both in terms of working relations and through a deliberate strategy of developing 
independent Oxfams (affiliates) in the countries of the South that can sustain them. There are now 20 Oxfams in 
the confederation, the most recent to join as a full member being South Africa and Brazil. Turkey and Colombia 
are under development.

Most recently, in 2017/18, we moved to a model where all Oxfam work in any given country (other than the 
independent affiliates) is managed by Oxfam International, which is the global secretariat, Oxfam GB and other 
affiliates provide finance and support services but not line management. This, and other related developments 
make it more important that work on brand, communications and media is aligned across the confederation, as 
well as being relevant to each Oxfam’s own market.

The challenge for a Communications Director and his/ her team is working as a team member in terms of global 
issues, including relations with the countries in which we work, while also being distinct and relevant in Great 
Britain. (Northern Ireland comes under Oxfam Ireland, though inevitably there is significant cross over.) Oxfam 
GB, as the largest affiliate, has the largest communications capacity and often plays a lead role for Oxfam 
International and the wider confederation in humanitarian media response, and in content and creative delivery.

Rules, relations and approaches to team working are gradually settling down. There are exciting elements as, for 
example, we launch things like our annual inequality report in many countries across the world at once in ways 
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directly related to each country’s needs. And there are frustrations in terms of reaching agreement and alignment 
with many parties across the world.

The role of OGB is particularly sensitive, given the nature of Oxfam as a household name in the UK and that 
financially we raise nearly half of all Oxfam revenue. The Director therefore has to be an excellent teamworker on 
the international stage, while at the same time recognising the importance to all Oxfam of renewing our brand and 
improving engagement in the UK.

3. The Haiti crisis and its aftermath

Oxfam is an organisation that believes that ending poverty must include challenging the status quo. We have 
done this over the years on many issues ranging from apartheid in the eighties to the inequality agenda today. 
We can’t therefore be surprised when we ourselves are forcefully and publicly attacked for our own failings as we 
have been in recent months.

There is no question that the behaviour of some Oxfam staff in Haiti in 2011 was disgraceful and betrayed our 
values. However serious these failings undoubtedly were, that this and related stories dominated front pages both 
in the UK and across the world for two full weeks, reflects the coming together of a range of wider issues, and that 
Oxfam can be a lightening rod for those opposed to international aid, and charities having a campaigning voice. 

The events and their coverage and fallout certainly shape many challenges that the Communications Director 
is going to have to help respond to in the next few years. In terms of Oxfam specifically these include a major 
impact on income, on brand, public and political trust, on reputation and confidence to speak out and on staff and 
supporter morale. We also need to be better prepared for any future coverage on current or other stories. And 
beyond Oxfam, they include how we protect and promote women’s rights, the role of aid, development and of 
large, “traditional” international NGOs in the twenty first century. 

Oxfam has already started its renewal and recovery, and the new Communications Director will lead the 
communications of this to supporters, staff, volunteers and the wider public. We have a clear programme of work 
in place to improve our policies and processes on safeguarding, and to examine and change our culture, including 
revisiting our values. Aligning this with the brand refresh and our core purpose will be key to engaging and 
motivating supporters and staff, and restoring trust and relationships.

The Communications Director will work with the Chief Executive, Board and other leaders to help Oxfam position 
itself, prepare and respond to these challenges, while inevitably working with a reduced budget as a result of the 
impact of these challenges.

In summary, the Communications Director role is a tough and exciting one. It needs both hard, technical and 
professional skills and soft people and team working ones. The appointee will show real up-front leadership but 
also excellent influencing and team building qualities. If this feels like you, we look forward to hearing from you!

Mark Goldring 
Chief Executive

April 2018
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Oxfam is a global movement of people who won’t live with the injustice of poverty, fighting to beat poverty for 
good. Together we save and rebuild lives in disasters. We help people build better lives for themselves. We 
speak out on the big issues that keep people poor, like inequality, discrimination against women and climate 
change. And we won’t stop until every person on the planet can live without poverty. 

The world is changing, and for many people, for the better. Huge progress has been made in the last 25 
years in reducing the number of people living in extreme poverty, levels of malnutrition and premature deaths 
from disease.  More people are making a better living.

Yet progress is too slow, many people remain in extreme poverty, and growing inequality traps them there. 
Oxfam influences change through the policies and operating practices of governments and companies alike, 
and works alongside people and local organisations in over 90 countries, reaching 19 million people each year. 

In the last two years Oxfam has responded to an unprecedented number of humanitarian crises, from drought 
and food shortages in East Africa, to supporting people displaced by conflict in the Democratic Republic of 
Congo, South Sudan and Yemen, to the Rohingya crisis, and Syrian refugees across the Middle East.

ABOUT OXFAM GB
Oxfam GB is the original and largest of twenty national Oxfam affiliates that make up Oxfam, representing 
nearly half of its total resource base. Work across the affiliates is coordinated by Oxfam International.

People in the UK, both existing supporters and the general public, generally don’t see or recognise the 
progress against poverty. We believe we can do better in inspiring people  to do more with us – people 
concerned as we are with the injustice of poverty and inequality.

We are building a more integrated and audience-centred approach to supporter and public engagement, 
across giving, campaigning, and donating and shopping through our shop network. 

The way we tell our story matters more than ever, and the Communications and Story team is responsible 
for that – providing focus in our story, coherence across different activities, clarity and consistency in our 
messages, and managing our profile and reputation in the media.
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All our work is led by three core values: 

Empowerment. Everyone, from our staff and supporters to people living in poverty, should feel they can 
make change happen. 

Accountability. We take responsibility for our actions and hold ourselves accountable. We believe that 
others should also be held accountable for their actions.

Inclusiveness. We are open to everyone and embrace diversity. We believe everyone has a contribution to 
make, regardless of visible and invisible differences.

We need to do more to bring these values alive to staff and the Communications Director will play a key part 
in making this happen.
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The Communications Director is expected, subject to final detailed design of the CRM project, described earlier, 
to be responsible for a department of about sixty talented communicators, in the following teams/functions:

• Brand & Story

• Strategic communications planning

• News Media and PR 

• Creative and Content 

• Internal Communications

• Translation services

We need to communicate with the public on a wide range of issues, with specific messages being developed by 
individual teams. There is always a challenge of too many messages or inconsistency of identity and brand. Led 
by the Director of  Communications, we work hard to manage this in a systematic way. The Communications 
Director, while working with the other public facing directors (Campaigns, Policy and Influencing; Trading; 
Supporter Engagement,) is responsible for public engagement strategy and, in case of conflict, final decision 
making. 

The focus of the Communications and Story team is three-fold:

• Ensuring clarity and discipline in Oxfam’s overall brand story

• Ensuring coordination and coherence of public engagement and communications output, managed 
through the other public-facing departments (campaigns, media and marketing activity)

• Ensuring consistency and quality of content, to deliver an inspirational experience.
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The Communications Director will be an exceptional leader who understands and has experience of how an 
organisation can set out a compelling narrative to engage people in its mission. Expressed through a clear 
and agreed brand, this narrative will help Oxfam attract people to its cause of ending poverty and enable 
them to get involved in a way which is right for them.  

The right person to lead the Communications Directorate could come from any sector; they may  have built 
up experience within the voluntary sector and recognise the massive shift that has happened over recent 
years in the UK charity sector in the areas of communications, marketing and campaigning; or they may 
come from a different sector but will equally have seen how organisations, to be successful in engaging with 
the public, must tell a compelling, authentic story about their mission.  

They will have very strong leadership skills with evidence of success in leading, managing, motivating 
and developing a multi-disciplinary team and able to drive and achieve transformation within a complex 
organisation.

The new Director will have outstanding communication, influencing, negotiating and facilitation skills, both 
written and verbal to build credibility with diverse audiences and have high level strategic planning and 
analytical skills, with the ability to solve complex situations.

The director will have proven skills in managing media to tell an organisational story. Supporting the Media 
team to build and manage relations with a challenging media, tell the organisation’s story and  help rebuild 
our reputation will be key elements of the director’s leadership in the next few years.

As a member of Oxfam GB’s Leadership Team, he/she will have the ability to inspire and to work 
collaboratively with colleagues, peers and other teams to maximise impact and engender a networked and 
agile working environment throughout Oxfam.

A passion for the cause of ending poverty around the world is vital. Experience within international 
development and humanitarian organisations is not essential but a willingness to immerse yourself in the 
issues, opportunities and challenges is vital. 
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The purpose of this role is to lead and inspire the newly created 
Communication & Story team and to communicate a clear Oxfam narrative 
about how we are helping people fight poverty to beat it for good, in support 
of our public engagement mission:

“Oxfam GB (OGB) seeks to grow the agency of millions of individuals 
and communities across Britain using their time, money and voice, to 
join us and strengthen our public mandate in the fight against poverty 
and injustice wherever it exists. Our public engagement strategy is 
driven by this need to grow influence, secure sustainable, flexible 
funding and thus deliver change in our world.

We recognise that more and more the people who engage with OGB want 
to do so on their own terms and in different ways at different times. This 
means we have to be responsive and flexible. We also know that those 
who generate influence and income will be more valuable and impactful 
long term supporters. So, we will work in an integrated way to encourage 
supporters to engage in multiple ways that bring value to them and help 
Oxfam end the injustice of poverty more effectively and sooner.”

We believe that an integrated approach to engagement is vital to success 
in today’s digital and demanding world. This role will work closely with the 
Supporter Engagement team as well as the Trading and the Campaigns, 
Policy & Influencing team to ensure all activity contributes to the overall 
Oxfam story.   The success of the post holder will depend on making 
Communications work for all parts of the organisation.

CORE DETAILS
Location Oxford 

Our package The package will include a competitive salary 
dependent on qualifications and experience 
plus a competitive package of benefits

Contract Type Permanent

Hours of work This is a full time role, however Oxfam 
offers various flexible arrangements which 
candidates can discuss at interview stage

This role reports to Chief Executive Officer 

Staff reporting to this post 4-6 (depending on final structure design); 
department of approx. 60 according to 
current plans.

Annual budget for the post £5 million approx. expenditure budget  
(60% of which staff)
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• Drive an overall approach to the Oxfam story that delivers a clear and compelling positioning and narrative 
in the minds of our audiences.

• Ensure this narrative is delivered through consistent brand messaging across all public and supporter 
engagement activity. Ensuring that key audiences understand what Oxfam is trying to achieve, the 
progress that is being made and that they can make a difference.  

• Work with other key Directors, especially Supporter Engagement, Campaigns, Policy & Influencing and 
Trading to ensure a joined-up approach to public engagement and that the Oxfam brand and narrative is 
being delivered consistently across all activity. 

• Ensure that Oxfam works effectively to get its message across through the news media and that we work 
effectively to manage the reputation of the organisation, supported by appropriate external help, as needed.  

• Develop and deliver a strategic approach to the production and use of content which tells Oxfam’s story, 
shows progress in the fight against poverty and inspires supporters and potential supporters to get involved.  

• Drive excellence in internal communications to help all staff understand Oxfam’s work and the progress 
being made to beat poverty as well as driving overall staff engagement. 

• As part of the Leadership Team, to contribute to organisational strategy as well as the effective 
management of Oxfam GB including the management of risk, financial sustainability and staff engagement.  
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• An outstanding track record of delivery against objectives in areas such communications, brand 
management, content marketing and media relations across a wide range of activities. 

• Strong leadership skills with evidence of success in leading, managing, motivating and developing a  
multi-disciplinary team.

• Able to drive and achieve transformation within a complex organisation.

• Outstanding communication, influencing, negotiating and facilitation skills, both written and verbal to build 
credibility with diverse audiences.

• High level strategic planning skills and analytical with the ability to solve complex situations

• Proven expertise in Press and PR management, including in crisis situations.

• The ability to develop innovative concepts or approaches and see them through to successful 
implementation.

• Self-motivated and target driven with an entrepreneurial approach to capitalise on opportunities.

• Passionate about and able to evidence commitment to Oxfam’s mission, values and global perspective. 

• The ability to create appropriate engagement communications and manage ethical issues and brand 
reputation.

At Oxfam our job descriptions provide a guide to what might be expected in the role. Along with our strategy the job 
description is used to help to shape specific objectives for employees. Employees are supported to deliver these 
objectives and they are annually assessed against them as part of the Oxfam performance review process. This job 
description is not incorporated into the employment contract.
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HOW TO APPLY
Applications should be sent by email to Sam 
Stephens at sam.stephens@macaulaysearch.com 
The closing date for applications is 25th May. Your 
application should comprise of: 

• a full CV, including educational and professional 
qualifications, a full employment history 
showing the more significant positions, 
responsibilities held, relevant achievements and 
latest remuneration including any benefits. 

• a covering note of not more than 1.5 pages 
(total) summarising your motivation and interest 
in the role, and a description of how your skills, 
experience and knowledge make you qualified 
for the role. 

PROCESS 
Macaulay Search has been engaged as the 
executive search advisor on this appointment. 
A selection of candidates will be invited to a first 
round of interviews with Mark Goldring, Chief 
Executive and Lois Jacobs, Trustee on 19th June. 
A second round of interviews is planned for 21st 
June. You can expect to hear from us by 7th June.

Oxfam is a Disability Confident 
Employer. Should you be unable to 
submit your application online and 
would prefer an alternative method 
please contact 020 7371 0313.

mailto:sam.stephens@macaulaysearch.com

