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House of Fairy Tales is a child-centred, artist-led project that draws on an 
extensive team of artists, performers, writers, educationalists, designers, 
musicians, film makers, dreamers and philosophers to create magical parallel 
worlds where learning is play and play is directed learning. Operating across a 
number of formats from workshops, publishing, advocacy and education packs, 
the House of Fairy Tales is about making education inclusive, inventive and fun. 
 
Deborah Curtis and Gavin Turk, both artists, first came to be involved in children’s education 
when they had their own, and decided to start a community crèche attended by local artists 
and designers in Shoreditch. Building on this, Deborah developed plans for a children’s 
centre in Hoxton Square, and they created a charity called ‘Supernova’ to deliver this 
objective. However, after five creative events all over London, Deborah had her third child, 
their family priorities changed and Gavin’s work became a focus. Together Gavin and 
Deborah set up a production company for the development of his work, an experience 
which introduced Deborah to employment and company law, as well as, crucially, business 
planning.  
 
Several years later though, Deborah’s love of education was re-awoken when she ran a 
children's tent at the Port Eliot Festival. From that project The House of Fairy Tales was 
born.  
 
House of Fairy Tales aims to act as a catalyst for change in society through the vehicle of 
childhood education: to enable children to become more active citizens and divergent 
thinkers as well as more creative and confident with stronger values. They do this through 
high quality artist-led experiences and residencies. 

Objectives 

When HoFT launched its Kickstarter campaign they had already secured the support of two 
sponsors, Cathedral Group and Victorinox, as well as their own personal financial 
contributions.  
 
The contacts with both Cathedral Group and Victorinox were made through personal 
introductions and developed to professional relationships through mutual self-interest and 
finding personal supporters of the charity in the management and ownership of the 
companies. Both companies gave a mixture of financial and in-kind support, including free 
accommodation from Cathedral Group. At Victorinox HoFT initially met with middle 
management and then formed a personal relationship with the family owners of the 
company. At Cathedral, HoFT formed a relationship directly with the CEO.  
 
Through these sponsors HoFT were offered a large warehouse space in Canning Town as an 
‘in-kind’ donation, out of which they set about creating a programme of activities with the 
local community. However, this programme was going to be expensive and, in order to 
make the work as inclusive as possible, HoFT didn't want to charge the audience any more 
than a nominal fee. The local communities in Canning Town are highly disadvantaged; they 
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are culturally diverse but resource and artistic experience poor. HoFT wanted to create work 
that would engage this audience. 

 

Process 

Kickstarter is a global crowd-funding platform based in the United States, whose mission is 
to help bring creative projects to life. Today it is the world's largest funding platform for 
creative projects, calling itself ‘a home’ for film, music, art, theatre, games, comics, design, 
and photography. 
 
People who back Kickstarter projects are offered tangible rewards and special experiences 
in exchange for their pledges. This model traces its roots to subscription model of arts 
patronage, where artists would go directly to their audiences to fund their work. 
 
Deborah liked the democratic nature of crowd funding and the ability it gave them to 
approach anyone knowing that the varying levels of support could suit anyone no matter 
what their economic or current circumstances. 
 
HoFT used existing resources, such as two portfolios of art and some products, to form 
‘rewards’ in return for pledged support.  
 
With Kickstarter, project creators will choose a deadline and a minimum funding goal. If the 
goal is not met by the deadline, then no funds are collected – a kind of assurance contract. 
Money pledged by donors is collected using Amazon Payments. The platform is open to 
backers from anywhere in the world and to creators from the US, UK, Canada, Australia and 
New Zealand. 
 
Kickstarter takes 5% of the funds raised. Amazon charges an additional 3–5%. Unlike many 
forums for fundraising or investment, Kickstarter claims no ownership over the projects and 
the work they produce. The web pages of projects launched on the site are permanently 
archived and accessible to the public. After funding is completed, projects and uploaded 
media cannot be edited or removed from the site.  
 
Despite having no experience of film making, HoFT worked with a couple of film students to 
create a short film and edit it with the help of a colleague who is an experienced animator. 
 
HoFT then set about sending out the message to their network, which comprised of a broad 
mixture of friends, family and professional contacts – especially art world contacts through 
the gallery system.  
 
Deborah says of herself: “I have always been juggling management with artistic direction; 
although I am more motivated as an artist and business thinking comes second. Recently I 
have come to accept that the business thinking has to always come first if we are to make a 
sustainable charity.” 
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Outcomes 

The majority of funding came from their personal networks – not many people came to 
them by chance. HoFT used their networks strategically to make introductions and build 
relationships, but also to increase the span of reach of the campaign. The advantage of 
fundraising through a crowd funding campaign is that it is accessible to all, and therefore 
you can be broad in your approach. 
 
HoFT found re-presenting themselves to their existing networks to be a very useful exercise; 
many people gave them positive feedback and said how much they had learnt about their 
work through this direct fundraising campaign. 
 
As a result HoFT raised over £50,000, which paid for the first term of the new school. By 
making ‘the ask’ clear, they achieved a defined output that had significant impact. 

Key points for effective practice 

 Know your networks. 

 Have a clear project. 

 Ensure there is enough capacity in the organisation to run the campaign effectively. 

Conclusions and recommendations 

There is a lot of work involved in delivering the rewards that form part of the Kickstarter 
system, and this was not fully realised by HoFT prior to starting the campaign; they felt they 
did not properly anticipate or put in place strategies for this aspect of the work. Deborah did 
most of the work on her own – with a broken arm incurred during the filming of the 
campaign! It is important to put in place an effective system for this from the outset so that 
it does not take up precious resource. 
 
Being such a large, overseas organisation, Kickstarter often seemed to be hard for HoFT to 
communicate with and seek advice from, i.e. on how to get higher visibility. As one of the 
trailblazers in UK, HoFT felt they could have done more to support their campaign. HoFT 
also felt they could have received more publicity in the UK as well, such as a newspaper 
feature or similar, so Deborah worked hard to raise awareness of the campaign through 
social media channels, including a great deal of activity on Twitter, which encouraged and 
easily enabled others to circulate the project among their wider networks. As result they 
were very successful.  
 
Deborah says of the experience: “It was quite a steep learning curve but a good experience. 
I would definitely plan better next time.” 
 
Additional information 

 
http://houseoffairytales.org/ 

About CultureHive 

This case study was produced as part of CultureHive, a free knowledge hub where you can discover and share 
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