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Creating an Annual Campaign Plan 

 
The Jewish community, and indeed the entire Jewish world, will face 
extraordinary challenges in the coming year: the geo-politics of the Middle 
East, terror overseas and at home, the world economic situation; the struggle 
for Jewish identity and meaning; competition for philanthropic investment; 
and the building and nurturing of a vital and viable Jewish community at 
home as well as across the world. 
 
The 2013 Annual Campaign must achieve a major breakthrough in order to 
meet these challenges, and overcome the unprecedented effects of the global 
economic meltdown of the past few years. 
 
To achieve our goals, the Annual Campaign must focus on MORE:   
  
 More education and awareness for our community. 
 More volunteers and involvement of leadership. 
 More skills training, resources and motivation for our solicitors. 

More investment and impact in our local Jewish community, Israel 
and throughout the Jewish world. 

More fun for volunteers and contributors. 
More significant needs of the Jewish people met through our success. 

 
We will inform community members, leadership and contributors about the 
Jewish Federation, its operations, programs, and policies and most 
importantly how we serve the Jewish community at home and globally. 
Campaign leadership will: 
 

o Work to make contributors, prospects and leadership aware of 
the needs within the Jewish community, Israel and around the 
world, and how they are being met by Federation through the 
Annual Campaign  

o Communicate, inform, and educate the community about the 
operations of the Jewish Federation and the Annual Campaign, 
de-mystifying the Federation and making contributing both 
time and money “user friendly” 

o Renew efforts to engage the next generations of Jewish 
young adults in our enterprise by communicating to them 
on their terms 
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o Apply significant resources to recruiting, motivating and 
managing volunteer leadership, seeking to make volunteering 
for the Jewish Federation Campaign both meaningful and fun 

o Improve donor cultivation and support 
o Connect meaningfully with lost, lapsed and new donors. 
o Articulate the needs and priorities of our community and how 

the Jewish Federation will meet them by allocating additional 
funds. 

o Revitalize our relationships with our contributors through 
meaningful, creative, innovative programming; enhanced and 
effective communications; and most importantly, personal 
contact and investment. 

 
Campaign Planning 

 
Significant attention must be given to developing new concepts, ideas and 
methods of raising donors and dollars.  To run an efficient Campaign, it’s 
essential to keep our Campaign efforts, programs, volunteers and staff 
focused and on track towards our goal.  Our planning should seek to utilize 
solicitation, programmatic, and marketing modules that are related to one 
another and are integrated, creating a “seamless” presentation to our 
community.  Our plans should include developing appropriate events for 
both awareness and fundraising.  The volunteer and professional leadership 
of the Campaign should develop and create a realistic Campaign calendar.  
 
We must target new segments of the community for solicitation efforts by 
utilizing the technological assistance of our Donor Management System, 
specifically through e-philanthropy and social networking. We need to 
provide sufficient and appropriate data background on prospects and donors 
to both volunteer workers and professional staff.   
 
Leadership 

  
One key task for the Campaign will be to identify, recruit and retain as many 
volunteers as possible.  Our efforts should be directed towards recruiting 
volunteers from within the ranks of seasoned, veteran solicitors and 
community leadership, as well new leaders from throughout the community 
who have not previously volunteered for the Jewish Federation Campaign.  
These efforts will: 
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• Provide clear job descriptions for all volunteers so they understand 
their responsibilities as they relate to: time commitment, meetings, 
staff liaison, personal pledge commitment, and participation in 
Campaign and Federation activities. 

 

• Develop an “esprit de corps” within the Campaign Leadership.  Our 
plans should include regularly (though not frequently) scheduled 
meetings to motivate our volunteers and keep them informed as to the 
latest developments affecting the Jewish community and the 
Campaign, as well as to update, track and motivate them towards 
reaching the campaign goal. 
  

• Create a “winning team spirit” within the Campaign Leadership that is 
based on awareness, information, teamwork and fun. 

 
Fundraising Goal 

 
In order to establish a realistic campaign goal, we will: 
 

• Evaluate the past performance of our past Annual Campaign based on 
the historical record of achievement and the total fundraising efforts 
of all aspects of the Jewish Federation.   

• As per the Collaborative Model of Fundraising, conduct an 
“environmental scan” to assess and understand local conditions (such 
as the economy), unmet community needs, and unfunded requests.    

• Seek the recommendation and approval of Federation leadership at all 
levels in adopting the Campaign goal.  

 
The Segments of the Campaign   
 
The Collaborative Model of Fundraising recommends segmenting the 
Annual Campaign as follows: 
 

• Major Gifts: All current and prospective donors with giving and/or 
capacity over $500 are engaged almost exclusively through “relationship-
based fund raising.”  The method of solicitation is exclusively face to 

face. 
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• Affinity Groups: Donors and prospects with current giving or capacity 
to give between $100 and $499 are engaged primarily through 
meaningful group encounters.  Donors are usually not solicited face to 

face unless a compelling reason to do so emerges.  The preferred 

method of solicitation in this category is through events, small-group 

engagements, or by phone. 
 

• Community Campaign: All donors and prospects with giving/capacity 
below $99 are engaged primarily through direct marketing/relationship 

marketing (phone, mail, and e-philanthropy – online, e mail). We do not 
seek to solicit these individuals at the face-to-face or group level, unless 
it becomes known that the donor actually has capacity for higher levels of 
giving. 

 
We will consider the following issues in creating appropriate strategies for 
each segment: 

• What is the goal in dollars and donors? 

• What is the plan for retaining and upgrading of donors? 

• What new gift acquisition strategies should we employ? 

• What types of events or other activities should we consider to attract, 
engage and excite donors and prospects? 

• Assuming only a few events in the course of the year, how do we 
engage donors and prospects between events?  

• Can we segment the group further (considering professional staff 
resources available)?  How? 

• What are the most effective ways to fundraise in this affinity group? 

• How do we introduce PACE/LOJE and other endowment giving 
opportunities to this segment? 

• For the Community Campaign, what is the appropriate mix and 
frequency/volume of direct ma, telemarketing and e-philanthropy? 

• What is the strategy for the retention and upgrade of donors?   

• What new gift acquisition and retention strategies will we employ? 

• How can we best institute relationship based fund raising - moves 
management, donor engagement, with our major donors? 

• How can we balance the use of professional staff as cultivators and 
solicitors with volunteers?  What plans can we offer for recruiting and 
training lay cultivators and solicitors? 

• What can we do to reinvent Super Sunday? 
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GOAL SETTING  

 
Past Annual Campaign Results: 
Total $ Raised:  
Total # of Gifts: 
 
The following process should occur for each segment of the campaign. 
 
Segment/Division                                                               $ Range 

________ 
 
Last year’s Results: 
$ Raised:  $13,000 
# of donors: 50 
 

Projected $ goal  $15,000 
Projected # of new gifts   5______ 
 

Events/Programs: 
Perform an ROI (Return on Investment) for each event/program that took 
place in order to determine whether or not it should be repeated. 
 
 
 
Campaign Phases and Calendar 
 
The Annual Campaign will follow an integrated calendar that seeks to 
“time” the Campaign in effective modules.  
 

Planning 
This initial phase of the Campaign is directed towards developing the 
Campaign goal, business plan, and program calendar.  It is also the 
important phase in which the Campaign Leadership is recruited and 
appointed. 
 
Campaign Segments (Major Donors, Affinity Groups, 
Community Campaign) 
For each of the above categories perform the Goal Setting exercise 
described above.  
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Leadership Kick-Off 
Leadership leads, and the leaders of the Jewish Federation and 
Campaign must be the first to make their commitments to the 
Campaign.  The Board will be solicited during this period.   
 
Major Donor Solicitations 
Secure the commitment of our Major Donors early in the campaign 
calendar.  Rachel Levy is available to assist in personal solicitations of 
major donors throughout the campaign year. 
 

ELEMENTS OF A SUCCESSFUL NETWORK FEDERATION 
CAMPAIGN 

 
Keep the federation front and center in the community throughout the year 
e.g. JFNA Fact of the Week in congregation bulletins, High Holiday 
handout, ads from JFNA, promote JFNA website and links 

 
Enlist strong support from Rabbi, Religious School Director, and 
congregation boards for Federation and campaign, e.g. sermons, Federation 
Shabbat, 100% resolution in support of campaign by congregation board. 

 
DEVELOP A CAMPAIGN PLAN AND CALENDAR 

• Carefully analyze data from past three years of the donor base by bracket 
with the goal of growing the campaign 
o $1-$499, $500-$999, $1,000-$4,999, $5,000+ 

• Leave No Donor Behind: every member of the community should have 
the opportunity to give tzedakah to the community campaign. 

 
MAJOR GIFTS 

• Major donors deserve a personal visit and solicitation. 

• A major donor event provides the opportunity to recognize their 
participation and link to the national JFNA level 

• Consider ways to maintain ongoing contact with major donors 
 

COMMUNITY CAMPAIGN 

• Community campaign event and/or Super Sunday Telethon 

• “Chutzpah” letter to donor of $100 or less who have donated for past 
three years and not responded 
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SPECIAL GROUPS 

• “Skips” – Previous donors who need to be reengaged in the federation 
campaign 

• New donors – Target a select group of non-donors for a special approach 
 

WRAP UP ACTIVITIES 
Think through any activities needed to wrap up the campaign 
 
ANNUAL MEETING 
The annual meeting or a similar event provides for: 

• A time to celebrate the accomplishments of the campaign 

• Recognition of those who led and donated to the campaign 

• An opportunity to educate people about the impact of the community on 
the Jewish People 
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2016 Jewish Federation Campaign Calendar (Example) 

 
 
January  Board Training (January 19) 
 
February  Southeast Leadership Training in Winston Salem        

(February 27-28)  
 
March   Passover Direct Mail 
 
April   Israel Independence Day 

Planning Meetings 
   Solicit Board Members 
   Solicit Major Donors  
      
June   Complete Major Gift solicitations 
     
July   Huntington Mission to Israel 
 
September  Lion of Judah Conference Washington, DC 
(September 11-13) 
 
October   Community Campaign kick-off 
 
November  General Assembly in Washington, DC (November 13-
15) 
      
December  Super Sunday  
   Chanukah Direct Mail/e-philanthropy 
   Closing Community-Wide Thank You event  
 


