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Who We Are
• Lisa Schneider-Friedman

– Director of Annual Campaigns, Hebrew Home of Greater 
Washington

• Bennett Samson
– Director of Development, New Israel Fund 

• Hillary Waxman
– Executive Director, Direct Marketing, UJA-Federation of New 

York

• Tiffany Neill, CFRE
– Partner, Lautman Maska Neill & Company



Message Challenges

• Your case for support changes
• You do a lot of different things and don’t 

know which matters most to your donors 
• What matters to your leaders is not 

necessarily what matters to your donors 
• You can’t control what Israel does
• The Jewish market is not a monolithic 

group



Effective Fundraising When 
Your Message Changes

Lisa Schneider-Friedman
Hebrew Home of Greater 

Washington



The Hebrew Home – Then…

• Established 1910
• Mission: to pay 

room & board for 
homeless, elderly 
Jews

• Row house in 
Washington, DC 
housed 10 people



The Hebrew Home – 
100 Years Later!
• Serving 1,000 seniors 

daily
• Charles E. Smith Life 

Communities Campus 
in Rockville, MD

• Independent Living, 
Assisted Living, 
Rehabilitation, Long- 
Term Nursing care



Changing Donors … 
Changing Messages



100 Years Ago …

• Before Medicaid and Medicare 
contributions funded operations
–Gifts from the Jewish community
–Community Chest!
–Doctors and dentists volunteered 

services
–Ladies/Women’s auxiliary and Men’s 

Clubs held fundraising events



 

“Among donations that appear frequently in the 
House Chairman Reports in the 1940’s: 

 I. Feldman & Co. for turkeys at Thanksgiving 
and Simchas Torah 

 Mr. Sam Higger for his many donations of 
candy, cigarettes and whisky 

 Manischewitz Matzos Co. for their donation 
of 400 pounds of matzos 

 Mr. A. Posin for bread and cake 

 Premier Cleaning, for cleaning all the 
clothes twice a year 

 Galblum Brothers for cleaning all the hats 

 Mr. Zaslow for repairing shoes.” 
 



Today 

• Annual Operating budget 
$70,000,000

• Medicare and Medicaid
–DO NOT COVER ALL OPERATING 

EXPENSES

• Donors are mostly individuals from 
the community
–What they fund has changed



The change in messaging 

Rosh Hashanah letters 
2003-2009



2003 – Times are Good!

• No budget shortfall in operations
• Community saw Home as well- 

established and financially stable
• Donors asked to enrich the quality of 

life for residents



2003 Rosh Hashanah “Ask”

“You see, the programs that make the 
Hebrew Home the special place that it is are 
costly.  But because of your financial support
we can give our seniors and their families, 
holiday celebrations, Shabbat meals, and an 
on‐staff Rabbi ‐‐ everything they need to feel
comfortable and cared for.” 



2004 – Trouble in Paradise

• Operations budget shortfall for the 
first time

• Reduction in Maryland funding
• Increase energy and security 

expenses



2004 Rosh Hashanah “Ask”

“Recent developments have reduced the 
Home’s funding by almost $1 million a year.  
These reductions in government 
reimbursements, coupled with increased 
operating costs, in areas including security, 
insurance and energy, have had a major 
impact on our budget.” 



2008 – Need with Impact 

• Budget shortfalls have continued – 
the donors are now “trained” in the 
new case for support

• Challenge to show donors the impact 
of their gifts

• Connect the budget gap with 
residents



2008 Rosh Hashanah “Ask”

“Unfortunately, Medicaid and other 
insurance reimbursements have never kept 
pace with the rising costs of nursing care – 
and that gap is growing greater every year.  
For every resident relying on Medicaid (and 
that is a majority of our seniors), the Home 
must raise an additional $91 a day to cover 
the cost of their care.” 



2009 – More cuts! 

• Budget gap is almost “old news” to 
the donors

• Significant Medicaid reimbursement 
cut looming

• The ask was very specific



2009 Rosh Hashanah “Ask”
“You see, we just learned that the State of 
Maryland is proposing further cuts in Medicaid 
reimbursement.  With 67% of our long‐term care 
residents relying on Medicaid, that will translate 
into a loss of almost $240,000 in funding for the 
Home in the final months of 2009! 

These cuts mean that the gap between Medicaid 
reimbursement and the actual cost of the care 
we provide – a gap which is already significant ‐‐
will increase by another $4.80 per resident, per 
day.  Without the support of the community, this 
is a shortfall that could impact the residents and 
their families who depend on us.” 



Messaging Challenges
Who sets the agenda?

Bennett Samson
New Israel Fund



Inevitable tensions

• The story you want to get out
• The story you need to get out

–Whether to combat misperceptions 
based on ignorance or worse 

–Smear campaigns
–Lies



The intention



The challenge



Huge stakes



Avoiding the trap, reaping the 
benefits
• Planning a message arc

–Responding in the short term, but 
making sure to return to message asap

• Engaging supporters in the response
• Enlisting new allies



Coordinated response

PR Web Mail

Direct response – 
debunk the lies

Get the facts out, 
especially from third 
parties

Information 
campaign, 

Raise the issue, 
address the issue, 
get supporters to 
Fund the response

Transition from what 
we’re not to what 
we are

Push achievements, 
demonstrate 
breadth of support, 
make the case 
(connect the dots)

Petition drive Test – organizational 
history, 
accomplishments to 
the house file too, to 
remind people why 
they’re there.  Add 
survey

Back on message The work, the case, 
the history (that was 
us)

Site redesign, 
ongoing action 
alerts



In the mail



Email campaign



Lemonade

• Activating the base – 10k petitions
• Rapid growth in email list, FB, etc.
• Revenue -- Appeal beat the prior 

year’s both in response rate and 
average gift



Next steps

• Evolving messages in mail packages
• Ongoing action alerts in emails – 

conversion bill
• Fall ad campaign



To be continued…



Messaging with a Broad 
Mission

Hillary Waxman
UJA-Federation of New York



Why is the UJA-Federation 
messaging complicated?

• Concept of federated giving

• Three ‘legs’ to our mission

• Multiple constituencies and audiences



UJA-Federation of New York’s 
messaging challenge:

How do we tell our story in a way that is:

• Simple

• Engaging

• Compelling

• Concise 



UJA-Federation’s Mission:
“UJA-Federation of New York cares for those in need, 
strengthens the Jewish people, and inspires a passion 
for Jewish life and learning.”

• Care for New Yorkers of all races, religions, and ethnic 
backgrounds, and Jews wherever they live

• Strengthens the Jewish people

• Inspires Jewish learning and the continuation of tradition 
and religious observance



How do we address the challenge?
1. Identify clear, compelling and timely 

messages
• Focus Groups

• Avoid ‘buzz words’
• Don’t over promise (e.g., all, always)
• Be specific
• Use examples that are current and relevant

• Quantitative Research
• Understand messages by segment
• Make fact based decision messaging decisions



How do we address the challenge?
2. Segment target audiences and customize 

messages 
• Donors

• Prospects

• Lay leaders



How do we address the challenge?

3. Test messages in mail, email and phone
• Leverage learning from research

• Incorporate timely and relevant examples

• Keep sense of urgency



Next steps?
• Complete analysis of quantitative research

• Continue segmentation work

• Test messages against relevant segments



Wrap Up…Keep in Mind

• The case vs. the institution
• The impact of contributions 
• The diversity of the audience
• The need to be specific
• The need to be truthful



Thank you!  Questions?
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