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Tape 1 , Side 1 

A-4l6"",_r 1. 'wfby ask me for a leading gift - o r a large increase - ] "'ill do my 

duty - I'm the wrong guy . 

ftfPJv1"it(.. a. ) Turn it round - youTe t~e riqht guy - you are a l eade r - you have to set 

pace - just because. 

Al. What's going oh over t~ere in rsrael - there is too much military 

spenning (or anything else that the prospect might object to in Israel . ) 

~ Our money voe a for the social welfare, immigration, absorption, educatio 

health, etc. - wit'"' '-'hich vou can't really object . 

A. This is the wr~ng time of the fiscal year - come back to see me in a 

few months . 

~ The ~ i me is no,"" the carrpaign i s no"" I s rael needs it no"" . 

~ T have to check with my accountant. 

~ You are a successful business man who makes your own key decisions 

in your business life . This matter o f a ift is a key decision, your 

acqmntant can't tell you how much "0 g ive . 

Tape 1 , Side 2 

1. C~eck on p:ift. of local lay leader who is in on solicitation - make sure 

it is adequate. 

2 . "Third vcice" is useful. 

J. Rat.ing- use early. 

~ . I don't like what you r solicitors are doing, push ing me every year, 

when will it end? 

~) I I m not wrong - r' m right - r' 11 have to come to you every year, 

needs are reate reach yea.r. 

Rvery year there seems to be a 
a.,1_ .... 'r<.. 

No crisi e ~ror Jews in Germany, 

crisis - when will it stop. 

or ~oland or Nadb Africa ia UiA fllt.llre . -
Haybe 25 years from no'" -the re 'Wi] J be no crisii in Is rae l. 



... . . .. 
A. I bave other obligations - sickness , mortgage, Bar ~fitzvah, spec ial 

expense . , 

R) In honor o f ~s~ar Mitzvah , exte nd yourself . 

Do n' t us e your pe rs onal joy as an excuse. 

You'lll feel better if you give what I am asking. 

A. I can" answer because I have to talk to wile. 

a couple ot days . 

Wi ll call you in 

~ ) Do !it on your own . She ' ll feel pr oud - she'll bac k you upJ 

l oo't put burden of dec i sion on he r. I tg your dough . Tou decide, 

and a ssure her t ha t ~be wr. n ' t b@ deprived 0 f anyth in.g . 

Four D\s of pros pec t delense . 

1. H~ wi l l t ry to de fl p .. t you away from himself . 

2 . He will try to dis pute what you have to s ay or the way y ou say it , 

3 . Be will try t o diver t you by pl eading an adverse pe rsona.l or business 

situation. 

4 . He will t r y to de lay vour closing. 

Tape 2 - Side 1. Recapitulation 

every d li! fen~e ot his you must turn around. 

1 . He says \ not me. you say yes exactly you , you r gift is a vital one . , 
2. He says: T don't accept th p campaign story, the contin l' ing crisis ; 

you 5 ay, J a K xx .. aIll Ill K. i tJ ~i s x t . 1. ii_3x.111 a XKk.t xaxlII._ X. f x.J . "II:Z: X sta t .:z:e 

ldl ... i: clx~ix ll J[ the story i s continuing huma n need and you h a ve to 

·~ . 9uy it because youl are a r e spons ible Je", . 

1. lie says: You can 't tell me what to give; y ou say,yo ur community is 

telling you "'hat to give, as a man of your sta ture . 

~ . He says ; I can'. make that kind of decision mys elf ; you. s ay, yo u are 

t,l, e kind ot ma n you are precise l y becau se y o u do make vital d ecisions . 

, . He says : not now, I need time; yo u say , no'" is the time , when yourgift 

can be most effective . 



Tape 2 Side 2 

Good fu 1 solicitation at the beginning of thi s tape, all argume nt s very ~ 

emp loyed . 

Arguments 

J. I have to take care or noo

Jevish causes 

2. Bad economic situation 

3 . You ar e pu t t ing too much 

pressure on me . 

4 . Cal l me back 

• 

Answers 

Nobody but Jews ta t; e care of Jevish 

needs. 

Have you deni ed youlself aoyth ing? 

the obligation comes from the need . 

Oed de now, your kids vil l be proud 

if you save a Russian Jewish brother. 



A PHILOSOPHY OF SOLICI TATI ON 
: 

1 . "~ll Hand Out 

2 . ilyo'l Just Contribution 

3. ilZl"n Contribution - Buil ding of buildings 

All these are philanthropy - old UJA 

4 . .,.,yD OD tax, '1'10 

This is the basis of Operation Breakthrough 

••••••• • ••••• 

If it t s taxation then : 

1 . We have the right to know how much the pro spect has , 
all about him. 

2 . The right to assess, to size up , to rate . 

3 . Use the word : taxes are owed - you owe UB . 

B 

I 

If you live beyond your means , give beyond your means 

Borrow for Israel - based on high net worth , 

Salesmanship requires the enthusiasm of contagion . 

••••• • •• • •••• 

s . SUSEect - a candidate . learn what he has and what he gives 
If e has more than what he gives be is an 

b . Expect - This becomes the working list 
c . Prospect - is a person about whom you know enough so that 

you wi ll go to see him . 

You must have (:0 ENTREE - it is of importance who brings you in . 

ii . CONDITIONS - where to see him : office is worst 
iii WHO DOES THE SOLICITATION 

d . Then he becomes a donor . 
c . After that he mus t become a worker . 



II . GETTING THE FACTS SO THAT YOU KNOW YOUR PRODUCT -
BETTER THAN YOUR PROSPECT, \ffi0 BUILDS A SELF DEFENSE 
MECHANISM 

Don ' t talk 15 minutes, let the customer talk Irom the 

beginning. He has previous facts and knowledge -

let him reveal himselr - then you can answer him . 

He also has previous opinions let him reveal them . 

He also has ESychological prejudices - let him air them. 
(He hates the community, or UJA or the chairman 

Give him new facts ; new opinions ; new emotions . You 

must get him to change . 

III Know background of man, is he golfer, orthodox , liberal,etc. 

Find out his personality, especially what type of group he 

belongs to, for he will usually react as his group does. 

IV SATISFY THE NEED 

1 . Biological needs 

2 . Security needs 

3. Social needs 

4. Self esteem, self realisation needs (but these must be created.) 

Solicitation is toughest sales process because it is hard 

to figure out what need is being satisfied by giving away 

money . You must create the need and then present the 

product to satisfy the need . 

Create curiosity - and then sell a book to fill that need . 



V COMMUNICATION 

C 

Transfer symbols in hope of creating meaning on the 

other side. Force other man to listen , because he hears what 

he wants to hear, not necessarily what you are saying . 

A SOURCE Solicitor - look into my eyes 

give a touch on knee , or shoulder or hand 

do it now 

PREPARE YOUR APPRElACH - Think carefully what words to use as 

code words - to strike deep in him. 

FEEDBACK - Get the p~ospect to react to your code words 

This is the only way you know what he is thinking . 

10 Major Ob,jections Of People To Giving Money - How to Counter 

1 . Not interested in chauvinistic approach to Jewish life 
not religious , intermarried etc . 

Answer : The world considers you Jewish its not your decision 
Hitler went after people like you 
Why do Jews have 28% Nobel Prize Winners? Emphasis 
on education 

2 . America first - patriot 

Answer : Universalism, goy complimented ~ew in 67 

3 . Other commitments, - universities, museums, Negroed 

4 . If war is imminent, wby bring Russian immigrants 

5. Lack of cash 

6 . Why doesn 't Israel withdriw and make peace? 

7 . I give to prphanages and yeshivas in Israel 



8 . I gave last year beyond my capacity 

9 . Business is bad . 



, 
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UIA CAMPAIGN 1977 

C l earl y the potential contribution of the Melbourne community 

is at l east twice the present l evel. With proper organisation. 

it shoul d be possibl e to comfortabl y l ift our contribution 

total from its current level of $4m. through $6m . to $lOm. 

within two years . 

This can only be achieved if we become PROFESSIONALS 

in every aspect of our campaign, i. e . 

Professional 

Professiona l 

Professional 

Professional 

Planners 

Organisers 

Canvassers 

Collectors 

To be p rofessional requ ires a c ombination of highl y 

experienced profes sional (paid) organisers, canvassers 

a nd collectors, working closel y with properly trained 

key workers, to organise. canvass and collect. 



Page 2 

Success depends on a proper mixture of the two elements 

(experienced professionals and trained key workers) together 

u nderstanding the key objectives of the calnpaign . 

F I RST REQUIREMENT 

A master pl an encompassing the complete community . 

It is imperative to understand that the only effective canvas 

i s by personal interview - preferably by two key workers 

accompanied by a professionaL 

No substitute is effective - certainl y not tele Plone calls or 

reliance upon contribution at appeal meetings. The former 

provides an a v enue to easily contribute 11 the same as last year rr 

and the l atter an opportunity to hide a decrease within the bulk 

of other contributions . 

Th e contributors must be subdivided by grade of contribution 

and/or ethnic or group association . The grad ing decision is 

critical and only after this has bee1l expertly resol ved can the 

campaign properly commence . 



, 
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Decisions must be decided with.,...the pe r ameters of our key 

worker manpower potential . and the campaign based on the 

findings . (E.g . with only five key workers then the limit of 

effective personal canvassing is probably 50 contributors -

so the balance has to be covered by some less effective 

programme) . 

However. graded by s i ze of contribution, we must canvas in 

all contributions of $2000 and over (and hopefully $ 1000 upwards). 

At l east 900;0 of our total effort must be in this direction which 

in itself requires much pre-planning, especially -

1.. 

-. , .. 
3. 

4 . 

Recruibnent of canvassers. 

Proper training of canvassers. 

Correct briefing. 

Prope r supervision. encouragement and administrative 

support. 

Our priorities must be correct. and I would suggest the present 

concentration on small group meetings abandoned . 
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The requi red professional hel p probabl y has to be recrui ted 

overseas, some on a permanent but most on a temporary 

basis. Also we should send potential organi sers for training 

overseas, if it will improve our performance. 

RECOMMENDED ACTION PLAN 

I. 

2 . 

3 . 

4 . 

A small committee be established to submit by 

July 15, an outline plan for 1977 . The committee 

to include one representative . each from four 

groups - young persons, middle group, top bracket 

and administration - maxhnum six persons. 

Jul y 31 - P l an adopted, after any required amendments . 

August 15 - 1977 campaign executive elected and 

charged with immediate implementation of plan. 

September 20 - Final details of every aspect of 

campaign by September 20. 
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5. October 1 8 - A ll administrative and personnel 

arrangements compl eted. 

6. November 1 - Form groups and commence training 

programme. 

7. December/January - Send maxi:mum number of 

.,-1:7 k d' . . ~ war ers on stu y mlSSlons . 

. 8 . February 1 - Pre - canvass ing comnlences as pl anned 

programme . 

9 . May 1 - Campaign commences. 

10. June 1 - Campaign completed, hopefully marked 

by a gala function to celebrate success . 

1 

These thoughts have been written to provide constructive 

discussion - they are not intended as a firm view . 

May 24 1 976 
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Mr. H. E. Rosen 

Alvin H. GUan> 

-
RECEIVED. 
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PACIFTC SOUTHWEST LEADERSHIP SEI!INAR 
JANUARY 9, 1972 

The first Pacific Southwest Leadership Seminar was beld on 
January 9, 1972, at the Towne House in Phoenix, Arizona. Fifty 
persons attended (attendance list attached) representing ten 
communities . Seven communi~ Campaign Chairmen were present. 
The entire delegation from Denver was forced to cancel at the 
l ast minute due to illness. 

Prior to the Conference, several position papers were prepared 
and sent to all reserved attendees - copies are attached. These 
were used as points of departure for discussion. 

National UJA Chairman Bram Goldsmith of Los Angeles c.a.lled tbe 
meeting to order at 10:15 a.m., explained that Louis Degen of Denver, 
who was supposed to lead discussion on Credibility of l/eeds , was ill, 
and initiated discussion himself. Quota meetings, Oper4tion Israel. 
and use of Israelis were all discussed as means to esta\il1sb the 
credibility of the campaign . The discussion proceed~, ~ll. with 
various communities expressing their problems and solhtio! until 
lunch was served. J) 

Immediately after lunch, a pre-arranged telephone call was received 
from Edward Ginsberg. and his report on the current overseas situation 
was broadcast to the meeting through an amplified telephone . 

Dr. Aryeh Nesher next made a two-and-one-half hour presentation on 
soliciting which created much discussion and was very well received. 
Unfortunatly, Norman Rosenblatt of Salt Lake City left at lunchtime 
because he was ill and so his report on the use o£ outside solicitors 
was not discussed , although it had been touched upon in the morning . 
Following Dr. Nesher, Ed Gamson, Parlor meeting Chairman of Los Angeles, 
led a discussion on the Parlor meeting approach. 

Bram Goldsmith asked that each person present give him one day per month 
for the next two months to go to another community with someone else. to 
solicit. Seven persons volunteered, three of whom were new to this 
endeavor. 
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The meeting was adjourned at 4:30 p.m . witb the expression by the 
attendees that such a meeting wa~ ver,y usefUl and that more should 
be held. 

During the course of discussions, it was expressed tbat there are 
many potentially big donors in small communi ties, and they need help 
1n getting to them. It was resolved that the Western Region Office 
woulcf send out a prospect information form to tbe coamunities and act 
as a clearing bouse for solicitations. The ronn will be returned to 
the Western Region Office wi tb as much ini'ormation as possible, and UJA 
will then try to obtain any possible additional information. ~vin 
Gilens will then coordinate solicitation of these prospects with Bram 
Goldsmith, using Aryeh Nesher where appropriate. 

An additional problem loudly discussed was a 1ack of useful campaign 
information. Aside:from UJA staff and community professionals , only a 
fEM a ttendees are receiving the JTA B11LLETIN. It would be useful to 
send a three-month subscription to each person wbo was invited to the 
Conference. Many persons receive the Near East Report, but this is 
inadequate f or overseas facts. The JOC Newsletter would also be helpful, 
if this is possible . Following our discussion with Executive Director 
in Los Angeles two weeks ago, it would appear that lack of communication -
or lack of communicable facts - is a real problem. Perhaps we who live 

~ in large cities and are b:.tned in to the problems do not appreciate this 
lack of infonnation in small coomrunities . 

Physically, the room was set up in a large hollow square, 14 seats per 
side, so that everyone faced everyone else. Large sign cards with name 
and community stood on the table before each person. There was no head 
table , no lecturn, mo mike . I believe there was a closeness of feeling 
as a result of this arrangement . lunch, in an adjoining room, was set 
the same way. Seating was not assigned. 

Bra.m. Goldsmith will be sending out a follow- llp letter to everyone invited 
to the Conference. We would like to include the word that everyone will 
receive a trial subscription to the JTA . Please advise . We will con
template another such Southwest Conference in about four months. 

AHG.eb 

• 

" 
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" :. ~ ", 



RIZONA 

PHOENIX 

'. 

Mil ton Corwin 
Elliot Einersen 
David Frazer 
Jim Freedman 
Tod Kort 
Neal Kurn 
Dr. Harold Shapiro 
Warren Silver 
Saul 5il yerman 
Yale Simon 
Herbert Sln1th 
Harry Swirnoff 

ruCSON 

Benjamin Brook 
Donald Diamond 
Jack Sarver 

ALIFORNIA 

BARSTOW 

Jan Saltzman 
Edward Stein 
Herbert Stein 

LONG BEACH 

Robert Baldwin 
Sol Frankel 

LOS ANGELES 

Edwin Gamsan 
Bram Goldsmith 

PAUl SPRINGS 

Seymour Levy 

UJA SOUTW~T REGIONAL CONFERENCE 

Phoenix. Arizona 
January 9. 1972 

• • • 
SAN DIEGO 

Robert Caplan 
Stanley Foster 
Lawrence Hirsch 
Harvin Jacobs 
Louis Li.bl1eh 
Alan Price 
Herbert Solanon 
William Starr 
Irving Stevens 

NEW I!EXICO 

Harold Albert 
MIM Herschol Sedal.nick 
Jonathan Sutin 
MIM Yale Weinstein 

TEXAS 

EL PASO 

UTAH 

Dr. Dan Gollor 
Oliver Winkler 

SALT LA!E CITY 

Jarr:y Altschulo 
Norman Rosenblatt 
Fred Tannenbaut!1 

UJA STAFF 
Alvin GUens 
FredHa1t 
Barry Karchmer 
Abo Levy 
Robert Magid 
David Sacks 
Dr. Aryeb ~:esber 

. . , " 
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TECHNIQUES OF OUTSIDE SOUCITORS FOR UJA mIVES 

COMMENI'S BY NOJlMAN ROSENBLATT - SALT !.AXE CITY, UTAH 

.. -• _. J . 

. , 

i' ... 't- .. 1-'. . - .- ~ .. ~ .. . . -. '. 

, 

Prior t.1 1970, the Salt Lake United Jewisb Appeal drive did not use outside 
solicitors, with t he minor exception of some years back, an experience wbich 'Was 
unsuccessfUl. The atti tude tovlard outside solicitors was, as it is in many 
communities, negative, fearful and distrustM. Tbe attitude of the c~ty 
here was that they know how to run a drive, that we bad been doing it the same 
for many years, and that we didn't want to higb-pressure any of our people with 
the big guns from outside. For the 1970 caJllpaign, as Chairman, I felt that ti:3 .• 
needs of the drive were so grea.t that the time had come to change our ways. We 
brought in the famous Stein brothers from Barstow, Ca11!'ornia. The results w!)re 
tremendous. \'1e increased our totals from somewhere in the neighborhood of 
$160,000 to $220,000, and I attribute most of thi. increase to the effort. of 
Herb and Ed Stein. I believe that drive Chairmen in Salt Lake benceforth ldll be 
committed to the principle of using effective outside solicitation. I have bad 
experience from the other end, having solicited in El Paso and in Spokane as an 
outside solicitor. Viewing the matter of outside solicitation thus from both 
sides, I believe I can make some comments on it wbich I hope vil1 be belpful. 

THE VALUE OF AN OUTSIDE SOUCITOR 
. . , 

.~. 

The first reason is that be brings a 1"resb approach into the conm1nity. Arter 
a..,hlle, any COIDm\Ulity, particularly small or medium size-ones, t1nd that the 
leadership of the UJA drive is generally the ..... e group or people. Whether they 
do an effective job or a mediocre job, it 1s inevitably a sma.ll group of 
concerned Jews that spearhead the drive. : Inevitably. the result w1l1 be the 
perpetuation of habit. No matter bow effective the techniques and practices ot 
any given drive ludership in the con:mun1ty may be, vb.at worked last year will, 
of course, be utUized this year and next year. An outside solicitor brings in 
new ideas and a tresh approach whicb keeps a cCllZl!Nld.ty out of a rut. 

The second val.ue to an effective outside solicitor 1s that be can, if' be is a 
good soliCitor, provide a seriousness ot approach and a believability that a : 
hometown solicitor perhaps cannot provide. I am spaald.ng here, of course, of 
smaller towns, where everybody knows each other. I have bad no experience with 
big cities, so I can't comment too well on this. But, when the UJA solicitor 
comes around and he is your poker-buddy or your lawyer, or your daughter-in-hw' 8 

uncle, somehow you know bis approach. 

The third value of an outside solicitor is that be can provide to a prospect the 
serious idea of what tbe prospect·s responsibility 1s to his people. Very often 
in a small community where tbere is relatively litUe exchange or contact witb 
the outside world of Judaism, the frame of reference for giving becomes extremely 
narrow. I have seen communities where $10,000 Vas considered an extraordinaril.y 
good gift. This kind of giving bad no ren.etion on the eOJllllWlity's abillty, 
but only on its narrow perspective. vhicb a good. outside solicitor can cba.nge. 
We can tell prospects about levels of giving, including. ot course, his own, 
that are far beyond that which the community knows. H. can quietly and 
persuasively embarrass a community into a realization of wbat is truly expected 
of them. 

Fourth, a good solicitor and one who gives at a good level bimselt, provides an 
example to a cOllllllWlity of a kind of giving that tbe community does not know, 
If he b1rDself g1 ves at a good level for his particular circumstances, the 
prospect must listen to him and consider his own rosponsibility in that light, 

• 

• 
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The firth value of an outside solicitor, an effective 0:18 ar.d • dynamic one, 1s . . :..:'~ 

, " 
-2- , . .. . ......... ' ... .. 

that he can provide a source of leadership inspiration in the community which, .~ 
of course, 1s one of the major problems facing all the coll!JlIUn1t1es I have seen . ~ 
in the \Y'8stern part of the Un1 ted St& tas - lack of dynamic leaders~,ip wi thin the t-il 
coll!!llWlity. There are plenty of dynamic leaders alIlong the population in tbe .... @ 
con:munitles, but they haven 't been inspired or IIblrned ontl, to use the current ". "--:j 
vernacular. A good solicitor, to wham sama OJA solicitation and UJA work 1s a l.~ 
mitzvah, can often provide that kind of leadership inspiration in a community. ~ 

I laIow fuU "eU that Ed and Herb Stein did .0 in Salt Lake City. ,,~ 

The second subject concerns the qualifications of an outside solicitor. They 
aro intangible and they are qualifications that the community cannot pre-;judge. 
My principal buriness activity is in sales management. I find that establishing 
criteria for a good salesman 1s an impossible task. A good salesman 1s one who 
gets orders. Perhaps the same applies to a UJA solicitor. There are some 
obvious criteria. He must be a sensitive person, a fairly dynam.1.c person, and 
one whose real concern for Jews and Israel 1s evidenced in his own level of 
giving. ....1 ~:.' . . 

~ .' ........ 
The third general subject is tbe responsibility and the atti"bJde of the commu
nity toward the outside solicitor. The ce)ll.unity must make a basic decision 
that they would use the outside solicitor offectively before they permit him to 
come in. Young Leadership Cabinet men should never be used to make an emotional 
spiel at a large dinner or luncheon unless that 1s an incidental part of thoir 
trip . If the community i. going to utilize an outside man to solicit the 15-2~ 
tougb marginal fr1n ge that never gives a.nyway, that solicitor should not waste 
his M,roe. In every community we have these kinds of Jsws whose attachment 1s 
marginal and whose giving has always been zero or close to it, despite repeated 
attempts at solicitation . Some of these people sometimes can be effectively 
solicited by an outside man. The community :should never look up at outside 
solicitors as miralce workers . Tbey are not. They can only belp to bring about 
a stlccessful drive among committed Jews . I believe it 1s effective to bring in 
one or two - preferably two outside solicitors - for a period of one or tvo days, 
but during that two or three days the community must be organ1zed to make 
ma.rlnc.nn and effective use of these people. First, by seeing to it that the top 
people in the ccmmlnity are going to work with the outside solicitors. Second, 
qy seeing to it that appointments are made with prospects of real potential. 
Often, of course, I have found it is better to simply -wa.1k in on some kind of 
people, but the leaders of the drive in the cOlII'IlUnity should latow which pros
pects need to be seen with appointments and which can be visited with 'a sponta
neous call. 

PRE-EVALUATION OF POTENTIAL 
. 

Cha irman of the drive, or those who are the real leadersbip people behind the 
drive if it 1s not the Chairman, must be in a position to effectively and 
realistically evaluate the prospects, and I believe that they must be able to do 
so with the perspective gained from the kind of meeting that we wUl have in 
Phoenix ~n the 9th. If a Chairman evaluates on the basis of the past habits of 
his community, no real results will come out of the drive. If he evaluates on 
the basis of what others are doing in other communities, there might be some 
potential. Evaluation of prospects is, ot course, an entire vast subject itself 
and beyond the scope of this report. &t to ask an outside solicitor to 
evaluate a prospect on the way up to that prospect's front door is • verbal 
disservice to the solicitor and to the community itself. I believe that the 
Chairman of the drive should prepare a list of prospects, along with their 

.' 
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evaluation, and this should be done well before the arrival of the outside . .. ~~ 

• , 

solicitors. However, the lIIost important part of the use of outside solicitors is ~ 
that of organization. If outside solicitors arrive at 9 olcloek in the morning 
and they sit arourxi a hotel room untU noon, at which time theyara called .for 
a luncheon ending at about 2 p.m. I and then are used for about two hours or three 
hours solicitation in the afternoon and then are through for the day, their time 
1s totally wasted. The communi~ has an obligation to tbe outside solicitors as 
well as to itself to utilize the ~olicitors for ever,y possible minute that they 
can for effective solicitation. The Chairman or the drive colllDittee in the 
community must decide where the cut-ofr level will be for an outside solicitor. 
Generally, outside solicitors should, of course, o~ see substantial prospects. 
To waste the time of an outside solicitor on a $2-300 prospect is a sad waste of 
a vital asset. 

The fifth aspect of a community's use of outside solicitors 1s that of the 
protection SOCiety. In every community, the leadership ot tbe drive will 
inevitably have a few families or people that are being protected from solicita
tion. Unfortunately, those that are being protected are often the pacesetters 
of the drive, and they are too often not effectively solicited because they are 
bidden. If the leadersbip of the drive is not committed to getting rid of the 
mutual protection society, there is no possible chance for an effective drive. 

~. . . .. ... 
The sixth aspect of the use of outside solicit.,rs concerns the actual 
techniques. First, in making an appointment with a prospect to bring in an 
outside solicitor, the prospect should very frankly and firmly be told why he 1s 
to be seen. I have been on calls where an attempt has been made to deceive the 
prospect, and he is always surprised when he f1.nds he is being solicited for UJA, 
and often resents .it. The reason an outside solicitor should be seen ~ ~ 
prospect is that the outside solicitor has come to the community on his own, at 
bis o"Wn expense, out of a real concern for the needs of his fellow Jews. The 
leadership of the community drive never needs to apologize for this, and ne~sr 
needs to apologize for his own concern. When the solicitor or solicitors are 
introduced, I believe that the prospect should be told that they are there to 
talk about that prospect's UJA contribution, and that the outside solicitors 
that are with him are non-paid volunteer laymen, that they are coming into the 
community because of the fresh approach that they bring, and because th~ set an 
example of giving which 1s unknown to the commun1:ty. 'l'b.1s 1s not always true 
but it is usually truer now so that it can be said with safety. At that point, 
the community contact should sit and listen and permit the outside solicitor or 
solicitors to do their work. l1Y experience bas been that two outside solicitors 
and one community man on a single call is most effective, but I have bad 
experiences where the outside solicitor bas made an extremely effective pitch, 
has come down close to the wire, bas the prospect sweating, only to have the 
community contact, by some inadvertant remark, let the prospect off the hook. 
In two or three cases that I have seen, it has cost the UJA money. The community 
contact should be prepared for an outside solicitor to be persuasive in every 
sense of the word, but he must, of course, r.mamber that the outside solicitor 
is performing an honorable task and ODe which requires DO apology. 

In summary, I would say that a team. of outside solicitors in a UJA drive can be 
a most effective supplement if properly used to solicit the basic giving corps 
of a community. If a community expects to have a solicitor only to see the 
marginal faw or, on the other band, if' a community expects the outside solici
tors to make the drive for them, it won't work, and the community should either 
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reorganize this drive or wait until next year to use outside solieitors. But I 
would strongly urge any drive Chairman who has reservations about using outside 
solicitors to consider the possibility that if a team. of outside solicitors is 
properly used on a well organized basis, it can make the difference betlleen a 
good campaign and a very good campaign . 
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" ', . .:.. Volunteer workers ore ei ther assigned or' ~e asked ,to s~ lect Q specific ."; 
• • • • ~ .' " ' . ' 0 0 . : ~ ; ': .. :" ',' ' . . - '.. " 

'1. Personal Solicitation: 
• 0 

:'.: .... : . . 
. ' .. .. ... .. .' .. 

:' ' :' .::. ; :. ':~:' number of cords for penonol .solicitc~jo!,. The ~orker either by' phone 
~ . ~ t. .... :.~.. .' . . . ' - .: . ~ .., .. ," " 

" ... : :~,~ .• : ::. or personal .vis~it cttempts.'to .o~ourogo the potential donator to inc~eQse 
· ••• . . , : . ' . ' . • .' ,.' . '\" '" _ 1 • ~" ••• • •.• ; ' " . .. .. . . .:. '.~ \ ';' • ",.', • " . -',' -,' . hO Of ...... . .. ,' " ... "J; .... . .. .. ... ". - :: •• : , - .- . ~ . .... . ,- .. .......... . ~~" •. • ~,.' 
....... : .. . ISgit . . ·· -· ... !' : i·:-' ~; : 'i·> ', .:::.i~: ·~ .: . :\,:= .. ;>,., .~. :-:~ .. . -" :. ~ .. ' ,. 

:~.·~. :~\·. · ·~ , ' ·o . ",: ' ) ... .. ; .. (:;~ .. :~;. :{-.<;:}- _ · · · :f·:.;~":··~·· ~ >", : .... ::~~~ :.: ~ ~.:(~ 
:' ::-;.:2. ~ommun l ty Meet!ngs. .:: .:: . ,{: . ; . ': . . ;,: ~"' : "", .¥ .. ,: . . ; . ' .. '.," '.' .:: . . . ,.... ' . .. .. ... .:; ' .. 

o 0 

· \::.: ': ~:::. ~is technique assembles that portion of the 'Jewish Community covered - . . ;, 
• I •.•.. ~;,_. ; ;' . " .'. • • • • • ·.L .. -:' ...... 

o •• :. -: : • .' ( , •• ' •• by· the establi.hed criteria of ihe me';ting. After the dinner and the he lp .. - 00 

.. .. . " '''"': .. : :"" of seve;a i s~~ak~rs,: ~~rdS' a~~ :c~II .~ ~~t~ 'do~ations ·announced • . : . '. . ~:'.~.~::' .. '; 
" . ' .' . .- . '..-. '. ,~'-:~~:1.L " . -",, ~. . ;' . :,:. '. ~'!'~:" ~'. 

'.' We in iDs Angeles, . in our 1970' campaign', 'r'ediscovered the :technique of what .... . " ~ .. 
. . .. . 

• 0 

we call "Parlor fo.Aeetings.·II . Th. purpose of ~e infor'mol meet.i!'9. in the home "of Q 

.' respected individual is directed· toward~ the obiective."o'i mOre th~'n a·.donation, ~ore 
. . . ' '. ': : . . . .. :. ' ". ' :" :. '. . . . ' ' . ' ... -

. . ' than charity, more than Q"Jewish Tax II • '. We are afte~ totar arid urvestrained . 

~ '., committment. . . .. ·;~,;.~::~>t~.:~· . .. ' ~:- ····r :" i~X-: F~i· · .~·~~\;· : ':-:::.::: '-~ ; . .. ~ :~'.~ " . . '. ' . 

"0 - .:: 
, '. 0, . . , . '." 

,. 0 

' 0 , . 
"~ r " .. ..... ... ..... ... , .. . • 't " 

... . · - :: i ·!~t { : - .:' .': " ·· · ~.::r ~·r'··. ' .-' . .' -.. . ..... . ' 

'. I would like /low 'to co~strucf the ana'tomyof the parlor meeting 'concept as we 
.: . .... . 

in iDs Angeles develo~d · ~t ~ . . )"he · ~enjsis was'd~ri!'9 t~~ first rDi~i-f!"ission of. the 
. . ' ... . . ' .. ' . . 

Uo J. A; in D~cembe r . 1968 when a Jarge group a£"the .lo. Angele. Jewisli Community 
• . .. r;··. . " , • - . . 

.' sow Israel for the first time • .'· .This mi"ion', led .bY Rabbi Herb Friedman, was to chango . , . ... / ;;,. . . .. . . . : . . 
mony of those on the misSion;. oUr 'atti tudes towards responsiQility to the ~orld Jewbh . " .~ '. . . . . '. .' ; . 

.' ' . 

, 

community; 'our capabilities 'os individuals to make on impact that could offect the 
. . . : ;' , .. ;~:: .. ': . . :. . ' : ,.. ...;, ... ;. . . , 

course of history, not on·'y ·of 0<-- people hut perhcps·th .. ' world; our re,ponSibil ities to 
, , -..... '" ,. " . '.~ .. ' . . . 

maintoin a Jewishness in 'everyJocit of the w~Jd community a~ ' fino ll y our undying . 
. . . ..... .. ,.:,.. .... :, .. i .. •. . . .. • •. . ' . . .. ~.,:-. .;~. , .•. . • .. ~ . '. ' • .. ' . 

pl.edge thot th~(e .m'~t.: nO~·:Q.~.~f~e·v.r. be ~n Israol. : :t~;~~. : ·~ ::::;: !~~~ :. :.,' .: ~ :; : .. ;' . . 
~: ' ... :. ',~ ,;. ;. .; .. ... ! ... :.~: ,\~ .. :.-~~~';::~~~; "'. ~ ~ ' ... . : : .:- . . :\:.~ ... :. ::.' .. :- ~: . ... .- :': <of:'{ " .t .' , :: ~ ~ " . 
'. , .. . . .. ....... .. ........ );.',.~ •• ~. : .. ; .... ... , :"': . i'j " " ' " . _ ••.. . ' ,. ,.;. " . .• 
".: ., " : . :.t;.:::: ..... ·~ (. ·, ·:~~, :; !;{!t· ·~ :·~:-;-' ... ·~· ;:. '-. . : ~ " J · . :~ i.-. ... · .. . ' .,.;': " : .- .:.' : 

· . .. , ;""': :' , :~. ~ ..• ::I'~: ~· !J:to: . • :J:t:-::.·..;;i.:; i~S \ .. '.:-- :r.:'.:-.:. ' ~ .. . : ... ~. ': .::' :.: ... ;.:. ~ , .:: ' I .' 
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The Los Angoles group Elnd~d a gloriously tirirog doy in Q ~ibbutz near the Syrian . . ." 

border sitting around Q fircploco while 0 terrible storm was thundering outside . It ';'Q~ -, " .. -
· there that this beautif~1 inf6rm~l, unplonnad,' emotiona l e)(peiien~e took place : . Som~-

I . " , • 

one, I forget now who, storted to describe his personal \minhibited feelings .os to whot . . 
these few days in , Israel meant ,to him . Someono 'olse then took over doscribing similar 

yet somehow uniquely different effects. This hoP?ened esoin onio90in until we '011 

hod on opportunity to express' the so very personal chemfstry 'that this experience m.eant to 
-' . . . 

each of us. Ultima19ly, ·tho. question of what wo should do wa, translated spontaneously 

into dollors with no pre$$ure ' e~c:ept that which we a~se lves genorated. Each arus left 

the room with '~ new dime:..s:ion added ~ 0'1; life. We wer·. ~o~it'ted ~ews, i nSteQ~ of 

· feeling that our dollars were charct ibl~ donations we f.lt in,tecd that it· was our iob~ .-
• . .. : . .•. . " ... . . ~ : .. # . '. ,~~ ~. ' .- .. ': -: 

our duty, our magnificent obsession. L •• ": ~ . ,' ' • .-::~' • ",' • • : . . .. • • • •• -,. • 

. . ' '., . ' ~ .:'." - ' . 

· . We vowed thot what hap;x;ned to us 'must be mcde available to everyone we . , 
could possibly reach 'in OIA' own Jewish community: At the stort, porler meetings were 

held by those of us that visi tod Isra~ 1 on this and oth~r mi5Sions. N~w 'in our 1972 

campaign we are organized such thot this techniq~e' is the bock~ane or ~ur fund roi~ i ng . . ..' '" " . . .' . . 
program. Even with this expansion. we Qtt~mpt, o'1d I believe, do capture Q little of .. . ' . .. ' ~ . .. "" ' ~'.'~ .. . ' 

. t~. magic that ha;ipenod to us in that kibbutz in Israol, ' .'~ .' .'" ••... . /'.: '.' :.' . 
. · ! ·.r : ;:' . ' .. . ". .. :~ ..• ;- . . '.' ... . : , . . 

· ' . ' Allow me now to point Q word picture of a typical "parlor meeting." While ' . . . . . . 
you are reading this, think of tho times during telophone solicitations you we~e brushed ' '. '. . . ... . . . 
off 'with a nominal increase' or ~o~e at all. Also 'think about th~ rether .frigid environ-
· .' . . . ' . '..'. 

ment, a large ."cord colling" solicitation meeting when the group ~pon leaving would. 

" render 0 'sigh of re lief that "t'hat's' over with' ~ntil ~xi:ye·~·.: . ' .. ' ::;:.:. , . . 
. . ' ,":" :. '" ' . . . ' . : ~ . ': : . .. , 

It is your . home~ 'y~~' hove inv ited' 15 ·!O 20 ~f your associates, fr i~nd; 9r neigh

bors for 'cocktails and dinne'~~ ' They ore mode ~are that they will be expected to 
. ' . . . . . 

make the.ir cOmmittrnents ~uri ri~ the evening_ In some rore cases th is ~ill cause 'a few 

not to come but this, C$ I'said,:: is rare~ Assisting you as rost are' one or two "Icy 

leaders".in the Jewish comm'unity, a guest speokor (perhaps a young soldier from Israe l 
• . ' • ' . : .~' .' J . • • • • 

· or Q recen~ Russian immigr.Qrit)~\:.r?uring d,e cockt'~il h6~ and prior to' 4inner you will 
· . : : . . ; !~.: .. ::: ~ .: '.~ .?~ .~~ .. :.~;>:.~,~.!~~{~~ i~: ~ ~~/:. '.: :,:: . '., ~:.~~.~:~::·;:,.~ .~f>;.;:·: ~~. :. ,~ .: ::? .. :/~~~~(. . . .' . .. . . ,' ~ .. ~.' ..... .. ~ .I.~ '. " .... . ... -:r .... ..... . ... , .. .. ...... .. : '.;< .... , .: ... .. .. " , ,I ' .. . t"' •• • 
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'may tolk of philosoph>:, the wer threat, the human noads, 

your friends begin to fee! part of the , scone 'directly and intimately. 

cpver thot th~so ore not schnaTers I instead W\l men of vision end ,dignity. 

After dinner, it is you thc~ welcomes everyonG, 

flut tho guest, next the loy loader to restate why ~o.mmittment' Qr~ needed. .' 

~OUI os host, will be as~od what thl) evenifi9 moan~ to ' Y~u; and if dire~~ed 
., 

". " , ', 

carefully, a mono log sudd~nJy and spontaneously becomes Q dialog . ore ... 
limits of donations, ': 
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10 PJlIU .. OR MEETINC HOSTS 

, . 
" :: . 

~ 1. A p01r'lnr mccttnr, 1!J .1 ·pe raon.,l 4ft.ir. It is ~ ,{cUllc1on ",hero one pereon h~!J 
inv1Led IJr'lo ther - usu.l lly a friend - to h1a hOQo for dinner .a.n~ drtnks to . hc~r 
o"lbOUl ol 8ubJec't of mutUtll interest . I •• • : 

: t··· : i 

2. '(he optir.l:ll n\:Jaber O( :l good p.:Iorlor mcot1ns is ten to fourtoo;n Glen, but in Any 
cere:,1n s1tu:lLl.on this cOIn bo exp~nded or eontr.:loctod. ~ 

, . 
l. the 1nvitation to Il ' p~rlor meetinc should bo info'rnlnl. It 1. no t even 1.\C~ ~!iG .,ry .. 

1n mn:J t lnocDucee to send oue .:1 fo~l lotter, uou.111y Do tQlophol"ic call shuuld 
8uCficc .uk:ln3 a person to cOlDC to your homo on 0. pOlrt{cul.a.r ni:;hc to hea.r an ' 
interestinc pL'(\crlLlII nnd mo.t w1th o~bQr .. n of like .1n4 . ' .... 

4 • . It 1:1 very 1mpnrt:ant t ha t the person invitod to a pador meo'c1n5 has pote.nc:{~l1Y 
equ.:1 1 civ1nti ability \lith the othon. Tho process .hould include IrbirdR "C a 
fe .nher, II where"! nob~dy L. cmbarr.:1osed and where nobody 1a comret i n:: wLt.h .:l 

pc.rs'on of far crc~ ;)tcr a1vinC OI.bUity; and. of courso, when the in'vit~tion in 
l'xtcnded, • person shl)u1.4 know t~t 1c 1. for the Unltcd Je"hh JoIol£arn ~!ulld .Qud 
tho 13rOl Q.l fmercency Fund and' thoy w111. be a.ked to makc their contr1butl\)n • . 

Ito,",C'vn r, 
pres sure 

. -
they should oho be 1nfo:rrr.cd that undor no eirclJO:)st;)nees ",111 <loy 
be pl~ecd upon theQ or w11.1 thoy bo made Lt? foo1 .une.uy In ony \o"Oly .. 

," . . . ' 

s. 
. ,,:,~: ':';~':;': ~ .... ' .:, ' . : .. 

You flo not ~ve to oerv~ a c.ompUe~ted r,oumet dinner. ' '1'hi'8 'h~uld be ' Ol coloua l 
aCfOJI r. 'Iho men a-ro cOMinc not pr imArHy for dinner;' They aro . c.omin:; co jO:ln 

~. 

7. 

6. 

the ir' £0110\ll"ll8n to ho:!r an 1~porunt .eory and to .res pond • . ·f. ~ : ~:::p·,t; ·;: . 
. .~ . . • ", ••• • '.';-' .;.,\o •. ~~ :; . • 
• • '.. .' • " . \ . " ,;] 1. ' . ,::> ~ ~", ) •• 

• , '. " '\"~ t" ••.• , :. ' • • ; •• ::;.': •. , •• •• $~"" ~i . ' 
Of coune, the mccUne 1, 't~8. .... : ....... ... ·. · ·;·:· ~· .. :·'· "··.r:· r: , .. 

. '. ~. . ,J.... . : : .. ~~. .. ,;-
.' 

The bee; type o f parlor moetin& is at A ~r.on'3 horne called. at '6:30 in t he 
evenlnc. Th18 lCo1ves plenty of time for drlnk1nc : ~cfore dinner and t:lecr.1r,& t.he 
varLous gues to ·ilnd .pcoken personally. :V· .·· 

pinne r should be . orved I?c~cen 7:45 and 8;00 p.m .. lind yout: hoat ~n'd hl")$ti"::;S 
50 {ntomed w~cn you schedule che oeet.1ng. The after-d1,nnor V\CctinS "ho u1d 
be;!n by 'S;4S to 9:00 p.m. and. senerally conclUdes bct\leen 10:.00 anc! 10: l~ r .a. 

-. 
PresoUel tation during thh drinkIng .:104 eatine period IS 'o1 n~tur~l co'ncCQ1 tOInt 
t~hic:h \1111 be pteacnt QtnOOS the c.ue8ta invited .lod with the .peaker who "'Ill 
join your meeting. . 

'" . . 
Yout" cuesta wIll interpret different mc.:m1ngs to your remOlrk. and to the 
of the featured speaker. Please (mcoura~e dialocue. In'';1te aach 'gucAt' 

·expose hll fcel1!"3s. h1a attitude ae well as h.1s c~1tment.. . 

.. 

.. 

A parlor meet i nc i. not a ~old .card callins' aff~ir·. Ae & a.tter of fact, 
Although you will have a record of the 8iving of each CU8St for your own . 
1ntot"DIation, no. carda w1~~': b. 81;1\84 or palled out 'for £:J.gnaturo at any p~rt of · . 
h .. . . • .. . "';'. . . ' ' . . ' . ' .. .. .' t e even .. n; • • . ' ... .. . , .. ... , ... ~ ' . . .. ... •... ' .~ . ; .. . .. . '.' . 

. ' . • ::. : ,~;.:.: .: .. ~. ···H ·:.·:;:"; ~ ~:. , . . ' . '. ' • . . ', ! .' .... .. ' : : . . ' ,.. . .. . . ) " . . ' ..... ", :. ....... ,'... .. . . ' ... : . ... '. ~ ' . . '. :,. ;," !! (~ : ... , .' . " . ' . !:':" : ..... . . 
' . • . 1 . , .! ::~: : -:,' . .. . •. : .. ~ . . .-: .. ,. ,. :::. '. '. ' ... . ... . ' .' ........... ,._ 
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turn 
olnd nDIc: 
aa well 

him. 
.s I 

Inv4riably such 
in the 1n LC~re,. t 

will t.ako 
and always 
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CREDIBILITY OF CAMPAIGN NEEDS FOR 1972 • -, ... .;;.?-:~~-.::,.jfi~~~; ·~1If~il~ 
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The credibility of the needs express ed in the 1972 dampaig" will be/crucial ' , " , ' .' "~: .... -( ." . .. .:. -;: '. ~' . .. ' 

element in the ~uccess of the Campaign. This 1s true becaUse the needs in the 

ealo.pa.ign are of such tremendous dimensions that they leave 
, • - ' . . . .. ~'. - .;J ... " . . .. " y :: ....... , 
themselves open to . 

.. ~:. • ~ .<:;.": : • 

the usual reaction that thes e are set up as campaign gimicks or the 1972 needs 
'.. ;.'~' :: ..•. ~: .. : ,~ 

are simply a magnification of what has been going on f'or a number of' years. There 
, .. ......... . -' . . 
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1s also anot~er grievous danger: ' That the true ' gr2:vity of the si~t1~n '.:nth '011 ~ 
'~* 

... •• _ .... " , • .• J ' , ' ." ',' • • t .,','..: • :><~ 

its dangers will not get through tc the public unless we can establish the ' . "', 
.: ... :~. ~~' .. ).:.," _ . :. -' , _ ..... ~ .. : .~ ..:~.,t,.. ,~.'. : £:':,-" ~, 
'. ;:, .. ~~.--". ~:..:~-;..:;. :..,. :.~r~.-._"~··~·4~.~"'·~:;~;('~'·;-.: _,-:· " : ... ~ 
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credAbility of the needs. , 

.: ,~ ... ,~: I :~ •• "- ~ ",J "'~:-;- ~' .. r :~ .. ":--"""'-'< ;r!1';i':' .: :.' : • '). ' :;. , 
The fantastic scope of these needs become self evident as we list them: . ' .. .' . : 

•••. ~ ... "" . ' ' ........ -" . " J ' .~ ~-r ' : . . t;;. :·! 
• ,'-J ~ '-<._.,-- ':1. ' . ... . . _ . ., ,' I , . ~ ,. , 7"0':" ~."', '." . • .:: , . . ' ." ~ . . .. '. - ..- .. .... -.' -: "~ .,' '., 

Immi e;I:a,:hon: An historic move has taken place here. There had been a . -: J.w..; 
' . :> .' .' ,'. '$0.'- .~. ::: : , . ' - '. . .' ;!'. .""":""~-=-'-~ .. -.,.f. !:V~-:':)' ... .;. ,.: :. -~, .. :". ;: ..... -: .. :: l ' ~ 

trickle of immigration to Israel from Russia '(a tctai 'of 4,259 Jews from Russia " ' : . ' 
. ... •. ~ ;: ..... ~::-: /.1":"': "'".... .\ ;::_,: ',;. .... ~ ••• ..:., ••••. ' , .', ' f:: ... ·, ... ,,' " ,.:- ,':~ . . ' .. " ~ .• . ' ,' , , . '" '. ' .... ,-_.... ~"'.i'.,.,. _ . ,,'A' : ', -
during 1968, 1969 , and 1970). At the beginning 01: December the situation ,- ,.: I; 

, ... _... ~-:. .' . ,', -,'",-l ...... ' '''". '. ' :. .. 

=do::~~:r :.~:~m~~~::~e::~:~r:::::~~:~:f~7~~' ,7,' , ' ~ 
' " I 

approximately 36,000 in 1'972~ 
, ......... ~< ~:; '''' .. . . - :: ~ . ;","': '.~'.;;-:~.:. 

There are, 70,000 applications f'or visas on file 

in Russia. It 1s reported that some 90.000 Jews trom Georgia, Russia would like 
.~ A. -- , , 

to eo to Israel. The dimensions are enozmoUs·. · The cost is S.~O,ooo per person 

f'or the,~ransportation and absorp~ion of a refugee. In this item alone Israel 
' ,' 

would require an additional $250.000,000. 
" 

, 
Defense and Hostilities: Considering all sources of projected income the 

Israeli budget is now short $1,000,000,000. 

the situation as it is at the present time. 

estimates will fall far short. 
, ' 

This is figured as merely tc maintain 
\ , 

Should hostilities break,out all 
' . ' 

Internal Problems: Never has Israel been harrassed by major ~te~ social 

problems: The acute poverty. the Panther Situation, lack of educational and 

F 
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" 
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. .. . . 
' -, .... . -;: . 

. health facilities. 
. . 

.At stake is the future of Israel. 

coWltries. The impact ~ be reI t for years and decades. To meet all these 
.~"',-:-.' . }. . "~ " ,-

needs S450,000,ooo needs to be raised, which include $100,000,000 for home needs. 
~. ~ . - ," ~: .. :. , , : . . ', 

Thia is $200,000,000 more than ~as raised last year when we raised the largest 

sum in our histor,y. 

reslllts. 

.'-. . 1 .. -:-.. ·:···.· . . ; · " 'Ij 

.-: - ',-':: ~ 

. method becomes one of the utmost imporlance in establishing to the community . the 
. . " .... ~ . 1· -

"credibility of the needs ." Who then are these individuals to whom the community 

looks to establish this credd;>ility by being >rl.J.ling to give adequate contributions .. 
to-,the campaign? They fall into two categories: Those who have the potential 

.' . 
to give large contributions an~ the leadership of the community'! However, it 1s 

not eno~ for them ~ simply contrib~te adeq~tely.{f their contributions are 

of such a dramati~ nature t~t the PUbli~ will co.n~lu~~ "if that man contributed 

such a large sum,there must indeed be a critica?- situation far beyond what we 

have Jlad in the past." Without this step credi":Ji1i ty cannot be established and 

no campaign can be successful. 

How then do we eo about this first step in oredoi )11i ty? We must single 
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situation. The very next step 1s to ~ to Bee these individuals wher~ they . 
, ' , r 

can not only leam about the needs at first hand, but come in bo~-to-bo~ 

contact with those individuals who are effected by these needs . In Denver we 
.. ':, : 

b~ga.n . with these indivi..!ua.ls who..::. vo .felt had tile h:ghest gif.t' potent!al. 
.. , " ' .: .. '. : :. 

We 
. :f 

," 

arranged :for a team consisting of a local ~dividual, a UJA representative, and 
. - . ' ~ .. ~.: ' '-

" ~ .. 

, , 

an Israeli. The point of' Contact with the prospect was our local-individual 
- . ' -

~ .. '~; , -- ' ;. - .... , . : .... "'. ~ ... ~ .. -.. ' ," , " .-::~ 
" 

wbo made the appointment . We developed a patteI.'tl for these person-to-person 
..: .... :~~.,.,~;~~ ~._: :' . ~ .. ~.' - ..... ..:: . • -: . ' :_ A !~,,' .; .... ;, 

- solicl tations whereby the Israeli presented the s1 tuation. This gave an. . _ 

· . -. · ~, 
~'I., ' ·.t .~,"! --

. : · ~·:f.;J:.. .. ~~':-;'{~j.""~:i~.·-·. :~;··~ ~.rr: ~ .... :.. . · .: .. : •. ::; .... ~ ..... :: 
:~., .~~ 

, .. 

~t~enticitY and a cre~bility .~ th~ _~.~~~~!:~,.~':~~~; ;O;_~~:iO~~~ .~-
one else couJ.d ~ccomplish;· for here ~as an' .inctivid~ who 'was being expc;aed ~o 

. _ . . .. t;i ..... . ,:1,.: , .... ~:~.;"J • . : - . '_". ' ,. \ ~._-._ •. '''~~':>(''''.' 
• '., • ~.... ........ . .... \ I. I."~ ..... .. 

all the problems , who suffered before the very eyes of the co.ntributor. It is .- .. ( ... .. , .... . ..... . , ' ...... . :) 
.'. - . . ... 0:, •• , ~ . ' • • ' r,;. .. __ _ 

~ · '.' 

" 

often a difficuJ. t thing, but not entirely out of question when one talks of v~ry 
. . " .. ' ,'.",-.' .-f . -: '!; ...... " . ' • :- . - ' 

' large sums (in tbe case of Denver we reached for two S1,OOO1000contrlbutions) 
.. .. - .. :, -, ~ "'.! .",' :-:' ".,;;" • ' .. ---:-- . 

for the local individual to present the goal ' 0-;' the request of the contributor. ~ -. ' . . ,.~: .. " .... "' '. '."; . ' ' . 

Witbout making a r equest for a specific amoWlt few solici t .ations can be successful. _ 
" .. '. . .. ..... ~ .. ' , 

T,his :role · can sometimes be done by the local individual or if the sum is of such 
.. ' 

dimensi ons it ~y have to be l eft to the outside UJA representative who rJJa3 be 
-... 

freer to make such a large request . Our response to this preli.mi.na.ry llrequest 

pr~' has been very successful. A good part of this success is inherent in 

the fact that the Jewish Community throuc;h all that it fa" read and heard under-
, / 

stands th~ implication and the dangers in the situation and has yerhaps been never 

mo~ ready to r espond in the dimensions of the 72 Campaign, whereas in previous 

years it may have been difficul t t<? pin down specific gifts or we Jpay have met 

with some feeling which thoUGh perhaps not hostil~.carried .with it the implication 

"I'll do my share." So far we haven1t run across this attitude. 

.. 

• 
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~ .. ' , '. ' 

.. .. /' ... '.} 
are wUling to Itp'ut their money where their mouths are." This Is a po .... erf'ul. 

.' 
'. , " -- --~ - ' ~ 

argument for the general co~ty. 
.. ~. . ' . . -~ .: :.. ' . 'ii-' 

· --. ':;; . . '-".' '.':. ' -. . 
We are therefore now ready to use this feeling of convi~tion to establish ~ 

.-.;,.. .. ~ ... . , ........ . \. 
A 8'>al can readily, be established . by quota or a goal for the .... hole community. 

',. . .' -.' 
a ~solutioh &.t a Foard Meeting, bu.t it bus ' little 7al.idity or credf..bllity.' . . . 

~ ~ " .... .".' ,' .. , . 
Accepted by those who can implement it with the ~st significant gifts I i~ bas 

. . . . . .. . - !:i*.~ •. :;:: ', .• ..• . ~ . . : _._ t",' 

both credibility and viability. We are now prepared tc call a quota setting 
. ~ ' .. ~-.' . . ' .. 

meeting. To this meeting we would invite the Board of Directors of the Federation 
__ , w" ~ ... ' . .. "!-.; •• •• ' ' .•.. ',.::- : ...... , . , ; ,' - -, '''-'$ , ~_.-,! I • ," •...• T . 

and. the leader contributors. Here too the same elements should prevail. . " 

. 1'';;"'!-· ... ~, ~. '''':;' .. ' • -.-::. .. .:;,. . ... :...:-•• •• " .... c.~-.. .... '. ' .; _ .J. * ... ~ ~ •. ••• • , _ 

Presentations should be made by those whO are effected by the situation, Israelis. 
• .' ...~ _.:k' ","",'.A . • .. .... ~: •• .,.~ ..... ..;. . . j.:; . . . ~ ....... . ;;\,_. ,,,,, - . .. . ',.,...- .. _ ...• , .. 

Added to this we need a UJA representative .who can present the request to the 
• ., ~- " •• ~. ::....'i-. . ~ . • t~ I. '~· · ~:· .' ~, 

community as it has been presented ' ~ the individuals. There must be room at 
.;. : .... :~ .':~'.".:,,~ '.; ·:1..:: .... ~ ' .. : 

·such a meeting for an interchange of questions, information and opinion. Vit~, 
. . .... ;.'.... ., .. "-.'. ..:.: .: ' :'; . -

too, is the expression by individuals who have a.lready made their contributions . . 

saying wby they have made the kind of gifts that they have, or an ~uncement of 
" 

tliese gifts . The interacti.on of the standard gift setting, the exchange of 

information, the authenticity of the pres~tation ,will establish the credibility -. . . ' 
wi tli the leaders of the cioIlllIllllii ty at the quota meeting. ".-

.' 
Once this process i .s completed through the usual means of publicity meetings, 

etc . this credf;bility will BWeep through the community. There .are elements 

\ . 
that can be worked into the situation. For example, there are Russian refugees 

or Iraqi refugees who can be brought into the solici tations or the quota setti?8 

meeting. to help estab~ish credl:bili ty. This general process can be applied to 

almost every phase of the campai~ and might be 

training of workers. 

, 

particularly iJDpcrtant in the 
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. The ~c process in traini~ wo.rkers 

. oontiction of needs in the workers themselves. Whatever the process o,r worker 
.; .<! .. .. _'! oC.' . ;. ' ,_ ',_ .;. .. ;- ; .. _: •• !;...,'.:.~%~ ·:y.~·~"?~:7 ;.~:'. 

tra.ln1.ng may be, it should always have as one element no:t merely a revie\o! of 
. . , .... ; ,-,,' " :':- : -"';.': ~ : . .'.,',' . ' .. , ~ , 

technique but pl,acing a conviction in the workers-that what they are soliciting 
- . ' .' - .~ . • " ~-''' ' ; .~ ~ ", .:.;....;;. •• , ,c...f~;:.... '';-'''- ':-f~'~'''' .. _. ",'\"it. ,- - ' . - . . · .... t!-_u·~·~~ . ,.,. .:&: ,,"'! ~'" . . , .' --' · '.,:;!.t 

for bas the highest credi-.bilitY and validity. . I· ..- ··~·I-f.:.::¥,~~\.~:;.:~.:r:;;.:: ... ;. .. .- . :~".:;\~ 
. ' .. .. !~:- . ..: .:I..:~.: .• :;: . .t. .. ,. ... _+.: .;.' • ~ t o;;" -:: -. • ~'"('::~\:~ • "':~. • ... -Q.l 

. . . - , . . . . .'~"'!' : 

Should a community des ire, they can go beyond the quota meeting to the Annual __ ' 
, , : : ~.-.-: •••• ,;" 4 ,' .... • ." " : :'ii:~ 

Meeting. The program presented to the cotmruni ty should place befo.re them a. •. :{-: .f 

., ' ... ;:wJ 
. . .- ... , ,' .. ~.: _''': •. . :_.~~.- ,.: .,' .. :-" " ',;'~ :-:,; ... ,. /';:'·,:ir.-::·,:· ,:. ': 

l."eview :>f' all that bas been aCCQ::!lpUshed GO f'aJ.'. w~'at tl:a Deeds are a!3 p~sent'ed 
, ..... , -. .. ..".. . ~ - .. ~ .. ~ ........... . : . . 

_ . ·or. ~ • .. .' •. _" •.• • . • • 

by Israelis, ref'ugees, and others; the goal established at the quota meeting; 
. " " , ...... :,. .. ". . " - ~ :'.~".:..:\ ....... ~ .' :.; .. .. -~ 

:.~. 
the initial response in giving to back up this goal , then some course of' action 

~'. '~)J.. ,,:.;~.;: ..... .. j\_ ~ -. ' : ; : ... k.t..:~V~:;~~:: (~1'~.:::/;.: '-:,;: .. ' . '! ,:,, : ,~. ::~ 
by the Annual l>Ieeting to accept the goal w:a-k-~f'i1l i!.: .~. '"1.~.l·~);i~t~i~~:~:X~; .- :.:.'.:,; -~m 

',t~~ 4"J!':J{'"':4":?~: ' :"61'; .... ~t.to.:-~· ~~':'-J..;-.; ... t ·,;j .. ?:\:""&,.:· .. ~.r-,\ .. ~' 'I.' .t:.. ;!. •• 
. Perhaps the very first step if we were to backtrack in. our d.iscussio~ 1s our 

. . ""}.: ~.~~~.,~?::.; ... , .. :.-;.-:; \ '~:;';''' ';.: ::!::'~;':'}'-:';': Y .... -+.. .... -. , .! 

own 'c~mviction of the credtbility of' the needs. We must satisfy ourselves that 
. :-: .. ~i:~~"':"';":"';,I...J''':' ~~''' A;¢:";..\·.~· .. ;.:.~·~-i" .... ·,·, · t~#j-~ " . ,' ; - .~ 

• , ~"'!>or ...... · ~.' • .. " . - ~'." ,.--r.·'· •. ·. . .' ... ~ .. :;-.!.., 
1972-is truly t!,e crucial year. Sometimes conviction is gained by under- ' . 

. .; l.:~./!.':":'"6.'~y~l.i._·: f :.~ : --.. . ... '-c-.•• ;':-: . ;. "-ji', ... . . ",~~: --:.~:,,: .. :;., . ... ~ .... ~:.~~ 
standing what others ~e exposed to; what Israel real..ly feels. Can we understand 

. '. ".',, ' -,", ,: ~" ' .... ·~;' ~"I~": ·t.::,Il''''· .. . ~~ ... " "'?''''''' ... •••... . " ," " 
.~ .- _ .... r •• - : ,.- .... .. - ". -4 '" •• ' ..... -. 

what it is for Israel to be surrounded, by a sea of Arabs? can we understand how 
~-:-.. "": ': ' .. ~ .... 

Israelis felt when they heard. that their enemies who assassinated the Prime , " .... " .; . ... 
Minister of King Hussein drank his blood? "It is this identification with the 

' . .:. , ...... ,' I " :. ' . • • • 
", "-' .:' .'. 

I$raells and the refugees that is the goal Ot true creclj;bllity." 
. ' ' . . , 
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• • .. 0 Hou r SCrr.J.nll r Prepared b y Dr . A. Nesber 

I Introduction 

II The Prospect 

III The Solie! tor 

IV The Soliciting 
Process 

V ~t3ges 

V Exercises 

VI Closing Session 

TRAINING AIDS NEEDED : 

ntE SOCI AL DYNAMICS OF SOLICATION 

Solicitation - art or science? 
The Practice of Solicitation' 
Function of Solicitation 1n the 

Fund- Rais ing Process 

Typology 
Needs . Motives . Satisfaction 
Personal Field Theory 

Homework 
Personality interaction 
Agresslon, Regression, Com?ensatlon , 
Sublimation 

(1 ) Prcpllrat lon 
(2) Encounter 
(3) Presentation 
(4) Strug~lo 
( 5 ) Closing 

A. Discussion Grou9s -
Based on Case presentation 
(Before & After Film) 

B. Rol e playing based on Cose Film 
(to be performed 1n smal l gr ou ps ) 

Genera l Brain storming for new ideas 

(1) 
(2) 
(3) 
(4 ) 

Befor e - afte r Fi lm 
Case studies Fi l m 
Texts for above cases 

12 minutos 
12 minutes 

Transcripts of t heoretical lectures 

• 

3 hours 

2 hours 

2 hours 

3 hours 

2 hours 

6 hours 

2 hours 

Total 20 hours 
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PROPOSAL FOR 
DESIGN OF A WORKER-TRAINING PROGW! 

UNITED JEWI SH APPEAL 

Educational Systems & Designs, Inc. (ESD) proposes herein to 

design a worker-training program suitable for the training 

of solicitors throughout the nation. This proposal briefly 
sets forth the: 

underlying concepts , 

learning objectives , 

progr am specifications, 

. general approach, 
qualifications of ESD, and 

development steps and costs. 

A. Underly ing Concepts 

The effectiveness of UJA depends largely upon the effec
tiveness of its lay workers in Federated and non-Federated 

communities . These workers receive periodic briefings from 

UJA and Federated staffs. There have been limited means 
thu s far, however, for reachin g the bUlk of the workers 

through any planned training program. The film "An Act 
of Kindness" represents one effort in this direction. 

Any training program which is designed must recognize dif
ferences which exist among donor populations. Thus, the 
distribution of wealth varies from c:me community to another. 

In some communities people hold much of their wealth in 
"paper" in contrast to communities where assets are much 

more " liqu id . 11 Some communities are closely knit and can 

re ly on group pressure to extract donations in contrast 

to communities where people are not so intimately related. 

The extent of geographical di s persion is another f~ctor 



, 

which differentiates communities. Differences such as 
these have a bearing upon the campa ign strategies which 
communiti es employ. 

Despite these differences, however, the similarities 
among communities in the basic ingredients of fund rai s

ing are probably far greater th an the dissimilarities. 

Th~ similari t ies relate not so much to campaign strate
gies ; rather they relate to the one - an-one relat i onship 

between the solicitor and the donor . And these simi l
arities prevail whether the worker is solici t ing a 

$100 ,000 donor, a $10,000 dono r , a $1,000 donor, or a 
$100 donor . 

Among the universals with which probably every worke r 

should be equipped are the following: 

1. An Unde r standing of the Product . 

Every worker shoul d understand and be ab l e to di scuss 

the pr~grams t o which th~ donations will be devoted -

Israe l i programs, immigration into Israel, l oca l com
munity activities such as hospitals and education, and 

national efforts s uch as B'Nai B' rith and the American 

Jewish Committee. 

2. The Capacity to Know What t o Ask fo r . 

Aside from th e fact that each prospect should be rated 
before the worker calls upon him, the worker should be 

able to know his prospect sufficiently to be able to 

. guage his potential contribution. This calls for an 

unde rs t anding of th e donor's economic position, hi s 

interests , and his involvement in community and i n 

Jewish activities. 



• 

3. The Ability to "Sell." 

A third element which workers need is the ability to 
sell person-to-person. This is compounded of several 

skills. Among the important ones are: 

a) The capacity to adapt. There is no one right 
way of soliciting which applies to all situa

tions. The worker must be , able to modify his 
. 

approach depending upon the circumstances. 

b) The ability to recognize what motivates a pros
pect. Motivations change. Although the defense 

of Israel was an important motivation in recent 

years, immigration is probably more important 

today. But the appeals wil l differ from one 

prospect to another. 

, 
c) The capacity to "close." This is important in 

all selli~g situations and it requires a sensi
tivity on the part of : the worker . 

. 4. The Capacity to Avoid Taking "Yes" for an 

Answer Prematurely. 

A common error among workers is the premature accep
tance of a donor's pledge which exceeds the previous 
year's donation -- when the pledge falls short of 
the donor's rating. 

5. A Feeling of Responsibility for and Competence 

in Soliciting. 

Traditi onally, the biggest single problem in fund rais

ing efforts has been the fund raiser's attitude about 
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what he is doing and the development of appropriate 

aggressiveness in getting it done. There is, for 
example, a certain comfort in talking to a person 

by phone or sending ""rit ten r eques ts and thereby 
avoiding face-to-face con tact. Yet, in the majority 

of cases, a face-t o-face discussion, when reasonab ly 
handled, will be more product i ve than a phone or 

written solicitation. Also, the worker must feel 
that he has a "right" and/o r a resp onsib ility to ap
proach and engage with the giver in a dialogue. Fur

thermore, he must feel he has the capacity to cope 

with any hard core resistance that is raised . 

When the solicitor feels he has a right or responsi

bility to act, to be approp riately aggressive, when 

he feels compe tent to handle some of the minor and 

occasionally s trong resistance that might occur, and 

when he is truly convinced that the face-to-face con
tact is appropriate, it can be anticipated that effec
tiveness will go up. 

These ar e the universals which any worker-training pro-

. gram shoUld consider. The emphasis . given to each one 
in the proposed progr<.JJ:l \d 1] have to be worked out with 
UJA staff. Howeve r, the existence of these universals 
s~ggests the learning objectives toward s which the pro-

. gram should be directed. 

B. Learning Ob;ectives 

Without expounding on educational theory, we can say that 

learning liill have to proceed on three levels, each of 

which is supportive to th e others. 

1 . Cogn i tive (kn owing what to do) 



2. Ski l l (being able to do i t) 

3. Affect i ve (having the mo tivation and commitment 
to do it) 

OUT a pp r oach is to defi.ne each of the th r ee components of 

l earning as it r elates -to specific learning objectives. 

The objectives suggested below are presented for purposes 

of illustration -- they will have to be mo r e carefully de

fi ned subsequently in cons~~:~tion with UJA staff . Typical 

of the objectives that might be set for this program are 
the following: 

1. Par t i cipants will make face-to-face calls. 

2 . Par t i cipants wil l have basic information about why 
givers should give. 

3 . Par ticipan t s will reach joint commi t ment about basic 

so l icitation requiremen t s and methods . 

. 
4 . Participants will feel confident about their capacity 

t o perform as solicitors. 

In part, these goals can be achieved through positive plan

ni ~g, through inspirationa l inputs, and throu gh the enthu
s i asm o£ the leaders. But they can be achieved equally or 
more effectively through a training process which actively 

engages the learner. 

Thus , telling people to make face - to-face contact is not 

enough to stop them from using the te l ephone . Getting them 

i nvolved in making a persona l commitment to themse lves and 

t o others face - to-face ha s much greater impact. Supporting 

that commitment with the ba~jr skills required to execute 
it gr eatly increases the likeljh ood of improved resu l ts. 



Furthe rmore, simply having peop l e see a film or role play 

of some situation is not enough . They must participate 
in carefully programmed, small - group experiences which 

surface resi s t ances and help the learner to explo r e how 
to cope with them. 

ESD's fi eld of expertise lie s in motivation and in learning 

which builds the confidence of the learner rather than in 

instruct ion which s impl y teJl ~ him what to do. The sections 

which follow reflect ou r conv i ctions in this area. 

C. Program Specifications 

The program which ESD ha s in mind wi ll aim to satisfy the 

following criteria: 

1. It will result in learning as described in the pre

ceding section. 

2. It will engage active and meaningful participant in

volvement as the most ef~~ctjve approach to such learn

i~g. 

3. It will provide informational and conceptual input s 

followed by an opportunity for participants to explore 
their application. 

4 . It will build not only specific knowledge but also - 
to the extent that time permits -- skills and feelings 
needed to use this knowledge when soliciting. 

5. It will l e nd itself t o presentation in the field by 

individuals not specially trained as trainers. 

6. It will a llow for pre5ent~tjon wjthin a time period of 

approximately t wo hours, al though follow-up activities, 



both individual and group, might form an addi ti onal 
optional component of the program. 

7. It will be suitable for groups which range in size 
from about 15 persons to 150. 

D. General Approach 

ESD programs employ an in s trumented approach to obtain 

learner involvement and predictability of learning results. 
In thi s program, which will be developed totally for the 

UJA, t his means that the follo,dng materials will be pr e
pared. 

1. A color film of 15 to 25 minutes in length. This may 

be shown in two segments , one at the beginning of a 
sessi on and one about half way through the session. 

(This will depend upon the training design.) The film 
will provide the bulk of the informational and concep

tual inputs needed for the two-hour session. 

2. A workbook for each participant. This will contain 

briefings for activities i n which p'articipants will be 
asked to engage during th e sess ion -- such as discus

sion, role-playing, and simulated solici ting. The work
book will also contain s ugg es tions for supplementary 

activities for each individual as follow-up and as a 
means of checking on his performance as he solicits. 

3. A di sc ussion leader guide for the coordinators of the 

sessions. These will provide clear and simple informa 
tion about the goals and r ationale of the various ac

tivitie s and about the procedures to be followed. 

4 . Optionally, simi lar printed m~ t cria l s and possibly a 

cassette recording will be provided as the basis for 



• • 

a second session should the workers in a community wish 

to engage in a follow-up meeting , compare application 

experiences, and further sharpen their ski ll s . 

E. ESD Qualifications 

ESD is a c onSU l ting firm which has extensive experience in 

des i gning tr a ining programs fo r l arge populations. Its 

staff combines backgrounds and capacities in the behavioral 
sciences and the management sciences , both of which have 

application in this program. 

It is relevant to note these experiences and capacities : 

1 . ESD has developed instrumented courses which have been 
offered to thousands of individuals in dive r se organi-

zations private businesses, government agencies, and 
non-profit organizations. 

2. Most of these courses involve films, workbooks, and 

l eader guides and one in particular aims to improve 
communication skills. Its content focuses on various 

psychol?gical and motivational aspects, especially the 

exerci se of interpersona l influence . 

3. Another program has been designed to train salesmen of 

one of the country's leading consumer goods companies. 
Th is program links the use of films and ins trumented 
training materials. 

4. ESD's faci l ities include a very well equipped filming 

studio and staff to permlt in-house fi l ming. 

Typical films and program materia l s will be provided on 

request for inspection. Rcfcrrnces w~ll also be provided 

if desired. 



F. Development Steps & Costs 

The following steps will be undert aken to design and develop 
all program materials : 

1. 

2. 

We will have 

the learning 
which should 
ment . These 
step 12. 

to conduct some initial research to clarify 

ob jectives, identi fy the specific content 
be treated, and determine methods of t reat
will be reviewed with UJA s taff prior to 

A pilot film script and workbook will be prepared and 
reviewed with UJA staff . 

• 3. A film and workbook will be produced suitable for con -

duct of a worker-training session. 

4. These ma teri als will be tested and modified based upon 
the exper ience. ESD staff will be present for the test

i!lg. . . 
5. A second pilot session will be conduct ed with ESD s taff 

present and further materials modifications will be made 

as deemed necessary by ESD and UJA staff. 

6. A leader's guide will be prepared to accord with the 
fina lized design . 

7. ESD staff will observe a t hird session which will be 
totally in the hand s of a Fe de rated staff, as a further 

check on the design and on the adequacy of the leader' s 

. guide. 

It is our intention to complete these steps by November I, 

although our capacity t o do this will depend in part up on 

when approva l of thi s proposal can be forthcoming. 



Material s for the optional fo ll ow-up sess ion may have to 

be developed subsequent l y and should certainly await re
actions t o the firs t pi lot session. However, their design 

can be rough ed out during steps I I and 12 above for consid
eration by UJA. 

It is difficult t o be pr ecise r ega r ding costs g i ven some 

of the unknowns the length of the film; filming require-
ment s such as animation , split screen , specia l locations; 

. 
art work, layout, and pri nting requireme nts . ESD's pric-

ing usually involves a fixed fee to cover out - of-pocket 
cost s p l us a per capita fee t o amortize overhead, provide 

profit, and share the risk. The mechanics for handl i ng 

this may make it preferable for UJA to opt for a fixed fee . 

Accordi ng l y , we propose t wo alternative pricing arrangements. 

Alt ernative I I : 

That UJA pay a flat fee of $45,000 , plus or minus 15 per

cent, to cover design, development, and testing of the film, 

workbook , and leader gUide for the two-hour session . This 
will cove r a ll expenses incurred by ESD for t he seven steps 

enumerated above . Additionally, UJA will have t o cover ex 
penses for a rtwork, l ayout, and printing of the workbooks 

and leade r gUides and for additional copies of the film . 

If supplementary ma t eria l s, i.e ., workbooks, leader guides, 
cassettes, are desired for an optional f oll ow- up session of 

no more than t wo hours ' duration , these will be provided at 
a cost of $18,000, plus or minus 10 percent, exclus i ve of 

all reproduction costs to provide multiple copies . 

Alt e r native '2: 

That UJA pay a flat fcc of $23,000, plus or minus 15 percen t, 

t o cover out-of -pocket costs for design, development , and 
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te st ~ng of the film, workbook, and l eader guide for the 

t wo-hour session . Additionally, to the extent that UJA 

tra ins more than 3,000 workers, it will pay to ESD $2 . 25 

for each such worker who participates in the session. 

Also, UJA will pay out-of-pocket expenses for artwork , 

layout, and printing of the workbooks and leader guides 

and for additional copies of the film. 

I f supplementary materials are desired for an optional 

fol low-up session of no more than two hOUTS' duration, 
t hese will be provided at a cost of $9,000, plu s or minu s 

10 percent. Additionall y , to the extent that UJA trains 

more than 2,000 workers using this second program, it 

wi l l pay t o ESD $1.60 for each such worker who partic i 

pates in the session . Also, UJA will pay out-of-pocket 

expenses for artwork, layout and printing of the work 

books and leader guides and for mUltiple copies of cas

se t te tapes, if they are used. 
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Lecture by Rabbi Herbert A. Friedman 
December 17, 1972 
(Substantially edited from tapes) 

YOUNG LEADERSHIP - I 

Recruitment and Organization 

Young Leadership is a very specific idea, meaning the creation of a 
group of leadership at a reasonably young age , age 30, who will become the 
leadership of the whole campaign for the whole city , or the whole country , 
by the time they are 40 . 

You must create and train and motivate a group of men before you give 
them the controls. Young Leadership requires a revolution in every community. 
In some places they use "young leadership" to mean getting a bigger gift out 
of somebody; or it simply means that they want to bring in one young man as 
a symbol that not everybody on the campaign committee is 80 years old. 

That is not what I mean by Young Leadership. I created it in the United 
States. It is beginning to take hold in England. It does not really exist 
anywhere else yet. 

Young Leadership means -

1) You have to organize a group of people. 

2) After you organize them, you have to motivate and inspire them . 

3) You have to explain to them very carefully the whole manner in 
which t he money works . The young ones today have to know how the 
money - which they raise - works; how it is spent. And you have 
to know it too . 

4) How you teach them is a very , very special business . 

5) How do you use them once you motivate and teach them? What do you 
do with them? 

To or ganize a Young Leadership Movement means, first of all , to find and 
recruit people . For one whole year before I called the first Young Leadership 
Conference in the United States in September- October , 1961 , I carried a t iny 
notebook in my pocket every place I went -- every city , every state , every 
committee meeting. If I saw a young man -- 25 . 28, 30 -- I would go up to 
him , ask him his name and address , and I wrote it down . If I carne into a 
meeting where people were talking and I heard one guy talking , who had a nice 
young face and a good clear head, I put him down . I collected about 400 
names that year. The criteria was if I saw somebody who was interested in 
Israel, who was i nterested in working -- even if he didn ' t know anything --
if he came to a meeting I asked myself: "What is motiving this yOWlg fellow? 
Something is inside of him. He must be concerned about Israel. He cares . 
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He must feel himself to be some kind of a Jew different from all the other 
boys in his generati on." In short . if he showed enough intereat to come . 
that I showed enough interest in him to investigate him further . 

After you find and recruit them , THE SECOND THING YOU DO IS MOLD THEM 
INTO A UNIT . We created what we called a "Cabinet . " It ' s a very good name 
and to invite a boy to join the Cabinet of the Young Leadership Movement is 
no small thing. It is a very great honor; it puts him into a very important 
position , makes him feel good , and he works like hell. They have their own 
Retreats; they have weekend Seminars; they make their own plans for their 
trips to Israel ; t hey make up their own itiner ary . They have a feeling that 
they are a unit. 

Two year s ago I went to the Young Leadership Cabinet and said: 
"Gentlemen, you have on your Cabinet now 200 men all over the United States . 
Take t hese 200 men, get each one to give five working days , or two working 
days, or three working days of his time to soli cit five or eight people or 
ten people each. Multiply these several thousand people you can see who are 
now giving $1 , 000 and $2 ,000 , and bring them up to $5 . 000 , $6, 000 , $7 , 000, 
$10 , 000 . 

They accepted the responsibility. They took one of the "old" Young 
Leadership chairmen -- he's 41 or 42 -- and appointed him to be the chairman 
of this entire project. He is not the chairman of Young Leadership -- he has 
already graduated out. But he uses this Cabinet as a working unit f or a 
special purpose, so they have the feeling that they are not just individual 
boys whom you have recruited -- but that one day they, too , are going to be 
leaders . 

You must give them "esprit de corps , " you must give them a feel i ng that 
they are different from everybody else , and better than everybody else , and 
that the future is in their hands - - and if they will do a good j ob they can 
have the future. 

That brings us to the next point , of creating the revolution to make 
room for them at the top. You cannot only give them promises; you cannot only 
train them and say , " I want you to be a leader . and I want you to become the 
chairman, " you must do it . Don ' t throw out the old ones until you have some 
new ones ready to put in. But all t he time you are molding them into a unit 
you are telling them that they are a better group - - and they are. 

They have proven this with their own money. Getting money from them is 
the easiest thing in the world. This Cabinet of Young Leader ship -- these 
200 young men -- is now way over $2 or $2- 1/2 million. So it means that 
there i s already an average of $10,000 each from guys who are in thei r late 
20 ' s , early 30 ' s . 

So when you instill in them this "esprit de corps," and you tell them and 
teach them and inspire them, you cannot say to them: " excuse me, but I really 
don ' t know what to do with you now because the Chairman is still sitting 
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there , and the Vice-Chairman. a nd ..... II 

England is much more advanced with this concept than the United States. 
I have tried and have failed to put into the chairmanship of the U.J.A. 
nationally a whole bunch of boys who are now in their earl y 40's. You, as 
a professional person have got to find room at the top for your Young Leader
ship boys. 

I failed with the National leadership of the U.J.A. , but not locally. 
Locally among all the cities in the United States I believe there are now 57 
chairmen from the Young Leadership Cabinet whose cities each raise a few 
million dollars. On the local level it is a success - - we made room at the 
top . 

Don ' t start something you can ' t finish. 
Movement until you know that you can do this , 
them a place to go, and make room for them - -

Don ' t start a Young Leadership 
because if you do not offer 
there is no sense in starting . 

For better or for worse some of your young men have to fall by the way
side , and some have to be moved aside . But you have to control it so that 
the disappointments and the frustrations do not take a destructive form . And 
the way you do that is to figure , if you can , a way to channel the man , divert 
him , find something else f or him. It may not be at the top, but it is enough 
to satisfy his ego and his self- esteem. 

We have had about nine National Chairmen of the Young Leadershi p Movement 
over 10 or 11 years. Not one of them yet - - although four or five of t hem 
were qualified -- has become the General Chairman of the whole campaign . Sever
al of them, however, have become chairmen of the campaign in very large cities , 
raising 10 and 15 million. It is a big job and it gives very big ego fulfil
lment . Half a dozen of them sit on the National Executive. 

They are not yet THE Chairman , but they are within breathing distance of 
it. If six of t hem are on the National Executive , ONE of them is going to 
be the General Chairman some day. The others won ' t make it. What you have 
to do is make one of them the National Chairman of Cash Collections; one of 
them National Chairman of Problem Communities , and so on. Create new positions. 

* *** * * 



• Lecture by Rabbi Herbert A. Friedman 
December 12 , 1912 
(Substantially edited from tapes) 

YOUNG LEADERSHIP - II 

Motivation 

If you want to give a man something to believe in , to inspire him , 
you have to give him something 60 deep and so true that he doesn ' t argue 
with you -- he feel s i t . There is nothing more important you can do for 
a young Jew than to show him how he can work to keep the Jewish people 
alive . 

Twenty- eight per cent of all Nobel Prize winners are Jewish . The 
Jews are the most fantastic people on ear th . The goyim don ' t understand 
us , don ' t like us - - because in scientific terms we are a phenomenon , 
and t his is something strange and queer. But we are also the most creative 
people on this earth . and to keep this people alive so that they can make 
-- instead of 28 per cent Nobel Prize winners - - 48 per cent , to keep this 
people alive is the greatest mission you can undertake . There is nothing 
bigger . 

"How can I do this, " he will say . " I am only one man ." By keeping 
Israel alive . you keep t he whole Jewish people alive. One man does it ! 
Each man with his own little pledge becomes many . A few thousand people 
working hard as hell keep Israel alive, and keep the whole Jewish people 
alive . 

And in this whole structure, the part that he can play i s unbeliev
able . The part which anyone of you can play -- if you can make ONE 
leader -- can have an unbelievably ::;t.rong effecL . But you cannot make 
anyone into a leader unless you touch him so deeply -- and you can touch 
him deeply enough with the question of life or death only . Nothing else . 

You have to find the way to say it , the example of doing it , demonstrat 
ing it, of putting this young boy through many experiences to bring him to 
this conclusion . 

This is how you will build your l eadership . Don ' t try to build leader
ship only on the basis of teaching him the business , the art of fund
ra1s1ng. First you have to teach him WHY . Then you can teach him how, and 
with what . I t is not enough to say we need money to bring in fifty thousand 
Russian Jews . Why are fifty thousand Russian Jews so important? 

It is important to me that YOU understand that si ncerity and conviction 
have to come across. If you have that feeling inside yourslf . you will 
transmit it to him: and if you transmit it to him he will give you fifty 
years of his life. Inspire him with this and you have given him material 
that will last him for a lifetime . 
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You are looking for that boy in whom you can touch that one germ of 
idealism , and if you nourish it and it grows, it is like a very strong tree 
that you can lean on. If you have five, ten, twenty, thirty like that to 
depend on -- you have an army in your hand. Then you are making a contri
bution, not just in terms of money . You are making a contribution in 
terms of manpower. 

TO RAISE PEOPLE IS MORE IMPORTANT THAN TO RAISE MONEY . If 
you can raise people , then you are in contact with future generations, be
cause he will teach it to his children after you are dead. Raise people 
and you will raise more money. Begin with yourself -- train yourself . 

• • • 

We are talking about how to motivate and inspire a young man -- in 
his early t hirties -- to become a lifetime worker. Unless you succeed in 
motivating and inspiring them at that age you don ' t have them . You have to 
make it clear to them only two things, and if you do then you have dedicated 
and devoted converts who will never desert or drop out . 

If you con~ince them of these two things , then you give each one of 
tbem a whole new phi losophy of their own lives . But unless they believe 
these two things they will never be the kind of solicitors you need , or the 
kind of new leaders you always need to develop. 

You must make this young man understand how close the Jewish people 

• 

came to extinction . I do not mean only the Jews who were killed in the camps. 
You , yourself , must understand how close to death the whole Jewish people 
still are . I cannot understand why our people still don ' t realize what has 
really happened to them. 

When one- third of the Jewish people in the world were physically 
destroyed, what was the reaction of the other two thirds? The five or 
five- and- a-half million Jews in America were t ota l ly paralyzed. The biggest, 
richest and most powerful group of Jews failed. They didn ' t know what to do , 
and in the end they did nothing. 

Only one leader tried to stir them into action -- Rabbi Stephen Wise. 
Most t ragically , the Jews of America did nothing because they didn ' t believe 
there was any danger, didn ' t see the danger , didn't understand the danger . 
And the cries of the one man who tried to warn them fell on deaf ears. 

1938 -- Munich. 1939 -- war. By 1945 at least some of the Jews of 
America knew how much they had failed. If I had written an historical anal
ysis and predi ction in 1945, I would have given the Jewish community of 
America exact l y two generations more of life , and by the year 2000 over-
whelmed by guilt and self-destructiveness -- I would have expected it t o have 
disappeared. 

Were ther e not now an Israel to fight for , to believe in , I believe 
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unequivocally that by now the Jews of America would have been morally bank
rupt , and totally destroyed spiritually. 

The Jews of Russia were weak , not paralyzed as the Americans were -
but simply defeated. The Russian Jewish community was badly wounded , with 
a million dead and no organization . The Communist system allowed no central 
organi zat i on o~ Jewish communities. 

With Amer ican Jewry inactive and Russian Jewry cut off , what was left 
of the Jewish world? Western Europe? North Africa where a million Jews 
lived in poverty and ignorance , for centuries removed from the mainstream 
of Jewish life and history? The million in Latin America? There was 
nothing ! 

Ther efore . we saw not only the physical death of six million Jews . but 
also t he near death psychologically of the other twelve million. You had 
a surviving nucleus of Jews, but it was dormant. Never in a l l our history 
did we stand in great er danger of absolute disappear ance as a people ; not 
even when Babylon and Rome conquered and dispersed us did we face such a 
pr ospect . 

But i n 1945 this danger was real: one- third dead ; two- thirds about to 
disappear. You must make that clear , and you must beli eve it your self . 
You have to go back to the three or four places on this earth wher e you can 
see i t -- to Auschwitz , to Dachau. You , personally . must go . You cannot 
ever understand it until you see it yourself. You must understand t hat i n 
1945 we ALL almost died as a people, and you must brand your young man wi th 
t his . 

If you understand the danger of how the Jewish people almost died , then 
concurrently you must see , logically and realistically , that Israel is the 
only thing that has preserved the Jewish people as a people -- by restoring 
to them the meaning of their lives -- because ISRAEL IS OUR FIGHT TO STAY 
ALIVE . 

You must understand and explain the meani ng of history to your people; 
the why , the mystique , of the coming of the State of Israel in 1948. We 
prayed for this two thousand years. Why now? I believe very much t hat t he 
~stique of history which brought us to that pinpoint in time gave us this 
chance at the very moment we were about to die . We fought to l ive. We 
understood that we , the whole Jewish nation ,' were fighting to stay alive , 
not just to build a state. 

I think the State of Israel came into being because the Jewish people 
made one last effort t o stay alive . Had they not s ucceeded , the 600 , 000 
Jews in Israel , and the 12 million Jews outside would have been obliterated . 
We as a people would have been finished , and t he pages of our history closed 
i n about the year 2000. 
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When you realize that this was t he last chance, then something inside 
of you moves, just as something inside of the Jews of Israel moved -- in 
1948 -- fantastic courage . Perhaps it was foolish to declare the State of 
Israel in 1948 , without weapons, without knowing what the Arabs or the big 
powers would do . But at that point , finally, facing death, the Jews of 
the world suddenly understood. 

We will probably have more war, more bloodshed , more wasted money on 
jets and weapons -- it is not over. But I don ' t think we are in danger of 
dying as a people as we were then. They can hurt us, make us cry. But we 
no longer stand poised at the moment of historical death. 

The Jewish people are alive , and because Israel has restored that life 
she is now the center of Jewish survival for the whole Jewish world . This 
is your central point - - ISRAEL IS THE CENTER. If anyone tries to tell you 
that the six million Jews of America can survive as a people without Is r ael , 
they are wrong . And if three million Russian Jews try to tell you that 
they kept Judaism alive in their hearts these 50 years in spite of the 
Sovi et regime, and are therefore strong and powerful as Jews -- this , too , 
is wrong . 

We in Israel say that Israel is the source of their inspiration. Talk 
to the Russian Olim and ask them what brought them back to a sense of Jewish 
identity. They will be the first ones to say, "The Six-Day War, " what they 
heard on the radio, the pride they felt . 

A recent visitor to Moscow gave a young Russian Jewish activist an 
Israeli hundred pound note, and said: "This is a Herzl. II And the Russian 
youth , who had been arrested together with his family by the police , a boy 
who had gone through hell, ans\(ered: "Who is HerzU " 

It isn ' t Herzl ' s Zionism that brings them to Israel -- it is pride in 
this country ~ 

There is no possibility of independent or creative Jewish life flower
ing any place in this world without Israel. Israel meant life in 1945 and 
kept the Jewish people from dying. Israel is the center of the survival of 
Jewish life, physically and spiritually from now on. 

I am not saying that American or Australian or Swiss community life is 
no good. But they are not the center. There is nothing without the center. 
From the center is drawn inspiration. From the center is drawn identity. 

Do you really know what you are doing when you go out to build strong 
organizations or to raise money? You are not just fund- raising. I hope you 
realize that you are helping those very communities to stay strong and alive 
by strengthening their links with the center , which is Isr ael. You are a 
liaison officer , a missionary in a sense, and your job is to for ge a strong 
relationship between the Jews of the world and the State of Israel . 

* ***** 



Lecture by Rabbi Herbert A. Friedman 
January 7 , 1973 
(Substantially edited from tapes) 

YOUNG LEADERSHIP - III 

Education 

The first topic we discussed on Young Leadership was how 
and organize t hem; the second was motivation and inspiration. 
will t~as our topic -- educate them , explain to them. 

to recruit 
Today we 

Explain 1) how the money is raised; and , 2 ) how the money is spent. 

How the money is raised varies from country to country, so I do not 
want to get into that here. This is something you have to learn wherever 
you may be , and teach it to your Young Leadership boys . 

How the money is spent has to do with Israel. And here it is the same 
in every country in the world. 

You can, as an example, prepare some statistics which indicate expenses 
during the Israeli tax years 1967- 68 , 1970- 71 , 1972- 73 (estimated), and 
list outlay for defense, immigration and absorption , housing , etc ., as well 
as tax revenue from within Israel. Also list Israeli foreign curr ency debts 
in dol lars , and local currency debt in pounds. Run the figures for each 
heading across for the three fiscal periods you are using as samples . 

The explanation you take from this is very simple -- defense costs have 
jumped higher than they were during the Six- Day War; aliyah costs are way 
up ; the Israeli is paying much more taxes and more in debt. So -- your taxes 
have to go up ! 

This is very simple , good , no argument . 
Jews are doing . So what should you Jews do? 
possible . The simpler, the better. 

This tells you what the Israeli 
Try to keep it as simple as 

If they ask, "Is all that being spent on aliyab? " tell them , "no , that 
is only what the Jewish Agency is spending -- a small part of the money . 
This doesn ' t tell you what the Israeli government i s spending -- five times 
that much , and it comes from taxes f r om the people. " 

The important thing to show is that costs are going up , and that the 
Israeli does his best, but it is not enough. The government borrows more 
money and goes deeper into debt. Therefore , the J ews on the outside must in
crease their share also. This is intended to show how the money is spent . 
For the Young Leadership men these are not the campaign arguments -- these 
are the true figures for defense and social welfare costs of the Jewish 
Agency which I want them to know. 
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This is ~hat the young businessmen in the Young Leadership want to 
know -- the details of how the money they contribute and help to raise is 
spent . The older contributor doesn ' t care as much -- you don ' t need this 
sheet for solicitation because there are too many figures on it. 

But for trai ning your Young Leadership you have to give them a very 
clear picture of what is happening on the inside. 

****** 



Lecture by Rabbi Herbert A. Friedman 
January 14, 1973 
(Substantially edited from tapes) 

YOUNG LEADERSHIP - IV 

Education 

The most important thing these young people want after you inspire them, 
after you motivate them , and after you give them the facts , is for you to 
teach them, because you are a leader of the modern young generation and not 
someone who lives by the emotions of their father s and grandfathers , who do 
not know much of the facts. They know mostly the emotions. 

The young generation wants to know in much greater detail what the back
ground of the whole thing is. You have to teach them as though you were giving 
them a university degree, and there are five ways which I have found can 
best accomplish this process . 

1) A seminar He has t o give you one day. He comes in the morning 
and he can go home in the late afternoon. I find that a seminar is alw~s 
best if you organize it on one subject . Don ' t try to teach him too many things 
at one time . You can have a seminar series , one a month for nine months. 
This is one year ' s work. 

Pick nine important subjects for him to learn and then he will be 
very well informed . Whatever you teach them , be honest with them. Talk to 
them straight . They must know the truth about life here in this country . and 
then they will like us better because they will understand us more. 

Arrange your seminars on a local or regional bas is if necessary . 
Keep a tape recorder going. Edit the material down and mail it t o them after
wards. 

If you think you know a subject really well . if you feel that you 
have the quali f i cations and the background and the knowledge , then you do 
the teaChing yourself. 

In Young Leadership teaching today they are going more and more 
with outside experts -- professors from universities . It i s all very good. 
But you must remember t hat this is teaching -- not a speech . Teaching has 
to have plenty of time for questions and answers. If it gets boring then 
stop at the end of one subject . If you are finished in two hours , done -- go 
home; even if you say the seminar is going to last from 9 a.m. until 4 p.m. 
if you finish at I i n the afternoon -- go home . Don't stay on until 4. 

I believe in going into subjects in depth . I would not deal with 
subjects that only take one or two hours . You don ' t need to take a whole 
d~ seminar for that. A seminar today, if it is 4, 6 , 8 hours it has to be 
on a big subject . 
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2) Book of t he Mont h It i s a very good idea f or you t o send your 
Young Leadership boys a book on some s ubj ect connec t ed with I srael every 
month . You can also make up a bibliography . You pay f or i t , this is your 
gift to them, and they begin to collect the books on their s helves. Pretty 
soon they have a nice library of forty or fifty books about Israel. This is 
something permanent that they will have for the res t of their lives. 

Send them everything , from Herzl t o Ben Gurian . 
of very good books on I s rael . s erious books on all aspects 

There are plenty 
of Israeli life. 

3) Weekend Retreat - - - Once a year you bri ng your whole Young Leader-
ship together , thirty, f or t y or f i fty people , ~hatever you have, for a weekend . 
You plan this for months in advance . They come Fridalf afternoon and you begin 
your first session Friday night. You can have sessions Friday night , Saturday 
morning, afternoon and evening, and Sunday morning. You can have five ses
sions . Sunday afternoon they already have t o begin to travel to go home . 

Pick five subjects and give them a big teaching weekend which should 
give them information and inspiration for a whole year ' s work. On a typical 
weekend retreat for the Young Leadership Cabinet, for one session we would 
always invite the Israeli Ambassador . It does not matter where we have the 
Retreat , he comes from Washington and he gives two hours. 

Then for one or two sessions , depending on the subject , you the 
professional take over. 

Also bring i n some of the staff of the UJA; the Directors of the 
Field Department , of t he Campaign Department , Personnel, t o talk on specific 
problems of next year' s campaign . 

Take a few hours for t he f actual business of a campaign , on the 
speci f i cs of t he budget , what ~s the campai gn slogan, how are we going t o 
make next year ' s campa i gn, et c . That is one ses sion. 

Sometimes they want another academic session , so we invite a prof
essor to come who gives them something about the philosophy of Jewish 
survival. It is a very deep subject and he gives them a lecture for a few 
hours with questions afterwards . 

The se weekend retreats are very deep and very serious. We make 
a kiddush on Friday night. The mood is nice . The boys come from allover 
the United States at their avo expense. At one t i me we invited a group from 
England to one of these Retreat s and t hey subsequently s tarted their Young 
Leadership Movement in England based upon ours. They flew from London to 
New York at their own expense . I know they can afford it , but the most im
portant thing is that they had the motivation. 

Usually the wives do not come t o the Retr eat , but if they do they 
are welcome. It is out in the country away f r om t he city , from the dis
tractions , from the telephones . You have nice green grass outside, and 
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when you break after three or four hours of hard work you need this. Do 
you want to go outside in the c ity and stand on the pavement, with the 
traffic and the smells . .•.. No. Grass, trees , sky . Best to go away some 
place . 

4) You must begin from the beginning with the Young Leadership to 
tell them that you cannot teach them about Israel in the abstract. They 
must be prepared to come to Israel . 

To come to Israel is , in itself, a teaching process . Just as 
once a year they must come to a weekend Retreat, so once a year they must 
come on a mission to Israel --- MUST . If they want to be the leadership 
they have to learn every year what is happening in Israel. From a practical 
point of view , the whole leadership of about 200 people (that is the number 
of top people in the United States) does not come every year. We say they 
should come every year, but actually they come at least once in every two 
years . Some of them come twice a year. They like it and can afford to take 
the t ime away from the business, wife and children. But all of them under
stand that they must come here at least once a year , and if they canno~ 
make it that often , the minimum is once in two years . Most come on a mission 
once every year , bringing other people who are not in the Cabinet . 

There are sometimes three or four Young Leadership missions a year 
coming to Israel. Each one has a hundred people. Perhaps 20 , 30 or 40 of 
these might be Cabinet members , and the rest are people they are bringing 
into the work . Out of a Cabinet of 200 , 30 or 50 come with each mission , 
along with 200 or 300 hundred others during the year. Many of them are com
ing now, not on missions , but by themselves, with their wives and children. 
They are coming with their families , and renting apartments for a few months 
at a time . They want to spend time here themselves. That is wonderful . 
That is a very important part of the teaching process. 

None of our Young Leadership will be like the older ones who love 
Israel from a distance , but never came here -- or did so once i n ten years . 
The young guys , if you get them deep into something, they want to become part 
of it and to be with it . 

5) Conferences -- If the general UJA has a conference every year in 
December with seve.al thousand people , the Young Leadership Cabinet will or gan
ize as many as possible of their own boys to come to that conference , and on 
the side they will have their own meetings. 'This t i es them into the big move
ment , 80 that they are not something separate , but of course in a way they are 
something separate and they feel it. We want to make sure they are connected 
and separate at t he same time. 

Once or t wi ce during the year, when there is a big UJA function , 
their leadership also takes part. 

Every city is beginning to develop its own Young Leadership group. 
Slowly but surely , the movement is growing and growing. This is the takeover 
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process. I am sure that if tbere now exists a trained and educated leader
ship for the American Jewish communities of the next generation -- it is 
because of the years of hard work -- from 1961 until 1971 -- which have 
developed the YOUNG LEADERSHIP MOVEMENT. 

* * * * * * 

• 



Lecture by Rabbi Herbert A. Friedman 
December 17 , 1972 
(Substantiall y edited from tapes) 

RATING 

THE BIG GIFTS ARE THE MOST IMPORTANT PART OF THE WHOLE CAMPAIGN . EVERYTHING 
ELSE IS SECONDARY . 

You have to kno~ ~here to put your emphasis . You have only a certain 
amount of time and time is your enemy. When you lose time , you lose money; 
you have to decide ~here to put your time and ho~ your time will make the 
most money. And the most money is made in the BIG GIFTS part of the campaign . 

The first t hing you have to find out is : WHAT IS THE RELATIVE IMPORTANCE 
OF THE BIG GIFTS IN YOUR CAMPAIGN? The key word here is "relative ." I f you 
go to a campaign where $5 million is raised , what proportion of t hat money 
came from the big gifts ? What is the relative weight , relative share? No 
matter wher e you go you wi ll find that the share of the big gifts in relation 
to the total is enormous -- but so enormous that I could show you some cam
paigns where 80% of t he money comes from the big gifts . And ell the rest of 
the campaign - - thousands and thousands of contributions -- is only 20% of 
the total. 

If you are going to work on a middle range . or lower range, or mass 
campaign , then that is what you have to concentrate on. But if you are going 
to work anywhere near the top of the campaign you will have to concentrate on 
t he big gifts. Once you know what the relative importance of the big gifts 
are -- 40% of the campaign , 50% . 80% -- this wi l l give you a frame within 
which to know how to spend your time. 

The second thing you have t~ know i s WHAT IS A BIG GIFT? The definition 
of a bi g gift is different in every campaign , but I want t o give you a standard 
which I think is correct for any country in t he world. 

Many years ago I set the definition of a big gift in the United States 
at $10 ,000 and over. In other countries in the world $10,000 is too high . In 
some countries the big gift is $5 ,000 and over; in other countries $2 ,000 and 
over . But now the definition of a big gift in the United States is $20 ,000 
and over. The definition of a big gift in England has been raised to £12 ,000 . 
I say very good , because the higher the standards go , the more money we will 
make . Rule number one in this business is "chutzpah. " The more you ask for 
the more you will get. 

Once you look at how much of t he campaign is made in the big gifts depar t 
ment , and what is the big gift , then you can make your plans for future 
expansion. All this you do at your own desk without looking at one human 
being , without a sking any questions about the economy in the country, or the 
stock market , etc . Don ' t look for any outside explanations ; don ' t let anybody 
give you any reasons why it is not possible to raise more money . Sit in your 
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r oom the f irst day at your job , and s ay : 

1) How much money did we make last year? (£13 million . ) 

2) What was the percentage that came in big gifts? (60% - £7 or £8 
million.) 

3) What is the definition of a big gift in our country? (£ 5 , OOO . ) 

Now the question is, if I now make 13 million. of which 8 million is big 
gifts , and a big gift is 5 , 000 -- next year I want t o set my target to make , 
not 13 million, but 17 or 18 million. The percentage which will be brought in 
by big gifts will probably not increase very much. It may be that big gifts 
are now bringing in 60%. They will continue to bring in 60%. But 60% of 
18 million, not 60% of 13 million. So instead of making 8 million in big gifts 
now I will have to make 10 or 11 million in big gifts. 

How many big gifts did I have last year above 5 . 000? 450 . This year . 
t hen. I have t o have 600 . 

This is the mathematics of ho~ you develop the architecture on the first 
day , build up your building. No one can tell you anything, you knoy more than 
anyone on this -- you are the boss!! ! If you come in strong and say: IIThis 
is our target, and this is ~hat we are going to do, and this is how we are 
going to do it ," that is the whole difference. That is what makes an expert. 

Your only question is HOW ARE WE GOING TO MAKE 600 BIG GIFTS INSTEAD OF 
450 BIG GIFTS? Suddenly the problem is reduced to finding 150 more people 
to put into the big gifts. 

Where do you look f or these 150 people? You look for them in the $2,000 
to $5 . 000 group. You pullout all the names of people who are giving in t his 
range and they are your target. In this group you are going to find the 150 
whom you are going to bring up into the big gifts range . 

This principle applies no matter what numbers you are talking about. In 
Puerto Rico , for example, you do not have 150 people between 2 , 000 and 5 ,000. 
But the principle is absolutely the same . 

We knOY that the big gifts are the key to the success of the campaign . 
The defining of the big gifts is also a key t o success , because you have to 
constantly keep upgrading what is a big gift. It cannot remain the same. 
Any community , whether it keeps its lists with a computer or with a f ountain 
pen , has categories. If they do not change the categories all the time , the 
campaign is static. You must f ind ways and means of changing the definition 
of what is a big gift. You must move it up , up , up. 

You change the definition by the manner in which you organize your 
events. Hoy did we change the definition in the United States from 10,000 
to 20 , OOO? We took the October Study Mission -- the big once- a-year study 
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mission -- and it us ed t o be that everybody who gave $10,000 received an invi
tation. Wh en we dec ided to upgrade it , we sent invitations only to people who 
give $20 ,000. Immediately, this became the new big gift standard . The only 
people who come on this s tudy mission are people who give at l east $20 ,000. 
This has been the definition for three years now. 

You have to pick the right moment to upgrade the figure. This will make 
the group smaller, but then you go below and push people up and fill the 
category again. You keep taking off the top, filling up from the bottom. 

How to do this? We will start by talking about RATING, but I would like 
to preface t he subject as f ollows : 

Everyone who knows Hebrew knows what "nedava" is - - it is a hand- out . 
If any of you intend to go looking for hand- outs -- don ' t start , quit now. 
Look for some other kind of work. 

We are not looking for "tsedaka" either , and don't even use t hat word . 
There is another word that is out - - " t r ouma. " You are not looking for a 
donation. A donation is usually a one- time thing, but you are coming back 
next year , and next year , and next year. 

What you are looking for is INCOME TAX. This is a bold , new , revolu
tionary approach, and I have started to use these words since the Six- Day War . 

"Ladies and gentlemen -- nice Jews of the world. I don ' t give a damn , I do 
not want your "Nedava ," and I don ' t want your"Tsedaka ," and I don ' t want your 
"troumot." You are an integral part of the people of Israel. You don ' t liVe 
in the State of I srael , but you are Jews, so you have to pay "missim." This 
is a tax , and I am your tax collector. I come to you every year , and you 
have to pay your tax . " 

We don ' t have the power o£ the police, and we don't have the power of 
the courts , and we don't have the power to jail people , but in our own minds 
we have to get as close to this approach as possible. We have to believe it 
ourselves and come in as strong as we can to make THEM believe it. 

You represent the Jewi sh people, you represent the Jewish State , you 
represent the tax- collecting aut hority, and you have come to tell them how 
much their taxes are t his year. THAT IS RATING. 

RATING IS HOW BIG YOUR TAXES ARE THIS YEAR!! ! 

I went to England in October for about t wo weeks and in ten working days 
I met with 30 committees there . With each one I tried to get across the idea 
of tax, but they kept saying: "We cannot get that across to our people; our 
people will resist it; our people will resent it; our people will say nobody 
can come and put taxes on them because they are English. " 

My battle with them was t o say: 

You have to talk to your people , not like Englishmen , but like Jews . 
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Let ' s cut out all this nonsense that he is a conservative English gentleman 
and he will not like this hard, aggressive approach. For God ' s sake , before 
he was an Englishman his grandfather came from Vilna . Who i s he kidding that 
he is an Englishman, or a Canadian or Swiss or German? HE IS A JEW . 

If you really want to shock him . tell him what his taxes are . Tell him 
that you want "ma ' sser ll 

- - 10% of his "hole fortune , because you have a moral , 
ethical , historical and religious right to come to him and say: "Jew! Pay 
your tit he l" 

But you have to be in a position where the right and the Justice and 
the strength are on your side and he is on the defense . The way to win is to 
attack . Tell him he has to pay his taxes, then tell him how much. You did 
not take it out of the air ; you did not take it out of your pocket - - you 
took it out of Jewish tradition and history . 

Now say to him -- "Relax. I am not going to ask you for a tenth. You 
have one million pounds sterling -- really you should give me 100 ,000 . But 
I know you won ' t , and I didn ' t even come to ask you for 100,000. I cameto 
ask for ---------." 

Now we come to the business of rating . What DID you come to ask for? 
Ther e is no such t hing as a scientific w~ . This is not a science , and any
one who tries to tell you that it is is kidding you. Thi s is an ART , but 
every art has rules. A painter goes to art school for ten years to learn 
the rules, how to mix colors , etc . So this is not science, even though it 
may sound like science . In reality you are learning an art . And you are try
ing to learn the RULES of this art . Alw~s remember - - the r ules change all 
the time . 

Rating means " a rate , an amount , a sum. " Before you go out to ask a man 
for any money at all , you have to decide how much to ask him for . If you 
decide correctly , you have a good chance of getting it. If you decide incor
rectly , you may look like a fool . You must never look foolish . You must 
not look ignorant ~ as though you do not know your business . If you are going 
to ask for too little you have made a terrible mistake. You lose him . He 
has no respect for you . You have to be very, very careful -- like in walking 
a tight-rope -- not to falloff on one side or the other. 

I cannot sufficiently stress how important it i s to sit down and to rate 
the man carefully . Don ' t Jump into the campaign until you are ready . Start 
a month later. But do your homework first , do your preparation first , make 
your ratings for all of your prospects first . Decide what you want to ask a 
man for before you go to him . 

WHEN IN THE CAMPAIGN SHOULD YOU DO THIS RATING? In theory , you should 
begin the rating process about one month before you are ready to start asking 
for the fi r st big gifts . You also have to decide on the length of time of 
the big gifts phase of your campaign . 
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In the American campaign let us say September 1st to October 1st is your 
preparatory period. October 1st starts your big gifts period. You are 
actually asking for money in October , November, December , January. That is 
your big gifts phase of the campaign allover the United States. But whatever 
your big gift phase of your campaign is , a month before that you sit down and 
start to rate your people . In other words . you assign a number snd an amount 
of money to each name - - the amount of money you are going to ask him for . 

This is the most crucial part of the campaign . Here you have to make 
the right decision . 

It is now that all the research you do has to pay off. You have to have 
a research department where you are constantly up- dating your information 
about people in the big gifts category . Mr . X is in the big gifts group -
he has given you $10 , 000. But your research department sees a notice in the 
newspapers that he sold a piece of property and made half a million dollars. 
They take this clipping from the newspaper and put it into Mr . X' s file . 
A card index can do it IF you have a very good system and clerks to keep the 
index . But I never depend on that . I alw~s prefer a folder. and into this 
folder I put everything. With a card you are limited in space. 

When you do your research well you have to have all the facts . and you 
have to figure all the possibilities . so if you have everything together on 
t his man you can prepare yourself the day before you go to see him by studying 
this file . The research goes on twelve months a year, but in the final phase 
befor e you start campaigning you review his past giving record and decide 
how much you are going to ask him for now. 

Who actually does this? WHO DECIDES HOW MUCH TO ASK HIM FOR? The rating 
of the big gifts has to be done by a group of people . Don ' t let this rating 
be done by one person -- and don ' t you do it yourself. although in effect YOU 
are responsible for putting the number down. It is your rating. You sit 
with the Rating Committee, but YOU have done all the research because they 
are not going to do it. You recommend the figure you want . They may say you 
have misjudged this one -- 40 is not enough , we should ask for 75 . Once in 
a while they will tell you that you are wrong the other way, that you exagger
ated, so ask for less. But most of the time they will accept your ratings 
and if you do not have one -- if you did not do your homework -- you are lost , 
finished. YOU have to be the power , the engine , the motor, the brain always 
working behind the scene. And then you have to have a cover. and the cover 
is this Rating Committee of top leaders with ·the biggest names . If you have 
a choice when to use one of your big leaders , take him for a rating session. 
That is the most important thing he can give you -- your cover. 

BEFORE YOUR RATING COMMI~EE STARTS TO RATE OTHERS , THEY MUST RATE 
THEMSELVES . 

They must rate themselves and increase their own ratings , and you tell 
t hem ver y simply: "Gentlemen until you are ready to do that we are not going 
to start this campaign. There will be no campaign . " 
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No such "self_rat ing" meetings have ever been held without a "pre
meeting . 11 Before you get your Rating Conunittee together to r ate themselves, 
you must have a pre- meeting with one or two men from among them who will be 
your primers . This pre-meeting is private - - between you and them only. 
You will have to organize it yourself. You will have to find t he one or two 
men in tbe group who are wi lling to support you, and who will take t he l ead 
when your self- rating meeting gets started . They will be t he first t o rate 
themselves; they will get you moving. 

HOW MUCH SHOULD YOU RATE A MAN? Tvo prime factors determine your rat 
ing: net worth . and even more important -- income . And here standards vary 
considerably in different countries , so ther e is no fixed pattern . You have 
to determine what the standards of the country are , and t hen you have to try 
to raise those standards . This is why I say fund- raising is not a science 

it i s an art . 

I ' ll tell you what I think i s a good s tandard . I think that you cannot 
ask a man who has $15,000 a year gross income , who has a wife and t wo chil
dren , to give 20% -- that would be $3 ,000; not even 10% -- that would be 
$1, 500 ; or 5% - - $750. If he gives you $500 a year, this is a good deal for 
you. If we could get this from all the Jews who are earning that kind of 
money we would have no problems at all . 

Now come up . A man who i s earning $50,000 a year is not an exception in 
the United States. A lawyer who is graduating f rom law school and is going 
into a law firm a s an apprentice begins at $17 ,000 to $20,000. By the time he 
is 35 years old he is making , perhaps . $40 ,000. Maybe you will get from him 
5% ($2,000). If you get 5% from everyone who is earning $40 ,000 we will be 
very, very happy. 

You do not have too much room for expansion here. You do not rate any
one in the $2 ,000 - $3,500 level . 

But when he is already earning $100.000 a year for five years . ten years . 
then he is beginning to get rich . Once he begins to earn that much he also 
has a "keren" on the side; stocks , bonds , property , jewelry , etc . Now this 
is the man ! You have to ask him for 20% $20 ,000 . But that is only from 
his income . Because he also has capital -- his "keren" -- you have to ask him 
f or a bonus from his capit al. 

The man who is earni ng 
I am rating him at $25 ,000 . 
the "keren" . 

$100 ,000 gave you $10 ,000 last year. 
I want $20 . 000 from his income; and 

This year 
$5 . 000 from 

The question inevitably arises of using the goal to determine the rating . 
And especially here I want to emphasize a great danger to you . Inevitably 
someone on your Rating Committee is going to say : "Our goal is 40% higher 
t hi s year , so let ' s rate the cards 40% higher. " 
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NEVER, NEVER , NEVER use the goal in determing t he rating of a man. Do 
not match the rating to your goal arbitr arily . Rate him lower or rate him 
higher , but never exactly the percentage increase in the goal. It might be 
correct t o do this for some individuals , but f or most people it is not . 
Never let anybody talk you i nto making a rating on the basis of the goal 
and they will try ! 

BEGIN YOUR RATING WORK EARLY. You have the working committee to cover 
YOu ; you work with the standards to figure out how to raise them ; you do not 
make the mistake of using the goal to rate; then, how do you tell him how 
much yoU r ate him f or? 

There are several w~s you can do this , and it is hard to know which is 
better and which is wor se . Don ' t worry if one way fails -- t here is going 
to be a next year. My theory about campaigning i s that a s uccessful campaign 
i s made up of a series of smal l failures. This is the only way to l ook at 
the business. So if you try one way of presenti ng the rating to him and it 
doesn ' t work , t r y a di fferent way next year . 

One of the way to present the rating to a prospect is face- t o- face . 
" I came to see you about Israel - - we are starting our campaign l ast year 
you gave $5,000 - - - I came to ask you for $40 ,000 ." Get it out in the first 
sentence . Let it explode . 

Then explain why . 
puter will be working , 
to be ; how much can he 

All the time you are explaining why , his little com
trying to figure out what his answer to you is going 
get away wi th. 

Don ' t talk too long. The shorter the better . Don ' t give him too much 
time to think . Get him to start to talk . Throw in facts . Throw the number 
on the table . Talk quickly - - one , two , three minutes~ Pick the point: 
security , the Russian Jews. Then say , "What do you think? " 

So one way is to give it to him between the eyes , straight and fast . 
But some people will say that is not such a good idea -- they do not like it 
that way ; there is another way. You can be a gentleman and give it to him 
in wr i t i ng . You can take a pledge card , add his name and the amount of money 
he gave last year, and in big letters with diff erent color write in what you 
want from him this year. There are those who believe this is more polite 
and more effective, because then he doesn ' t get angry with YOU . This is im
personal . He may be angry at somebody -- but he doesn ' t know . Certainly 
not at you, so you have a better chance to work with him. 

There is another way: take t he pledge card , put it inside an envelope , 
seal the envelope and hand it to him. Theoretically you don ' t even know 
what i s written on it . You are bri nging the envelope -- you are the postman 
from t he Committee . You are bringing him the message . THEY are asking him 
f or money . You don ' t know how much , but you are going to tell him why you 
r eally need it . This is more indirect. 

What I am outlining here is the psychology of how we do this and the 
methods we use . But we must be 100% truthful. If anyone catches us , even 
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once, using a trick which is not exactly accurate, we lose our credibility. 
What else do we have? Where does my power come from? And I DO have power . 
It comes from two things only: 1) I am a professional. It means I know 
more than you do . I don ' t have to say it . By the way I act in my daily life 
everybody understands it; 2) I am true down to the tips of my fingers. You 
will never catch me saying something which is not 100% accurate . I may have 
my own way of presenting it -- I yell, I bang on the table -- but THERE IS 
NEVER ONE WORD WHICH I EVER SAY WHICH IS NOT CORRECT. 

Never , never deviate from the t ruth, from the facts. If you do, you 
lose your credibility! 

You and I never have an excuse for saying we made a mistake. 
don't make mistakes . A professional man makes a mistake? Out - -

Professionals 
finished. 

I said earlier that this is an art, not a science. Part of the art 
depends, obviously , on the psychology and the personality of the individual 
doing the soliciting . If your mi nd , your emotional makeup is such that you 
l i ke to build a logical case and you have a feeling that more intellect and 
less emotion -- more use of logic and longer explanation then slip the figure 
i n , get it in at the logical point in your presentation and not necessarily 
at the beginning - - works best for you, then obviously that is the way you 
should do it . There i s no hard and fixed rule. What I am giving you is the 
proJection of ~ own personality , and if your personality goes exactly the 
other way - - I don ' t say I am right and you are wrong . You do what is organic 
for you IF IT WORKS -- this is the only criterion. 

My feeling , basically, is that a man does not give on the basis of an 
intellectual response - - he gives as an emotional response . And so when I 
talk about intellect and logic I am talking Just in terms of the structure 
of the presentation. In terms of his response you have to maximize his 
emotional reaction to it. 

* * * * * * 



Lecture by Rabbi Herbert A. Friedman 
December 31 , 1972 
(Substantially edited from tapes) 

PERSONAL SOLICITING 

When in the campaign calendar do you start personal soliciting for big 
gifts? My recommendation is that when you make up your calendar and you 
determine what the first event in the campaign is , that your personal soli
citing start about one month before your opening date . 

WHENEVER YOUR CAMPAIGN CALENDAR STARTS, AT WHATEVER POINT YOU 
SAY THIS IS THE POINT FOR BEGINNING , ONE MONTH BEFORE THAT YOU 
HAVE TO START WITH INDIVIDUAL PERSONAL SOLICITING. 

Pick your targets carefully . Go to see those men who have already been 
rated. The climate amongst them will still be very cold at this early date . 
If your opening date is October 1 , 1972 , for example , you ar e going to see 
him early in September for his 1973 contr ibution , which he may not pay unt i l 
the end of 1973 in some countries. So you are talking to hi m six, twelve 
even s i xteen months prior to the time he is actually going to give you the 
money. 

Suppose he balks . Suppose he questions the accuracy of your r ating 
based on what YOU say will be the needs in another 12 or 16 months . You have 
to be able to answer him , very strai ght, by telling him that you are asking 
hi m early in order to have an exampl e for other people . That is one reason 
you are coming to him early --you need examples. 

Second , you are coming to him wi th the highest taxes you can think of , 
to cover any contingency which may arise next year . You are asking him for 
a very high amount , and you explain to him WHY his rating is so high . If 
he wi ll put his taxes at this level and set an example for others , then no 
matter what happens in the next 12 months , we cannot expect more taxes from 
hi m i f he has already agreed to pay the highest possible level . You tell 
him that you are working like a government: When does Pinhas Sapir bring in 
t he tax sheet for the Israel government? Also six months in advance . 

Do you go singly or in teams? How many men should go to see one 
prospect? The argument goes back and forth , like a pendulum. You can argue 
for t he next hundred years but there is no clear answer. Everything depends 
real l y upon two things : how good your solicitors are -- if they are very 
good , excel l ent , first- class people you can send one man alone to see a 
pr ospect ; and i f the solicitor knows the story , all the facts and has a good 
voi ce , excellent personal ity , is not afraid , embarrassed or shy - - if he has 
all t hese characteristics and is number one , send him alone. But this is 
very rare . 

You usually wind up sending two people , each 
f i ed . This equals the needed one hundred percent 
you can do . Therefor e you have to think in terms 

one fifty per cent qual i 
and that i s t he best 

of t wo going as a team . 
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But this raises still another question -- How much manpower have you 
got? And how many prospects are you trying to see during what period of 
time? At the very beginning of t he campaign you do not have that many 
prospects whom you are trying to see . If you are working a month before 
your first event, and you are simply looking for some examples you do not 
need too many -- maybe ten or twenty , maximum. When they start a campaign 
in a place as large as Los Angeles , if they can start with fifteen or 
twenty pre- solicited gifts before the first function , that is enough to 
get started with . Ten is enough for Belgium; twenty i s enough in England . 

Because you are not trying to see too many people , and you are not too 
busy that f i rst month , I would say find enough manpower to send t wo to 
each person ~ and then you have two brains working. One man will think of 
one thing to say , and the other man will think of something else to say . 

Is i t better to send three -- four? No , that is neither right nor 
necessary. It ' s too much. 

WHEN YOU SOLICIT YOUR TOP PROSPECTS YOU GO WITH YOUR TOP 
LAY LEADERS ABSOLUTELY !!! 

There may be some cases , but they will be the exception , where it is 
better for you to stay away . A certain prospect may be angry or annoyed 
with you for some reason, so maybe this year you should not go to see him . 
Leave him alone this year. But in every other case the rule is that for the 
top people you must go with your top lay l eader . 

If you do not have enough local manpower , exploit the Israeli person
alities available - - but not haphazardly. You can bring Israelis into your 
campaign for purposes of solicitation , and not just as speakers . If you 
have brought in an Israeli for this purpose for one week, ten days , or two 
weeks , you take him with you on every visit , but you cannot use him to do 
the actual solicitation. He is there as a resource person for you -- as a 
symbol. YOU are the campaign , and HE is Israel. Exploit him. 

Do you go to solicit your prospect with an appointment , or do you just 
drop in to see him? This is a very important question. If you are going to 
try to get an appointment , that means you have to work in advance on the 
t elephone or by mail , or with secretaries calling each other back and forth . 
It is a big job just to get the appointment. If you call him and say you 
want to see him he is going to ask , "Wbat about? " And if you start to tell 
him on the telephone -- you may lose him then and there . He'll say you do 
not have to bother coming to see him - - just tell him what it is all about. 
If you get pulled into th i s kind of conversation you have lost the game be
cause the best you can get on the telephone is, "1'11 give what I gave last 
year. II 

Now go the other way . If you do not call for an appointment . if you 
just take a chance and you, and another good solicitor, just pop into his 
office, he may be out of town or you may not get by the secretary . He ' ll 
be in a board meeting , etc . 
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I came to t he conclusion many years ago DO NOT DROP IN ! 

A person might drop in on a very informal bas is , but then you have to 
be careful about when : 5 o ' clock in the afternoon when the pressure is 
off for the day , when he is having a drink in the office -- but that is 
on a very personal level only . Then, if you are a good f r iend of his he 
will ask you to Join him for a drink. But this is taking such a chance 
that it is not worthwhile. 

YOU HAVE TO ASK FOR THE APPOINTMENT . I think if you can choose which 
way you should go - - GO ONLY WITH AN APPOINTMENT . And if the fellow 
gives you a hard time on the telephone , the only advice I can give you 
i s don ' t get into the topic on the telephone . Call for an appointment 
yourself . You are the Dir ector . Or , perhaps , get t he lay leader who is 
doing the soli citing to make the call -- and tell him HOW to make the 
call . 

"Mr. X"-- or IIJack," I would like to come and speak to you tomor row 
morning at ten o ' clock with my f r iend , Sam .. •. . " Or , "The Police Commis
sioner from Israel , Mr . Rozolio , is now here and he is seei ng some very , 
very top people. He 'll be coming with us also tomorrow ." 

Sample conversation: 

"What do you want to see me a.bout ?" 

"About Isr ael. " 

"But this is not a good time for me ." 

"Ok , if ten t omorrow morning is not good , when is good? Two o ' clock , 
four o ' clock? Mr. Rosolio is here with us for seven days -- give me 
a time in the next seven days ." 

Now he finds it hard to escape. 
and next week , etc. , then you have 
b e willing to , but you know how to 

If he still says he is very busy now , 
to get tough. Your lay l eader might not 
do it. 

IIMr . X, you can give me one hour in the next seven days. DON ' T TELL ME 
YOU HAVEN ' T GOT ONE HOUR ! II 

I always believe in making appointments during business hours , in the 
office . This is against policy in most countries , and I think they are all 
wrong . They think you should go to see the man in his home during the 
evening . I say NO -- go and see hi m at his club , take him to lunch at a 
hot el , see him in his office . THE WORST THING IN THE WORLD IS TO SEE HIM 
AT HOME . His wife i s on one side , the television is on the other , the 
childr en are yelling allover the place , he is tired and nervous . In his 
house you are at his mercy. If you take him out you pay , and he is yours 
for an hour . 
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You must force him to give you the appointment no matter how hard you 
have to go at it . Even if you finally have to say (which I find works 
most of the time) -- "Hey, what ' s the matter with yOll, you have damn bad 
manners ! You ' re being a bore . I know you for ten years and I ' m asking 
you for an appointment who the hell do you think you are that you 
won ' t give me one hour to talk with you? Are you the King of England or 
something? 

You have to be the aggressor. 
he will give you the appointment 

You have to provoke a cr1S1S . Usually 
-- but you may have to force it. 

He may break the appointment he has given you, in which case you have 
~o begin allover again -- even harder. 

I t is terribly important that you should not loose your nerve or your 
patience . Because , in fact, in trying to get the appointment you are 
already making the solicitation , and he knows it . If he wins , and you do 
not get the appointment , he also wins in the matter of his contribution . 
Because no one will get to see him he will give what HE wants. That ' s 
why the appointment is so crucial for you , and once you start either make 
up your mind to win -- or don ' t start . He may break the appointment a 
second, third time - - but you have to keep at it and f i ght it through to 
the end . You MUST go with an appointment ! Don ' t Just drop in -- it's 
beneath your di gnity . You must fight to get the appointment, and you must 
understand what the fight is all about . 

Ultimately , the real fight is not the appointment -- it is how much 
money he is going to give. But the appointment is the first step . If you 
meet him at a party or a social function , that is a good gimmick for making 
the appointment . It works, by the way . 

You can also have a close friend of his tell him you are going to call 
f or an appointment to smooth the way for you. I n my opinion . I would rather 
have the important friend come with me and do the soliciting . You want the 
i mportant friend to be with you for the solicitation -- not just to make 
the appointment for you . 

I think the worst place to talk to him about a contribution is in his 
office. Speaking to him at home is not nearly as bad as speaking to him 
in the office with all his business problems around him . He knows you have 
coce to try to take money . and he will try to cut it as short as possible. 

Most soliciting is done in the homes in the evening and it is lousy . 
Many wonderful people start out at 7 in the evening , in the rain and the 
cold , and they have a little list , and they get into the car and go to 
someone ' s house and ring the bell . But the wife answers the door and says 
that her husband isn ' t home that evening. 

I believe in the seriousness of 
talking now only about big gifts . 

this business and, 
I am talking about 

remember , we are 
the man to whom I 
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will talk about big money, as big as any other business deal he is involved 
in that week. When I go to his home at night he comes home from a day ' s 
work; his wife and children are there and even if I have an appointment 
with him I find that th i s is not the place where I want to talk to him about 
giving $100,000. Because when he is at home he is thinking about what it 
cos ts him to run his house. And his wife is interrupting with her physi
cal presence. and perhaps even with ques tions about why he is talking 
about giving away 50 much money. 

I want ~to get him into a different atmosphere . I will play golf with 
him at the club Sunday afternoon , and while we are playing I will tell him 
that later , after the game , I want to talk to hi m about something . Then 
it i s different -- he is relaxed , he feels good , he played golf , ate , drank. 
Then we talk business - - but now he is ready to talk. 

When you take him to a restaurant for lunch you must have a fixed reser
vat ion -- and you must have a table in the corner . You want to take him to 
the best place , and that is the place which is always busy. You don l t want 
to stand at the door waiting for a table . The best is to a private club, 
or a restaurant with a private room . Best after this is a table in a cor 
ner, to give yourself the maximum privacy . 

Home or office -- you have to establi sh a position of strength , and to 
further it . You can lose, but probabl y on the average you win . Strength 
has validity. 

* * *** * 
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SOLICITATION TECHNIQUES 

There are five basic points in solicitation technique: 

1) The opening . 

2) Presenting the case with any aides you may want to use. 

3) Use of an Israeli personality, if you have one. 

4) The common objection -- the most usual the man will raise. 

5) How to close . 

1. THE OPENING 
, 

We have already covered the problem of getting the appointment . For 
the sake of argument let us say there are three of you -- you, the director , 
your local chairman, and you have with you a deputy cabinet minister from 
I sr ael . 

Your prospect invited you to his club for lunch and you are sitting 
in a very small private room - - just the three of you . The cir cumstances 
are perfect , ideal. He already knows you need a top- level opening gift . 
You told him he has to be the number one man and that you want to tell him 
why and give him some information . 

By the way, it is always a good idea to know how much time you have . 
Then you know how to play your time . 

This, then is the setting for your solicitation. 

HOW DO YOU START AND WHO STARTS? WHAT DO YOU SAY? The local chairman 
of the campaign should open and say to this businessman - - who is his friend: 
"John , last year you gave 40,000 . We came here today to ask you give give 
100 ,000 this year. Now I ' ll tell you why.~' The chairman should talk for a 
very short time -- five minutes -- so as not to give the man a chance to 
tur n his mind off . 

Tell him in a nice, quiet simple way you need this much money . And the 
reasons that the chairman should give to him, in my opinion , are not what 
ISRAEL needs . Do not forget that you have the Israeli personality at the 
table and he can do that . And you, the Director can do that too . So what 
can the chairman do which is unique to him'? 

He can explain to the prospect what he is trying to achieve this year 
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in the community; what they did last year, why so much more this year . 
".Last year we raised 10 mi l lion. and we are trying to raise 20 million 
now. We have a fantastic push to make . We have to f ind many new people , 
we have many new men on the committee , many good things working for us . 
It i s going to be a good campaign , but I need one fellow to give me a good 
start . 80 I came today to ask YOU to give me that good start ." 

In other words , the chairman talks as one good businessman to another 
businessman: his business i s the campai gn, and he is explaining to the 
prospect how he has to succeed in this and why and how THIS man is so 
important . 

That should be the opening -- that should be the job of the chairman , 
and if he does not want to do it the director has to do it . It is not as 
good , but somebody has to do it . But only one of these two people, NOT 
THE ISRAELI. 

Wai t fo r the prospect to react. He may not say anything . He may not 
want to come out with any objections. He may be holding fire . He may not 
want to say yes or no immediately . Let him say what he wants to say. Do 
not push him. Then move on. 

2. PRESENTING THE CASE - WITH AIDES 

You have made your opening and he knows what you want. Then you have 
to give him the argument. "Look , John , I want to tell you what is happening 
in Israel. That ' s the main part of our campaign . That ' s what this money 
is for , and let me explain to you what the problems are in the coming months 
the wa:y we see it." 

If your prospect claims to know everything, in a very nice wa:y you 
have to explain to him that he doesn ' t . Even though he is a good friend of 
Israel , even though he thinks he is informed, you must make it clear to him 
that he is not, because you must maintain the advan~age over him in being 
superior in knowledge. This is your strength: the knowledge about the case 
you are presenting to him. 

But don ' t be completely negative. "Look , John , I ' m sure you know a great 
deal , but •• . . " 

At this point HOW you want to present the case depends on whether or not 
you have any aides at your disposal. Now what do we mean by aides? It very 
often can be only one piece of paper , whi ch tells what the expenses are for 
defense, for immigr ation; what portion of those expenses are the Israeli 
people meeting through taxes ; what is the debt of Israel in foreign currency 
and local currency . 

"John , take a look at this , and let ' s read it together. " Immediately 
you have captured his interest because he is a businessman and he under
stands figures. Give him the figures on a balance sheet -- not complicated. 
only one page . DON ' T give him 25 pages to read. This is one kind of aid. 
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As another aid you can begin with audio- visual , such as tape recordings, 
small cassettes , short films. I am very much in favor of bringing in a small 
projector , putting it on the table, putting in a film of from 3- 5 minutes 
never more . Show him something about housing or immigration or security. one 
of the major themes , as an aid to get you started in presenting the case . 

You can take an article from an Israeli newspaper with you and trans
late one or two paragraphs there at the table. 

Raising money is not a question of saying "I need to build ten houses, 
so give me $10,000." Statistics play a part in it, but a much bigger part is 
to give him pride in what Israel is , and if you can give him pride he will 
identi~ more closely. Create this feeling of closeness which comes from 
being proud of what Israel is . You have to be able to do it. You have to 
be intelligent enough , good enough with your wor ds and you , yourself , have to 
believe i t . If you don ' t, then you can ' t develop it effectively because it 
is the most sophisticated argument of all. 

Why is Israel so important to keep alive and make stronger? Not only 
because of the 3 million people living there. Because of Israel's destiny, 
and that is the most tremendous historical , religious , metaphysical, mysti
cal reason . It has to be a big reason to capture hi s heart and soul . 

Eliezar Levne recently wrote an article about what Israel will be like 
i n the next ten years , in which he clai ms that we will have 7 mi l lion people 
-- 7 million Jews living here . Put this ar ticle in front of the man and 
say: "Look , you don ' t know Mr. Levne , but he is one of our intellectuals . 
I don ' t know if he is right or wrong , but what is the difference -- who can 
prove anything. He is talking about a country with seven million people in 
ten years . It doesn ' t matter what year -- 1983 or 2000 . It is st i ll a 
very short t i me we are talking about . We have to fill up the Negev and 
Sinai . We can have TWO Weizmann Inotitutee; we surely will find the cure to 
cancer, write more symphonies for the world. We may even write another 
Bible -- who knows !" 

You have to open his mind; you have to be creative and imaginative . 
This is what I mean by aides . You can use very simple financial documents . 
You can use slides and films, editorials and essays. 

You must think very carefully what you want to use and how you want 
to use it. You must prepare and plan very. carefully in advance . Then , 
simpl y and quietly , start to present the facts. Take five or ten minutes 
for this phase of the solicitation . 

4. THE USUAL OBJECTIONS 

a) I am not interested in Jewish life. 

b) I am interested in America first , or England first , etc . , and 
instead of giving money to Israel I am a patriot of the country 
i n which I live and want to give money here first . 



• 

- 4 -

c) He may tell you he has other commitments in his home country 
or in Israel. 

d) He msy say to you why do you want to push so much for immigra
tion, while defense is so costly. 

e) He bas no money -- lack of cash. 

r) He will talk along the lines of being a leftist politically. 
He will say that Israel should withdraw and make peace - - then 
she won ' t need so much money. 

He just doesn ' t believe that much in Israel , and he does not believe in 
the Jewish people . Maybe he has a non-Jewish wife . Maybe he is not giving 
his children any education as Jews , He gives 40 ,000 because he has to give 
something . He can ' t live in the community and not give something . But to 
give 100,000 -- he does not believe in it. He simplY does not believe so 
much in Jewi sh identity , survival , etc. 

Here you have a hard job on your hands, because you have to be l ike a 
missionary , to try and convince him -- not about the money - - about his 
J ewishness . He does not want to be Jewish , and you have to tell him that 
he is whether he wants to be or not . It doesn ' t matter what he says he is . 
The goyim say he is Jewish , the world says he is Jewish , the label wh i ch is 
written on him says he is Jewish. So he is , and what can he do about it . 
There is no such thing as "not considered Jewish ." 

If he says he is not Jewish and the goyim don ' t consider him Jewish -
stand up , shake hands with him and tell him , "If you are a goy , we made a 
mistake and we apologize. You gave 40,000 as a nice goy . Thanks a lot , 
shalom , goodbye. " If he says he is not Jewish and his friends don ' t con
sider him Jewish then you cannot go on , because this is a man who doesn' t 
call himself Jewish. 

"The State of Israel is fine .• . I ' m not against it, but what the hell , I 
have no responsibility to build it up. You ' re telling me about the survival 
of the Jewish people against assimilation. You want to build a Jewish 
nation for the future -- to me it is not important . I don ' t really care . 
I am doing what is the right thing. I give a little money. Beyond this 
I ' m not interested and just don ' t care. " 

THIS IS THE TOUGHEST OF THEM ALL ~ The fellow who says he i s indifferent 
and does not care . All you can do is to keep banging away at the wor ds 
' duty and responsibility .' The goyim l abel him as Jewish ; he labels himself 
as Jewish ; h i s father circumsized him as Jewish -- he cannot call himself 
' not Jewish ' -- HE IS JEWISH . The only question is WHAT KIND OF A JEW IS HE? 
Does he really want to be called indiffer ent , say he does not care? This 
is not being much of a man, and here you must try to appeal to his sense of 
manhood . 
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If two men are in a boat and one is pulling oars , while the other sits 
there and does nothing t o help -- then he is a coward , a deserter , a 
traitor . If he wants to get out of the boat - - call himself not Jewish, 
conver t -- fine , that is his right . I have more respect for him if he does 
this , because then he is doing what he believes in . But to just sit there 
and not be a man! So I find that the manhood angle is the only one I can 
use with him. 

I f he protests that his interest lies only in his own community , keep 
t he argument in the abstract - - not specific to him or hi s community . 
What you have to say to him i s , II Look , you live in England , or Canada , or 
Detroit -- not likely that there will be some Hitler to kill the Jews ther e , 
but you have a responsibility to the Jewish people and to Israel. 11 

You must alter or completely negate his lack of interest in Israel , but 
not by threatening him. The only argument you can use i s: "You are Jewish , 
you don ' t deny it , the Christian world call s you Jewish -- therefore you 
have t o be a man and l ive up to the definition of what you are . even if you 
have no vision or imagination for the marvels of the Jewish people , the 
fantastic creativity of the Jewi sh people. If you really don ' t understand . 
agr ee or are interested in all that then I ' m sorry for you . You have a very 
rich background that you are not taki ng advantage of . But if this still 
does not exc i te your interest, I ' m telling you that you have to behave like 
a man . 11 

I n the case where he protests that he is more concerned with his own 
community vis- a- vis Isr ael . you must argue about movements of Jews . mi gr a
tions of Jews . 

"So what if you are sixth generation in Switzerland? 
in Spai n for fiteen generations and then were thrown out . 
a patriot for Switzerland. II 

Our people l ived 
So don ' t be such 

" I 'm not against Amer i ca . but listen -- seven gener ations ago your 
family came from someplace else. They were thrown out of Spain ; went to 
Holland. then to the United States. It can happen agai n , so don ' t be such 
a patr iot for America. Yes , I ' m a good American . I went to an American 
Univer sity and I served in the American army . But the center of Jewish l i fe 
i s not America . or England. or Swit zerland -- it is ISRAEL ." 

You don ' t tell him that his country is a bad country . You can only 
say to hi m that as big a patriot as he is for Argentina , he must know per
f ectly well that he must also be a patriot for Israel . You must keep pr essing 
him to r emind him that a man can have more than one loyalty . Do you love 
your father and not your mother? If you have two children do you love one 
l ess than the other? Every man has many loyalties . I can be a good . loyal, 
pat riotic American citi zen -- AND an Israeli citizen at the same t i me. 
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5. THE CLOSING 

Five minutes for the opening -- ten minutes for presenting the case - 
fifteen or twenty minutes to answer all his objections. KEEP YOUR EYE ON 
THE CLOCK. You have t o cut short your chairman or the Israeli - - or even 
the prospect . Hopefully, you don ' t cut anyone - - you will have enough time . 
But you have to bring it to an end. 

I believe , as the chairman should make the opening , he should make the 
closing . He can do this assisted by the Israeli. And here is the extra 
little bit of pressure by the Israeli -- for he can come in at the closing . 
I t is not absolutely necessary, because this simply is the asking figure , 
but it is good if he does . 

So you or your chairman will watch the clock , and will know when to 
say: I1John , we ar e at the coffee now , almost finished , and you want to go 
back to your office . We have had a very good conversation here . Now WHAT 
DO YOU SAY? OK for 100 , 000? 

Now , what ar e the possibilities? OK -- or No -- or I can ' t do 100 ,000 
but I can do 80 , 000. 

You and your chairman have to decide in advance what you will accept 
gracefull y -- quickly -- and with a smile . You have discussed this in ad
vance and have briefed the Israeli , that i f the guy will give 75- 100 .000 . 
you will take it . Because i f you can get him to go from 40 , 000 to 80 , 000 
this is a very good example to go to other people with. 

But you do not give in easily . "Well , John, 80 is pretty good , but we 
had hoped it could be 100 -- but OK . never mind. 80 is fine. " This , be
cause you want to put in his mind that you are just a bit dissatisfied . 
Next year you can say . "John , last year when I asked you for 100,000 we took 
the 80 , but I wasn't really happy. So now, make it up and make i t 100 , 000 
this year ." 

YOU MUST ALWAYS LEAVE THE DOOR OPEN FOR NEXT YEAR. 

But suppose he goes from 40,000 to 50 , ODD? What do you do? You have 
to have decided in advance whether you want to accept anything below 75 , 000 
or whether you have an absolute minimum. Then you do not close . Leave it 
open : "John , you really didn't get the message; it is very nice you have 
offered us an increase from 40 to 50 . Thanks , that's being a gentleman , 
but NO. If you go from 40 to 50 then everybody will give just a l ittl e bit 
of an increase. We need pace- setting. This is not pace- setting. Think it 
over and let ' s meet again i n a few days ." 

You must have made this decision in advance before you start . Don ' t 
try to impr ovise -- look at your chairman , and your chairman looks at you. 
NEVER ! You dec i de your tactics in advance . 

The initial gift is the closing gift. 
York City - - I will accept 50 , 000 now , but 

If you say . as they do in New 
I know that your closing gift 
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wi l l be 90 , 000 - - that ' s ridicul ous. If they accept a gift -- that ' s i t . 
They c an cal l it an " initial gift " but they never do get more . Forget 
that kind of rationalization . 

So 1 ) he gives you what you are asking; 2) he gives you something less , 
but very b i g and you have made a decision in advance to take it gladly ; 
3) he gi ves a very small increase over last year and you made a dec i sion 
not to take i t, and to postpone the closing. 

The fourth possibility is the har dest closing of all . In the first 
three possibilities you have made the decision in advance as to what to do . 
Re gave for ty -- you asked him for 100 , 000 -- he offers you 60 , 000 - - a 
50% increase . You decided in advance with your chair man that if he offers 
you 50 , 000 you will postpone and not close; but if he offers you 75 , 000 , 
you will take it . Now he offers you 60 , 000 . There is no w~ for you to 
deci de in advance whether to accept it or not . Only in the course of the 
conver sation can you see whether 60 , 000 is a good figure . 

It depends on what you lear ned about him . Maybe 100 , 000 was too much 
and you have over- rated him. Maybe he tell s you something about his busi
ness that you didn ' t know about . And you have to make a decis i on on t he 
spot . You could not have made it befor ehand. 

The only way to handle thi s is to be honest . You and your chairman 
should discuss it i n front of him -- openl y , as i f he wer e not sitt ing 
ther e . " • .. Jack says he can ' t make 100 .. . he r eally does feel strongly 
about Israel. . he does have a problem . . . he can' t really give 100 . . . " You 
want to dec i de if this wi ll give you a good enough exampl e to star t with or 
i s it too weak? "It may not be as good as we hoped •• . but it will gi ve us 
a good star t .. • I think we should accept it and not waste his time for 
another meeting • . . . " 

Such a conversation going on between you and your chairman shows that 
you di d not make a decision in advance , and are talki ng openly i n his pr esence . 
He becomes part of the whole decision- making process . You and your chairman 
have to always be on the same wavelength. It has to be perfect between the 
two of you no mistakes -- never misunderstand each other. 

There is still one other possibi lity - - that he will says to you that 
he i s not ready. He doesn ' t name any figure . so you have no choice i n the 
matter . You want to close , but you can ' t. ' In case one , two , t hree and four 
it was always up to YOU whether to close or not . Here , again , you have to 
decide in advance how you want to play the game i f he should s ay he wants 
to think it over. If you sense that he is asking for time to see how c l ose 
he can come to 100 , 000 (after all , you shocked him , he didn ' t know you were 
going to ask for 100 , 000 -- he gave 40 , 000 last year ! ) , t hen YOU HAVE TO 
GET A DATE BY WHICH HE WILL GIVE YOU AN ANSWER . You must never leave it up 
in the air. 

You have to say , " I understand , we asked you for a lot of money -- much 
more than you planned . We gave very strong reasons -- you want to see what 
is the maximum you can give . Let ' s meet next week ." 
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GET A DATE . DO NOT LET I T REMAIN OPEN . NEVER. 

The last case i s where he says he wants to think it over and you have 
a feeling that he i s just stalling you, delaying you -- and he already 
made up his mind. Here time will work against you . Then you have to have 
a pre- arranged signal with your chairman to push for a closing now , and not 
let him us e the answer that he wants to think it over. 

Maybe if you push him now you are going to lose money . Still , you do 
not really believe that he will go home and think it over, and that his 
conscience will bother him. You have a feeling he will try to escape, and 
you say , "Now . I must close it now. I insist upon it. " 

You can then use your Israeli to help you. Perhaps he can say, "Mr . X, 
I know you want to wait . But we have Russian Jews coming in every day , and 
they can ' t wait . I need an answer now ." 

I f he is mor e worried about security , you tell him we are getting more 
airplan~s every day, and that Israel must pay the bills which come in every 
month . We can ' t wait. 

Whatever you use on him - - say , "WE CAN ' T WAIT I" 

Bring in your Israeli to push and force a closing , and if you have to 
force a cl osing becaus e you suspect him , then don 't worry about losing any 
money -- because he is goi ng to cut you anyhow , or not incr eas e you . It 
depends on how you size him up . Force him , and force him hard . You have 
here a very tough case. Don ' t look for a very big increase, and protect 
yourself against decrease. So you may have to eventually take a small in
crease and settle for it. That ' s unpleasant , but if you have to do it, 
then do it ! 

* ** * ** 



Lecture by Rabbi Herbert A. Friedman 
January 14, 1973 
(substantially edited from tapes) 

SMALL PARLOR MEETINGS 

You can build a whole campaign on small parlor meetings and if you 
have enough of them -- the entire campaign will be a success . 

You can have a small parlor meeting at any time during the course 
of t he campaign , because it is a very excellent device by which you can 
pi ck up your open gifts . 

If you start your campaign in October , don ' t think that you will have 
all your big gifts by November or December -- or even January . Somebody 
is always going on vacation, etc . Watch where and when your people are 
goi ng for their vacations , because you might even plan very far ahead to 
have several small par lor meet i ngs in the places where they go . But be 
very careful about this , because they may object to your interfering with 
their vacations . 

One w~ to overcome this risk is to find the proper person to host a 
wonder ful party on a yacht , or in a club , or in someone ' s beautiful apart
ment . We are only talki ng about 10 , 15 , or 20 people -- it is alw~s a 
very small group . The gathering is set up within a social context , and 
at some point in the party the host explains what it is really all about . 
They get it allover with in 15, 20 minutes -- and go on with the party . 

You should decide in advance at what l evel you want the meeting 
$10 ,000 ; $50 ,000 minimum? Decide according to your own standards of what 
are big gifts in the country where you are working . 

At the same time that you are running a mass movement campai gn with a 
big meeting for $5. you can run a parlor meeting i n somebody ' s house for 
$20 ,000 on the same d~. Everything can be going on simultaneously . 

You must be very , very clear in your mind about the purpose of the 
meeting. Is the meeting going to be for purposes of education , or for 
t he purpose of fund-raising? Unless you decide in advance on one purpose , 
and only one , the meeting will be very confusing and you wi ll not succeed 
in doi ng either. The purpose must be only one - - and very clear . 

Ther e are several purposes for which you can hold such a meeting: 

1) Education: If you decide that you have a group of people who have 
never been to Israel and who do not know much about it , but who have a lot 
of money. you can hold very special , high- class , educational meetings to 
teach them what Israel ' s major problems are -- and not ask for one cent . 
You will have a second meet i ng for t hat later . 

Also , if you have a group of people in the top giving level, or 
prospects for top level , who need additional education , then you plan very 
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carefully how to give them this education . I would recommend that the best 
way to do it is not with some famous government minister. Bring somebody 
who can talk to them charmingly , interestingly and intelligently about what 
life really is like in Israel , without cliches , without propaganda . A 
young professor is always good ; a journalist is always good ; somebody in 
the arts -- but not somebody from the government with propaganda. 

Your speaker must have charm and patience , and be willing to listen 
to and answer questions. And he must be able to win their confidence. 
These very rich people have to feel open and free enough with him to ask 
what is on their minds. They will learn something , and then the process 
of education deepens. This is the best type of speaker for such a meeting. 

The meeting has to have a long question and answer period . Such a 
meeting should NEVER BE AT LUNCH because you never have more than one or 
two hour s . It should be in the evening or on the weekend . 

2) Fund-Raising : The invitees are solicited at the meeting. 

3) Rating: Of other people. 

4) Organizing a mission to Israel for themselves . 

These are the main purposes for holdin~ such meetings. There may be 
a few more, but it always has to be a MAJOR PURPOSE IN THE CAMPAIGN. 

****** 

The best rule to go by with parlor meetings is to have only the number 
of people you can have in someone ' s private home comfortably . If you have 
men only -- then twenty or twenty- five; fifteen is even better. If you have 
men and women, then have only ten couples -- maybe twelve . 

With limited space do you or don ' t you bring women? I always say yes, 
although many people disagree . If you can get the wife or the girlfriend 
to understand the problem, then very often I have seen cases where the 
woman says to the husband, lI you can give more. 1I She knows better than you 
how much money he can give. 

The intrinsic value of this small meeting is its intimacy . All of life 
today is big . You have a number for everything . This is part of modern 
civilization . What people want today is NOT to be just a number; they want 
to be a name, a man, a person . When you have a big meeting of 500 human 
beings in a large hall they are all just numbers . But if you bring a man 
into a room with ten people -- he becomes an individual. 
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You have to be there to make sure that everything goes as planned ; 
that the chairman says what you have told him to say . You organized and 
built the meeting. You decided the purpose of the meeting; you know the 
achievements which are possible. You have to make sure that everything 
goes accor ding to plan . And if you have done your work proper ly in ad
vance , you will never have to open your mouth -- everything will go accord
ing to schedule. 

You have to go into this parl or meeting of 10 , 15 people with a cer 
tai n percentage of the gifts already committed in advance , and those you 
can only get by personal canvassing. You use these meetings to try to 
get the gifts of another percentage of the people. If you have a meeting 
of 20 people , I would always ~ant to ~alk into that meeting ~ith one
fourth to one-third pre- solicited in advance. 

From a theoretical point of view , if I had 100 per cent of the gifts 
pre- solicited , the evening would be better. I ~ould still have the meet
ing , because it can then go nowher e -- except up. All that can happen if 
you have pre- solicited every person there is that they wi l l raise their 
gifts -- guaranteed. 

You and your chairman know all twenty gifts , but ~he people who come 
don ' t know that everyone is pre- committed . If you have a good pre- commit
tment from someone -- from 20 ,000 to 50 ,000 -- and there is another fellow 
in the room ~ho went from 20 ,000 to 30,000 , call the big increase first . 
When your 20- 30 man hears 11 20 to 50" in that one split second of decision 
before he announces his gift publicly he may increase right there on the 
spot . How much you don ' t know. This is the dynamics and psychology of 
private meetings . If you call your names in a certain order, one name can 
affect the other. So , theoretically you have canvassed everyone in 
advance , but , in practice , you never do. 

If I don ' t have at least 25 per cent in my pocket beforehand, I would 
rather cancel my meeting. I ' m not ready yet. I like to know as much as 
possible in advance about everything that is going to happen , and ~hile I 
cannot know 100 per cent , I try to reach 90. If I have five or seven gifts 
in my pocket , I go on with the meeting. 

Where you have a meeting with couples and the purpose i s fund-raising , 
you can have t~o separate meetings: the men can raise thei r money i n one 
room ; the ~omen in another. If you have a house big enough , that is . 
They can listen together to the same speaker , and then split up for the · 
fund- raising . The fund- raising procedure is the same for both groups. 

But if the purpose of the meeting is education or somethi ng else , 
then they would stay together. 

Stay a~ay from Friday and Saturday for these meetings. You can ' t have 
publ ic affair s for Israel on Erev Shabbat and Shabbat . Saturday night i s 
also difficult from a technical point of vie~ because for many people there 
are regular social events. Sunday might be a good day, depending on the 



- 4 -

habits of the country in which you work. In the United States , England 
and France , Sunday is a bad day . The man who is the host on Sunday is not 
well organized because he cannot get services. In most countries nothing 
is availabl e on Sunday. 

FRIDAY NIGHT, NEVER; SATURDAY NIGHT, POSSIBLE; SUNDAY NIGHT , BETTER; 
MONDAY THROUGH THURSDAY EVENINGS ARE BEST . 

• • • 

The single most important factor which will determine the success 
or failure of the meeting is your host. The attendance you will get is 
directly related to him . The two go together. Your meeting will be suc
cessful, fi r st of all , depending upon who the host is. If he is the most 
important , attractive, prominent, s i gnificant and pro- Is r ael person you 
have in your community, then your meeting will be a success , If, on top 
of that, he i s also the biggest giver then you have still mor e chances 
of success . 

You have to try to get the most prominent and important men , with 
the best houses and the best addresses that you can find. This puts the 
whole campaign on a higher level, which is where it belongs. You cannot 
use a Rothschild to be a host for a $5,000 meeting, even though $5,000 
might be a pretty high level meeting for your community . At that level, 
you have to have a host who is giving $25,000 or $30 ,000 -- good , big 
gifts above everybody else -- but not a Rothschild. You cannot have your 
host too far above the level of the people he is inviting. 

I am always in favor of using the host to send the invitations. 
This will help to get the attendance , which is not easy . Use his private 
stationery: "Mr . ------ has the honor to invit e you to dinner at his 
home , etc. , etc .-------for the purpose of rendering assistance to Israel . .. 
listening to a guest speaker from Israel. .. assisting the Magbit for Israel. II 

However you word it, THE INVITATION COMES FROM THE HOST . 

• • * 

By September 15 you and your chairman have selected someone to be the 
host for a dinner party , and he agrees . He gives you three alternatives ; 
October 15, 22 or 23. 

Let us say the purpose of this meeting is fund-raising. Prepare your 
list of names very carefully, indicating also when you want to see these 
peopl e for pre- solicitati on . You have to tie them together . You have a 
visiting guest coming from Israel who is going to help you canvass between 
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October 1- 10 . During those ten days , hopefully . you can get five or ten 
gifts successfully by canvassing. And so you pick October 15 for the parlor 
meeti ng , hoping to have half a dozen gifts in your pocket by then. 

You do a quick tel ephone canvas of the secretaries of the 20 men you 
want to invite , to see if they are going to be in town on October 15. 11 of 
them will be in town. Now go back to the host and tell him you have selected 
October 15 . Give him the list of names of those people to be invited , to
get her with the draft of the invitation. The host sends out this invitation 
over hi s name , on his letterhead . 

These i nvitations go out approximately three or four weeks in advance . 
Check what is going on in town on that date if this is the nie ht of a big 
opera , bal l , etc ., because the very people you want are those who are going 
t o attend things like that . 

After the invitations are sent you wait about one week for the returns 
to come in , and see who is attending . If you are lucky and they come in 
quickly by mail, fine. Usually this is not the case , and so the second push 
begins for getting the attendance. This push has t o come f r om the host him
self. That is why the host is so important . He has to use t he power of 
hia own name and voice . And I under line it fifty times. HE MUST MAKE THE 
TELEPHONE CALLS HIMSELF TO THE PEOPLE WHOM HE INVITED -- not hi s secretary 
to their secretary . THE HOST MUST DO THE FOLLOWUP FOR THE ATTENDANCE HIMSELF . 
Then chances are you will have a perfect attendance . Nobody wi ll insult him . 
Anyone who does not come will have a good reason . It may be a false r eason , 
but i t will be a good one , which he will have to give to the host per sonally. 

It is so important to have the right host who can apply this subtle , 
indirect pressure - - social pressure. 

You have to be in touch with the host every day to see if there are 
new acceptances . If , ten days before the meeting , you have ten acceptances 
and seven rejections , you have to decide what to do -- Do you want to go 
with t he ten? You still have ten days -- Do you want to take a few other 
peopl e, invi te them , and drop down one level of givi ng? You think ten people 
are a bi t too few ; you would like to have 12, 14 , 16 . You decide if there 
are a few mor e people in town , prospects , even far out ones , that you want 
to take a chance and bring into this meeting . You still have another ten 
days . So you send them invitations and the host follows up again wi th them . 

The whole point on checking up on attendance early enough is to give 
you a chance to be flexible ; either to add to the meet i ng -- or to go the 
other way . Suppose you get three "yes" and fourteen "no. " Do you hold the 
meeting? Of course not -- you cancel . 

But you have to be able to 
advance -- not the day before . 

cancel the meeting with enough time in 
Not two days before -- but ten days before . 

If you cannot get the host to call , then 
You will have to fight to get the attendance. 

YOU 
It 

have 
wi l l 

to do it in h i s name . 
not be easy. But 
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once you have it, then you have a good meeting. 

The procedure at the meeting has to be elegant - - nothing vulgar or 
cheap, and not overdone. There has to be a certain charm to it . The host 
speaks first and he is very happy that everybody ~as able to come; he is 
happy to see friends; he is most happy because all of this is for Israel. 
And immediately he puts the whole thing on a high l evel . This is not for 
me or you - - this is for something bigger than all of us. And he has 
here a wonderful friend who came her e from Israel who is going to talk to 
us, and please feel free to ask him questions. This is a nice informal 
meeting . 

They usually have some questions , and you have to check the time 
without looking at the watch. You, the director, have to have some signals 
with t he chairman about the timing. He should be sitting close to you. 

When the speaking and questions are finished, then comes the time for 
the announcing of the money . Basically there are only two ways to do it : 
1) Either the chairman invites everyone to volunteer - and he goes in a 
circle, which appears to be very casual. very friendly , and informal; or 
2) the other way is plan in advance the order in which you want to call the 
people, depending on what you know from what you solicited in advance . 
That ' s called "stacking the cards," whom you call first . second. third , etc . 

Wi th the cards "stacked" you can decide even fifteen minutes in advance 
how to arrange them , because all evening and during dinner conversation is 
going on allover the place and numbers are changing . The sto.cking of the 
cards takes place until the very last minute. 

There is a third way which I have seen work. You don ' t callout names , 
not informally and not from cards . You hand out envelopes and in the 
envelope is the man ' s card , the amount you want from him, and a place for 
him to sign . But you have to have the feeling of your people, because if 
you think that they would prefer it this way, then you are doing them a 
favor and are allowing them to remain anonymous. Then they have to do you 
a favor and give you the amount of money you are asking for . I think this 
is the least preferable way. 

The most preferable way is straight -- call the names . Don 't go around 
the room informally because you may get some surprises which could then hurt 
the meeting. Furthermore, if you go around this way you cannot take advantag 
of what you did with the pre-canvassing . 

The best system is always the straightest, right to the point. 
"Gentlemen , I have all the cards here and I ' m going to call your names now 
and we pay our taxes to Israel." 

There are two ways of calling the cards . One is not to mention last 
year ' s amount; the second is to mention the amount. 
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"Jack , last year you gave $20 , 000; how about this year?" Now if he 
says 21 , 31 , 51 , it will be an increase over last year. 

"Jack . I have your card here - how much would you like to give? " 
This is much weaker, it is hiding something. Now if Jack says $20,000 , no
body knows if he is increasing or not so it does not come on strong. When 
you are calling the cards, you must try t o get your chairman to do so 
giving last year ' s gift. 

When all the cards are finished , say "Gentlemen , fantastic ! We are 
off to a great start . II 

ve 
Or i f this is 

are fantasti c ! 
a parlor meeting later on in the campaign, "Gentlemen, 
We are beating the general average of the campa.ign ,1I 

On the other hand , if it is terri ble , then say so . 

There is no reason why you cannot turn a small parlor meeting into a 
weekend if you want to and can get, say , a luxurious yacht. It is more 
complicated and it may cut down attendance because some people will not be 
able to get away for a whole weekend , but it might in some instances help 
attendance because it uses very good imagination . It can be a very inter
esting , unusual , nice weekend , and some people might be tempted to go along. 

I believe in anything which is different, anything which keeps it 
from being ordinary and which makes the giving of money easier . It is easi er 
to gi ve money in pleasant surroundings than in unpleasant surroundings. So 
why not? You don ' t have to be rigid. Be flexible. But always you must 
make your logistics possible to work with. 

I am a very careful administrator of public funds. I have been with 
campaigns for almost twenty years and directly responsible for administrative 
budgets. But I believe that within a very careful budget it is wiser to 
spend some money on something interesting and exciting and different, and 
save money on some piece of mailing which anyway will go into the waste paper 
basket . 

You are the director of your money. Think of how to spend it best . 
Use it for something unique. Spend it in a very interesting , imaginative 
and creative way -- rather than on ordinary things. 

****** 
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LONDON DISl'R ICT SYMPOSIUM - SUNDAY, 13TH OCTOBER, 1974 

TI ME TABLE 

2.30 p.m. 

2 .35 p.m. 

2 .55 p . m. 

3.20 ·p.m. 

3.45 p . m. 

4 . 10 p . m. 

4 .20 p . m. 

"-

Ch_; rman 's introduction 

THE IDENTITY Or THE DIASPORA WITH ISRAEL 
- what has the Yom Kippur War meant to 

world Jewry 
- why does World Jewry need Israel 
- Israel 's survival for whom 
- the Jewish identity of Israel 
- the significance of the Isroe l- Diaspore 

relationship 

Discussion 

ISRAEL WDAY 
- the cost of the War 
- the defence budget 
- the Israe l Not ional Debt 
- the cost of immigration and absorption 
- the cost of health , educat ion and social 

wel fare 
- the Jewish Agency budget 
- the responsibil ity of the Diaspore 

Discussion 

Tea 

CANVt'.SSIN G TECHN IQ UES 
(0) The Assessment 
- how to determine the assessment 
- who makes the o~ .. p.ssment 
- self assessment os the fi rst step 
(b) Personal Canvass ing 
- when does personal conv0S.5ing beg in 
- who are the torgets 
- how to choose the canvassersi what is the 

be:'t team 
(c) The Appointment 
- how to make the appointment 
- the meeting pl ace 
(cO Canvassing Techniques 
- how to begin 
- how to present the case 
- the help of an outside personal ity e . g . on 

Israel i 
- the objections from the prospe ct 

P.T. c .........•. 



4.50 p.m. 

6.15 p.m. 

6.30 p.m. 

(2) 

- overcomi rog these objections 
- when and how to close 
SECUR IN G THE GIFT 
(0) Maximising the Gift 
- peoonol deeds of covenant 
- g ift of personal assets, works of art, 

property I quoted securitie5 
- company deeds of covenent 
- provision of professional advice 
(b) Redempt" n of the Pledge. . . 
- the acknowledgement of the pledge 
- when to ask for payment 
- who to osk for payment 
- how to ask for payment 
(c) The Records 
- the record card 
- informing Rex House of the 1975 pledge 
- recording the pledge 
- the receipt for the contribution 
- covenant forms . . 

- the computer and information .collection 

Q uestions cnd Discussion 

Summation 
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TEN RUlES FOR INDIVIDUAl CANVASSIiIG 

1. Rate the prospect 

2. Meet wi th hi. in person 

3. Ask for the specific iIIIIOUnt 

4. Exp Ial n tile reuons wIlY 

5. Answer _'s questlOfts 

6. Try 1:1 aIIta1n a definite repty 1m the spot 

7. Settle if .)'OCI are satisfied 

8. Go biek again If you are not satisfi .. 

9. Cen another e.. if necessary , 

10. Send hi •• tlllllt-.)'OCI note 

•••••• a ............. . 

• 
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SEVEN RULES FOR CAMPAIGNING 

1. Money f l c~ f roo e.;notic.nal Cortll!1t2er.t C!.nrl i!'!tel 'iectcill be Ji id. 

2. CO;T~ni~ej' t and be-l~(! f f l~w from tl'ie foil olOd i1S s~l of bas ic princl pl.?s : 

1 h:! Jc...: i Sh people is one ana 1);)1 ~& . 
~1J..:ry ,je~ i s r .'?spons Ib1e 'fot ellerj oth::!r Jew. 
lh~ s !J i" " ival of the Jer..-ish pec;le is i,ldl':ipe::1sab : e, for' Jews and 
fer inardt irtd bt large : 

d) 'O"Je b iC! strongest tools Wh;;l \~:r: ,:h tc £fi.'araotee surv1val are t'd..:catlon 
lind i r.l1ri ~ r at' on . 

e) 1s t"ael .':tal"lds i:t the cent~ 1" of t:att: efforts. 
f } Therefc re newl,} s ov~reign Israe l deserves Oi! r 5trcilge~t pcss1bl e s uppcrt . 

3 CJTTT.11tl!l.:nt and be ~ lef w1 thC1ut I t.!a':c l''o: hip aH: not ~utf l ci eilt. 

'4 leaders are of b:o t jpes: bcr ii cr~ trai!'1ed. The natural born will automa!l cally 
appear; t ile others r.: ;j~t be sea rch~d alit . persuaded to ente r- Ule c~mpal gn. alld 
t rai ned . New g~r.~rJtlor.s of t~ ~d~rs mus t be ~cu~ht constantly. ~n a 
n€~fe r-ef,d 1n9 proc.'::is 

5. · 'vercll l plans. including goal s . dates . slogans , emlssar1es. miss ions ar.d many 
ot hFY 'items , must be precise, spec i fic anri prepared almost a year In ad\'an ... e ; 
then must be kept f iex1 bl e to ~ccomcdate to pol1t1cal, econc:nlc or r.n11tary 
changes 1n tho env1ronment . 

£ , CafP/a5 s1ng rules must be learned by everyone 1" the entire organ1 :atlon 
dnd f("1 jowed 45 C!'l:3?ly as poss 1ble . Pre-canvass every impor tant gtft at 
~, 'a'y leyel of t t'!e c.:::-pa1gn. , 

I H1gh morale emanl! -:es f rom the top of t he he1rarchy, ar:d roves laterally throughout 
tr~ r.mt-l t"e 1a)' .:'ild pr~f (; ::; $i ona l cCITIillt tees emd structures. It is main t aIned 
by eAClIl19!a of hard w.; r k. u"ut t: f ul exphnations of every 1rrmediate situation, 
al,d gl'!r.e'"'ot.; s p'"'a h~ to r ef Fort., 

• 
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"Ib ' s an1. ron lts U for CaIITOaign Chainnen 
• 

1 . AlJ. \/orkers =:;Just cake their own cc:::..'Ili tments 
before they undertake to solicit anyone else . 

2 . Rating prospe:ts is indispensable for upgrading. 

3. Every f und raising function cust have adequate 
pre- solicitation of the key girts . 

4. Don't spend your t~e on ~ean1ngless meetings . 
~~e sure every ~eetlne you attend has some value 
in it . 

5. Compres s c~palgn, from opening dinner to 
vict ory celebration, into as brief a tl~e as possible . 

6. Use double teBr.!S on i~ortant so11citati')ns • 

7. Use nat i onal leadership resourcer- where you 
think it can be helpful . 

8. Take 3 or 4 key people over.eao on a quick 
survey trip , returning 00 the eve of t he campaign 
with first-ha~d ~~owledgc . 

9. Caref ully analyze each level of giving to see 
where the best i ncr easea can be achieved . 

10 . I f t he stock market should turn up , t ake fUll 
ad1/o.ntQGc of the '''o.rgai..''l sale" opport.unity . 

11 . Keep constant contact With your workers 
ha~dllnG t he top cords . Your per~onol follow-up 
Will prevent cards from sitti ng in sooebody's 
pocket . 



Should We List 
Names of Contributors? 

By SOLOMON B. FREEHOF 

Condensed from JEWISH FEDERA TlON NEWS 

This question of recording the 
name of the donor of a gift for 
chari ty has been widely debated in 
recent years. Those who favor the 
practice say that a man is entitled to 
the pride that comes to him when it 
becomes known that he has been 
generous in a good cause. 

Also, mentioning the name of one 
donor encourages other donors to 
equaJ or to surpass his "gift. Those 

Dr. Freehof, rabbi-emeritus of 
Temple Rode! Sholom, Pittsburgh, is 
widely known as an authority on the 
Responsa. 

who oppose the practice say that if a 
man gives only a sma D amount to a 
certain cause this is primarily his own 
affair and he should not be 
embarrassed by having the small 
amount permanently recorded. 

Because these opposite arguments 
each have weight, the practice as to 
permanently recording narnes varies 
from community to community. 

Is there a preference in this matter 
to be found in Jewish legal tradition? 

A direct opinion can hardly be 
found in the tradition, because the 
present method of conducting drives 
is only a rrodem development. In 

., Jewish Federation News" is published Iwice monthly by Ihe Jewish Community Federa
lion, 2601 Grand Avenue, Long Beach, Calif. 90815. 
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earlier ti.Ins they did not use ou r 
present method of audible auction to 
raise money for charity, though in 
one way there was something like it. 
For centuries the traditional 
syn agogue was maintained by 
especially generous gifts, given on the 
various holidays. These gifts were for 
the purpose of securing the privilege 
of being called to the Torah, or 
participating in one way or another 
with the Torah ritua1. 

The amount of the gift was 
actually determined by competitive 
bidding in the service itself, and the 
names of the donors, the successful 
ones and those who were outbidden, 
were all, of course, announced aloud 
in the synagogue. 

Al faT as I know, 1M nIlme.s of 
these donors were not pemumently 
recorded, but certainly they wert 
publicly announced. 

As for more permanent 
acknowledgement orgins, we do have 
traditionaJ opinions which 3rc not 
only mentioned by various authors, 
but are recorded as actual law in the 
Codes. The raising of money in our 
present form for charity did 
not-could not-record itself in 
literature, but what did record itself is 
close enough to our present charitable 
drives to be quite relevant (0 the 
question. 

Owing (0 the endless persecutions 
and expulsions, the central communal 
need was the rebuilding and 
refurnishing of the synagogues. With 
regard to that constant communal 
task there is the foUowingdiscu$Sion: 

If a man gives a Menorah, a Torah 
cover, or other gift to the synagogue. 
should he have his name recorded on 
it or not? The classic discussion of 
this question goes back to the 
thirteenth century to Rabbi Solomon 
ben Aderet in Barcelona, Spain, the 
great Spanish authority. 

He says that there are both Biblical 
and Talmudic precedents for 
recording the names of the donors. 
11le Torah ilSelf mentions the names 
of the benefactors in connection with 
their good deeds. Thus, Reuben is 
mentioned for his deliverance of his 
brother Joseph ; and Bou, in 
Bethlehem, is likewise mentioned. 

As for the Talmud, says Solomon 
ben Aderet, there is in Baba Bathra 
133b. II clear record on the gifts to 
the Temple of Yosef ben Yoezer and 
his son for their separate gifts. 

So, concluded the Spanish 
authority (this is in his Responsa, 
582,) it is proper to record the names 
of those who give gifts to the 
sanctuary, that they may have due 
memorial for their good deed, and 
also to open the door wide for other 
givers. 

This opinion of Solomon ben 
Aderet is repeated by many later 
authorities, as for example, Mendel of 
Nicolsburg, in the eighteenth century 
("Zemach Zedek", 52), and others. 

Finally. this is recorded in a rather 
remarkable way in the Schulchan 
Aruch, the official law code (Yore 
Deah 249: 13), especially in the note 
of Moses Isserles Kracow, sixteenth 
cenlury. 
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He says: "WhiJe it is a sin to boast 
of one's g:>od deeds, nevertheless, it is 
proper to record the name of a donor 
on his gift, flISt, in order that this 
public record may prevent the gift's 
being misapplied to another purpose 
unintended by the giver, and second, 
that it should be a memorial for 
him." 

From all of the above we can come 
to a clear conclusion as to the spirit 
of Iewish tradition on the m3tter of 
recording the names of donors. If the 
purpose of announcing and recording 

the gift is merely boastful vanity, 
then to record the name is actually a 
sin (as isserles said); but jfit is for the 
purpose of SIlfeguJl,ding the gift, that 
it mould not be misused fOT purposes 
unintended by the donor, or 
certainty, if for the more important 
purpose of encouraging other givers, 
then we should recon:l the names, 
following the opinion of the great 
Span.ish authority. Solomon ben 
Aderet , and thus, as he said, "open 
the door to other doers of good 
deeds." 

MAIMONIDES' EIGHT STAGES OF CHAR ITY 

1. He who gives grudgingly. 

2. He who gives cheerfuUy but not enough. 

3. He who gives a sufficient sum but is asked. 

4. He who gives before being asked, but directly to the poor ,rum. 

5. He who gives so that the poo' klWWS from whom he takes, but the giver 
knows not the recipient. 

6. He who gives SQ thot the give, knows (0 whom he gives, but the recipient 
knows not the giver. 

7. He who gives SQ that the give, knows not to whom he gives, no, does the 
recipient know from whom he receilles. 

8. The highest form: He who strengthens the holld of the poor by giving him a 
loan, 0' jOining him in partnership, or finding him work. 



JIA'75 

leadership 
Symposium 

Purpose 
To provide 
J IA Leaders 

with the necessary 
knowledge and skills 

for leadership 
of the 1975 
Campaign. 



Rabbi Herb Friedman 
Otten called "the fund-raiser" extraordinary", Herb 
Friedman was formerly the executive Vice-Chairm<ln 
of the UJA, and is no ~tranger to Ihis country. Three 
years ago he was instrumental in int roducing the 
concept of face-ta -face canvassing - a Campaign 
philosophy which revolutionised fund·raising in the 
United Kingdom, 

Herb Friedman enjoyed a distinguished academic 
career in the United States. graduating from Yale and 
Columbia as well as The Jewish Institute 01 Religion. 
He was ordained Rabbi allhe beginning of 1944, and 
later served as Chaplain with the U. S. Forces in 
Germany. 

In 1952, he accepted the post of Minister with 
Congregation Emanuel, in Mi lwaukee, Wisconsin. He 
remained there until 1955, when he joined the UJA 
as its Chief Executive Officer. For 18 years Herb 
Friedman was the guiding force behind the largest 
fund-raising organisation for Israel in the world, 
developing its machinery and presenting to the largest 
Jewish community on earth the needs of Israel. 

In 1971, he migrated to Israel with hi s fami ly and 
now lives in Jersualern and Cacsarea. Settlemen t in 
Israel with his family represents the ful filmen t of a 
lifetime commitment to the survival o f the Jewish 
people and the development of the Jewish State. He 
is now a Director of the World Liberal Jewish 
Movement. 



e who are your ta rgets. 
e how to choose the canvassers; 

what is the best team. 

III The Appointment 
e how to make the appoin tment . 
e the meeting place. 

IV Canvassing Techniques 
ehow to begin. 
e how to present t he case. 
e the help of an outside pe rsonali ty e.g. an Israeli. 
ethe objections from the prospect. 
e overcoming these objections. 
e when to close. 
e how to close. 

Securing the Gift 
Aim: To review the me thods of increasing the value 
o f the pledge, securing the gi lt and the importance of 
maintaining rccords as a key to a successfu l campaign. 

Maximising the Gift 
e Personal Deeds of Covenant. 
e Gift of pe rsonal assets, wo rks of art, property, 

quoted securi t ies. 
e Company Deeds of Covenant. 
e Provisio n of pro fessiona l advice. 

II Redemptio n of the Pledge 
e the acknowledgement of the pledge. 
• when to ask fo r payment. 
• who to ask for payment. 
ehow to ask for payment. 

III The Records 
e the record card . 
• informing Rex House of the 1975 p ledge. 
e record ing the pledge. 
e the receipt for the contribution. 
e Covenant forms. 
ethe Computer and informat io n co llection. 



"No campaign can be taken ill isolation. The next 
campaign and the responsibilities of leadership 
represent a considerable challenge. To succeed, WI'.' 

need your support and participation . " 

Michael M Sacher 
JI A OIairman 

JIA 
Rex House, 4-12 Regent Street 
london SWIY 4PG 



Michael Shashar 
Michael Shashar , until recently Consul o f Israel in 
New York (1971-1973), served as spokesman for Ihe 
mili tary administra tion of the Wes t Bank 01 Jordan 
and as press attache to General Moshe Dayan, 
Israel's Defense Minister, from the Six-Day War - in 
June 1967 - unti l 197 1. In thiscapocity he met wi t h 
many prominen t poli ticians. clergymen, iournal ists 
and writers, who came to the Middle East to obtain 
an insigh t into bo th Israel's and the Arab cou ntr ies' 
problems. He also made personal acquaintance wi th 
many of the Arab po li tical leaders in the territories 
under Israeli contro l since- lgB7. 
Mr. Shashar is fluent in Hebrew, Arabic, French, 
Gennan and Yiddish, as well as EngliSh. He is familiar 
wi th the l iterature deal ing with the p roblems of the 
Middle East. in addition to the fi rst-hand in format ion 
which he gathered in the field. 



Mr. Shashar is a journalist and wr iter by profession. 
He is the author of three books: "An Israeli in 
Moscow" , remin iscences of a lour in the Soviet 
Union; "Between Book and Border"; diary 01 a 
kibbutz member; "Europe'; a tourist guide for 
Israel is. He is currem ly working on his fourth book, 
deal ing with the neoN relationship between Israel is and 
Arabs. 

As a journal ist, Michael Shashar worked with the 
Israeli Broadcasti ng Service (1 960 - 1962)' served as a 
parliamentary correspondent for Ihe Hebrew daily 
"Ha lsole" (1962· 1964). and was assistant edi tor of 

the weekly magazine of the " Haaretz" daily· o ften 
referred to as " Ihe Israeli New York Times" -
(1964·1966), 

His articles, on a wide ran.ge of subjects, have been 
publ ished in Engl ish , Hebrew, German, French, 
Spanish, Yiddish, Danish, Russian and Polish. 
Mr.Shashar was born in 1933, in Berlin, Germany and 
emigrated with his paren ts to what was then Palestine 
in 1935. He received his education in Jerusalem and 
in other parts of Israel. He is a graduate of a lalmudic 
academy and o f the Hebrew University of Jerusalem, 
and holds a doctorate degree from the NY University, 
where he majored in Judaic studies. During the years 
1950·58, he served on a public service mission in 
Switzerland , France and Germany. 
Twice, in 1960 and 1970, Mr. Shashar went on a 
coas t · to~oaS I lecture tour of campuses in the US, 
lectu ring mainly on the Midd le East and Soviet 
Jl..'wry. His appearances received wide TV, radio and 
press coveratJe, 

Michael Shashar l ives currently in Jerusalem, is 
married and has lour children . 



The 1975 
JIA Campaign 
Statement from the 
Deputy Chairman, 
Trevor E Chinn 

Since the Yom Kippu r War it has become 
clear that World Jewry will have to accept a 
target for fund-raising of not less tha n our 
recent globa l campaign, if Israel is to carryon 
with the urgent tasks of immigration and 
"bridging the gap" . In this. the JIA will be 
ca lled upon to playa decisive role. 

It is essentia l, therefore, that we plan now 
and prepare our leadership for what wi ll be, 
without doubt, an arduous '75 appeal. We 
must provide our key workers with the 
necessary knowledge and ski lls for leadership. 
To this end we have devised a programme of 
Leadership Symposia which wi ll afford every 
JIA leader the opportunity to acquire the 
expertise to " let our people know" of thei r 
responsibilities during 1975 and the years to 
come. 



First Session 
Israel and the Diaspora 
Aim: To d iscuss the change in the relationship 
between Israel and the Diaspom since the Yom Kippur 
War and to review the needs for fu nds to meet the 
costs of immigration, educat ion and social welfare 
programmes in Israel. 

The Identity of the Diaspora with Israel 
.What has the Yom Kippur War meant to 

world Jewry? 
.Why does world Jewry need Israel? 
elsrael's survival for whom? 
• The Jewish identity of Israe l. 
eThe significance for the Israel-Diaspora 

relationship. 

11 Israel Today 
• the cost of war. 
_the defence budget. 
• the Israel national debt . 
• the cost of immigration and absorption . 
• the cost of health, education and social 

welfare . 
• the Jewish Agency budget. 
• the responsibility of the Diaspora. 

Second Session 
Canvassing Techniques 
Aim: To investigate methods of obtain ing the 
highest possible contributions from the Anglo Jewish 
community based on an approach to potential 
contributors through districts and trades and 
professional aff in ity groups. 

The Assessment 
• how to determine the assessment . 
• who makes the assessment . 
• self assessment as the first step. 

II Personal Canvassing 
.When does personal canvass ing begin . 



Memorandum 

United Jewish Appeal Federation of Jewish Philanthropies Campaign 
130 East 59th Street · New Yorl<. New York 10022 • (212) 980·1000 

TO Herbert Friedman DATE December 7, 1981 

FROM David Edell 

S UBJECT Discuss i on on Solicitation - Chairmen ' s Mission 

This is a synopsis of our discussion regarding the elements which 
we wanted to incl ude in the seminar on solicitation : 

1. Clarifying the Issues 

~fuat is UJA all about (state building, etc.) 

Why do we do what we do (discussion) 

Ten facts to use in solicitation 

2 . Discussion on how people feel when soliciting for UJA 

The goal of t he discussion is to get them to express 
their feelings , for you t o address t heir feelings, 
and to present the mind set of confidence and pr ide . 

3 . Why face to face solicitation . 

What impact it can have on the overal l Campaign and their 
Division Campaigns . It will be important to use specific 
goals such as if each member of the Executive Committee 
were solicited face to face, the kind of residual impact 
that would have on their solicitations. 

4 . Ra t ings 

How one assesses how much one should give himself. 

We must deal with the whole area of how one assesses how much 
one shoul d ask another person. 

What right does one have to ask someone for a specific 
gift . 

I would recommend playing a rating game by creating a 
fac t itious profile and asking people to write down a 
recommended gift. 

On behatl of the United ..IIowIsh AppIeI beneliciaries: United Israel Appeal, Join! Distribution Committee. OAT (0fgan/zaIi0n for Rehatlililation through Training), 
New YOI'k Association for New ~, HIAS and .lNBfand of !hit Fedetation of .-Ish PhI~ropIn of New Yor1l, 130 local member agencies proyjdiog 

Aged Care, Child Care, Cl;wmJuniey CenIer.J and Ys, F.ruly Wellara, Medical SerYio;:es, .JewSh Education and Rabbinical Services, , 



Page - 2 -

5. The 

6 . Turn 

Solicitation Process 

How does one get an appointment 

How does one open the discussion 

The concept of holding to the rated figure 

The concept of putting the figure on the table early 

Arounds 

Asking the group what they think responses will be to this 
appr oach and then engaging them in discussion on how to deal 
with those issues within the context of a solicitation. 

7. Role Playing 

This is a random outline of my recollections. Let ' s flesh it out 
again soon. 

Looking forward to this whole experience. 

r 
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Memorandum 

United Jewish Appeal Federation of Jewish Philanthropies Campaign 
130 East 59th Street · New York. New York 10022 • (212) 980-1000 

TO HERBERT FRIEDMAN DATE DECEMBER 31, 1981 

FROM DAVID EDELL 

SUBJECT SOLICITATION TRAINING - CHAIRMEN ' S MISSION 

I will distribut e a t the end of the training seminar the enclosed sheet . 
It is a good summary of training sessions which has been we l l received 
by many of our leaders . 

It rela t es directly to i t ems 5, 6, and 7 of our outline (my 12/7/81 
memo) and is useful to us and as a handout for future refer ence . 3 brotLt.!/i 'r-

If' 
~~ , ... ~~ ~ J D( "s,H ~-:;, ,-

:'f" ~ ~"'\ll p- ~ .,n,.....!t.A 

-.\.~o? ~s ~~ r '-
Let's discuss t his next Friday . 
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October 12, 1982 

Rabbi Herbert Friedman 
United Jewish Appeal, Inc. 
1290 Ave . of the Americas 
New York, N. Y. 10019 

Dear Herb: 

I just wanted to say again what a pleasure it was to meet you 
and to thank you for your thoughts and suggest ions on pro
fessionalism and Campaign (By the way, Webster 1973 offers a 
non-military definition of Campaign. "A connected series of 
operations designed to bring about a particular result."). 
During the past hectic months my enthusiasm had been sinking 
and I wa s beginning to feel discouraged. The few hours we 
spent together and the application of your suggestions this 
past week have revived me. 

Your suggestion of a fundraising school is a very good and 
necessary idea. You are right , most schools of soc ial work 
don't adequately address the subject and often confuse fund
raising with grant writing. Good fundraising requires an 
appreciation of the underlying prinCiples involved. I've 
enclosed a copy of my 1980 research paper which reviews some 
of the best literature on fundraising. Also enclosed is an 
outline of a fundra ising seminar J gave at Denver University's 
School of Soc ial Work. 

I look forward to seeing you again soon . 

Sincerely. 

h~ Gary~pser 
Assistant Campaign Director 

GS:mjb 
Enc1 s. 

300 South Dahlia Street, Denver, Colorado 80222 (303) 321-3399 
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EUID-RAISING SEMINAR 

May 24 , 1982 

I. mo's HERE 

1. NAME 
2. AREA CF PRl\CI'ICE 
3. l>GBJ.C'{ OR FIElD PlJICE2.!ENl' 
4. WHAT YOU WANr 'JIl RIO< MYJJr FUND-RAISING 

II. CAN ' T TEI\ClI YOU lUI 'JIl BE Fl.ND-RAISERS IN <NE EVENING - HOPE I CAN SFCW YOU 
lUI 'JIl mINK MYJJr & EVl\IlJA.."'E FtH>-RAISING. 

III. WHAT ' S BAD ABOUT EUID-RAISING 

1. ASKIN:; FOR >ONEY 
2. DIS'lWCl'S FKro1 '!HE "REAL mRK" OF 'mE ~ 
3. HARD WJRK 

IV. WHY FlND-RAISING IS IMPORTANT 

1. 00LI:n/ l<!JIE 
2. = Cl.M!ITlM'Nr 'JIl O!G\NIZATICN - CREATES A SE2lSE OF CJ-lNERSHIP -

EX : "NElGiBORHX>D PLAYGKlUND " VS " PUBLIC PIAY'GRXIND" 
3. HIS'JIlRIC EXl>M?LES 

a. EARLY 0iRl0I 
b. IAroR WIeNS 
c . A.C.O.R.N. 

3 . KEEPS OR.;A~ZATICN RELAVENI' - IF PEXlPLE \;{N ' T SUPPORr IT '00\.1'1 'mE 
MARKET PLi\(E IS TEIJJNG YOU =rrNG: 

EX. ' MAKH CF DIMES 
'1 . "::."'''Il~"t -f<, ... ...... o~ ..... 

V. FUNDRAISING C1lMPAI= IEFINEIl 

1. FOR A SPECIFIC Pro:m:I' OR >G£»::'i 
2. Rrn CN A SOIEOOIE WIlli !EADLINES & r;:J.X1J!AS 
3. PR:6PECTS ARE RATED & OOLICITED FOR TAJG:r = 
4. VOIrn'lEER SOLI=RS - WELL TRAINED & INroIt1ED 

VI . BEFO~ STARl'llli 
A. ARE 'mE O!G\NIZERS P_~ 'JIl MAKE A S IQITFICANI' FINA!,CIAL 

CCNl'RIBUI'ION ro REALIZE 'mE PR).J'EX:'I'? _ ""'r'o. .... 1"'"'C\I\"' o ""<1 ~ -\ .. . r()'- '$ ~ 

B. FEASIBILITY 
1. ARE PUBLIC OR 0'lliER FUNI:6 AVAI= wrnT A 'J\lLERI\BLE NUMBER CF 

STRINGS ATTl\Q!ED 
2 . ARE 0'lliER O=:IZATIeNS PEREYlRMIN3 A SIMIlAR SERVICE 
3. NATICNAL o=rZATICN Prov:rDING SERVICE BUI' ror IN Cl:WUIITY 
4 . lUI HAVE O'rnER SIMIIAR Cl\Ml?AIQ,'S lXlNE IN ARl'A. 
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C. M1\Km:; A CASE 

1. STA1EMENT OPEICl'S & =C IN SUPPORT OF APPEAL 
2 . rn::M rnNERAL TO PRl\CI'ICAL & SPECIFIC 
3 . TIMELY , PRACl'ICAL & SCXlND 
4 . = 
5. DEMNSTRATE AGE:N:Y'5 CXMPE'IENCE & PAST REXXlID 
6. STME SPEl:IFIC OBJECTIVE INCLUDm:; DOLLAAS NEEDED 
7 . INDI CA'IE WID I S TO GIVE & IKM 
B. aNlTRUCT lIN EX1IMPIE 

D. AlMINISTRATION 

VII. STARTING 

1. A CAMPAI~ I S A BUSINESS AIID YOO BmTER BE ABlE TO l'C!:XUNr FOR 
EVERY DOlLAR RAISED lIND SPENT 

2 . REXDRD KEEPrn:; 
a . NCN- FISCAL - a::Nl'RIBuroRS & PR:6PECI'S , PLEIXiE CAFDS , 

WJRKER ASSI~1ENI'S , w)RKER INFORMATICN , CALENDAR 
vlIlli IEADLINES 

b . FISCAL - PLEI:GES & CO=ICNS, ~ 
OF a:Nl'lUllUTIONS & BILLINGS 

c . STATISTICS - 001\L: TO CCMPJIRE PERFO!lMAN:::E OVERTIME 

1. WEEKLY !\Ni\LYSIS CF P=S 
2 . l'MlUm'S RAISED 
3 . NUMBER OF CXNI'RIBUTORS 
4 . A'llUNTS OUl'STlINDm:; 

3. MAILINGS 

4. 

A. ruLE OF MAIL: I T TAKES 1WICE AS LCNG !\.S YOO 'lHINK 
IT SIKXJID , 'IHEREfURE , PLAN !\!lEAD a:l 

R., ~ .... (" 0 ... ~~~r:t ~ /I::i~ . -lo A;:. t\ a.. 
STAFFC-, C,.I. ... '" boot. ~' v"'! 

A. PARlNERSHIP 

A. IE!\DERSHIP 

1. BEST WHEN rn::M WIlliIN OffiANIZATION lIND CAME UP nrn:xrn THE 
R!\NI<S . EX : 1-1'\RRIOTT 

2 . WARNER (1975) CAN GIVE , a:M1INITY INFLUENCE , WELIr-LIKED, 
GENERXTS , FF.ARLESS , CAN SPEAK WELL , AND A TRJE BELIEVER , 

3. NEED TO TRAIN & OEVELCP CA'!PAIGN Ll'J\DERS 

B . CAMPAIrn GOAL 

1. PEOPLE 'lEND ill BE GOAL ORIENTED 
2. 3 POINI'S TO PONDER 

a . CXl'MlNITY ATTI'IUDE TCWl\RS Offi!\NIZATIrN 
b . ='CMIC CLIMATE 
c. HC>'l I'lJRTHY IS YOOR CASE 
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3. = SHOID BE DETEmrNED BY TIlCSE WID l;:IlL FULFIIL IT - BI\SEJ) 

00 l\COJRATE INFOR-lATICN & FELT OBLIGATIoo 

4. rm= 
a . INSURFS sux::ESS & Q'X)O FEELINGS 
b. IESS r-= BUYS LESS SERVICE 

5. HIGl GOAL 
a. M:JI'IVMES ProPLE TO GIVE illRE 
b. PEOCEPTIoo OF FAIUlRE IF N:Jr AOlIEVED , RISKY FOR NEW 

CAMPAICN 
c . MAY FRIGHTEN OFF LEADE:RS!IIP 

6. l\CI'UAL = 
a . REALISTIC & AOIIE\11!.BLE 
b . RISK OF FAIIlJRE 
c. REI:XX:ES VALUE CF "WINDFALL" CCNl'RIBUI'ION 

7. 00= 
a . FAIWRE II-1PQSSIBLE - G:X>D FOR NEW CAMPAICN 
b . DCN ' T KNav Wl'EN !\OITEIIfMENJ' IS CXM1ENDABLE 

B. PElU:NTlIGE JlPPlWla! 
a. PAST PERFORMANCE BEST INDlCATICN CF = 
b . lVAmER'S FORMUIA: LEADERSHIP PillS TOP TEN aJTSIDERS 

EXlUAIS 1/3 OF P<mNITl\L 
c . SEYMXJR' S FOIMJU" LEl\IlERSHIP EXlUAIS 15% OF POTENl'IAL 

C. PUBLICITY 

1. PUBLICITY ONLY CRFATES AN A'lKlSPHERE FAVORABLE TO TIlE CI\lJSE . 
PEOPLE GIVE TO PIDPLE AND CNLY "'lIEN TIlEY ARE ASml. 

2. MAJOR crnSIDER2\TICNS 
a . ORGANIZATIoo MUST BE ABLE '10 RESPOOD TO EFFECI'S. 

EX : SC1>1EBODY TO ANSWER TIlE PHCNE , A PL1\CE TO USE 
VOWNl'EERS 

b . TAIIDR '10 UNIQUE FEMURES OF aMllNITY 
EX: AIJFORA SENTINAL VS UP TIlE CREEK READERS 

c . SOME PUBLICITY J\PfXTr TIlE IIOlllNTEERS - A TIlAc~-YOO THl\T 
BRINGS IN illRE VOLUm'EERS 

3. NEED FOR "PERSCNALIZATION" - NEEDS ro BE Drmx:::rill AT "YOU PERSCNALLY" 

D. CAMPAICN CAlENDAR 

a . CAMPAI= ARE BEST WHEN TIME LIl-IITED 
b. PIDPLE GENERAILY WAIT TIIL THE IAST MINUTE 
c . ESTABLISH CAlENDAR FARLY & STICK TO IT. 
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VIII. CJ\MPAIGNING 

A. IDRKERS 

1. 'mE IDRE 'lllE BETmR 
2 . IlIERI\1CHICAL ~ WIlli A CIEAR LINE a' RESPaOSIBn.ITY 
3. SOURCE OF CJ\MPAIQI & 0==00 IEI\DERSHIP 
4 . KlST BE aNl'R.!BlJroRS 

B. IDRKERTRAININ3 

1. WHYS & mATS a' CMJSE !'NO 0==00 
a . NE:EI:S EXPRESSED IN HUW\N lERt£ 
b . SUE VISITS 

2. TEX:HNI= a' SOLICITATIoo 

a. PRE.SEN'I'lN:; THE CASE, cr.csJ}.X; , QB.J'EX:;I'Ic:NS 
b. roLL PU>.Y & VICOO TAPE 

C. RATING PIDSPECJ'S 

a. IDST V~.w1\BIll INFORW\TI00 FlUl lOORKERS WHO HAVE == WIlli 
PIDSPECJ'S 

b . PAST =005 TO CJ\MPAIQI 
c. PUBLIC sarnCES 

D. ASSIGNMENr 

a. BEST SOLICITOR FOR EI'Di PIDSPECT 
b . =OFGIFr 
c . TEAM APProJlOl 

E. SOLICITATICN 
a. FACE-TO-FACE >'CST PRaXlCl'IVE 
b. "SOLICITOR TruST" DE!'LNSTRA'JED BY SOLICITORS CCNTRIIUJ'ICN 
c. PERCIEVED CRISIS - PEOPLE EAT EVERY = NO!' IN 'nIE = RUN 
d . SPECIFICITY OF REXlUEST - ASK FOR 'lllE KI'!OIEN SINK \>HIOl ())5T5 

X DOLLARS , ~ 
e. TAX IMPLICATICNS - rt"':.Q .... .!...o 4~~ 
f. 01'HER 1EOINIQUES 

a. DINNER OR PARLOR MF:E'I"mS 
1. =1 /ollST BE FILIED 
2. USE CE PEER LEADERSHIP 

b . SITE VISITS AND MISSICNS 

c . IlOOR-TO-IlOOR 
1. BEST WHEN SOLICITOR Krn'l'l 
2. MIlKE SURE YOU HAVE 'nIEIR A.."'l'ENl'I00 

IX. CLOSm:.; 

A. COr=rICNS 

B. ~: GENERAL & SPECIAL THANKS FOR =-nR"IHY GIFI'S 

C. EVALUATIoo 
1 . REVIEW GOALS 
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2 . RESUL'IS - NEM GIFI'S, IXJLLAR5 RAISED 
3. = 
4. IDRKERS EI/J\IlJATICN 
5 . PUBLICITY 
6 . PRJPCSE[) lIND NJJIW .. CALENIlI\l<S 

D. ~CN OF VOLUN'lEERS 

JiOI' PCSSIBLE ro "00 =" WI'lliCUr RESClUlOS. II'E ' HE KIlDIN> OORSELVES IF WE 
'l1lINK WE CAN CH1\N:iE SCCIEl'LY wrm::ur HA= = OIlER CXJR J>GEN::Y' S = 
AND IEVEIS OF INCXME . AS SOCIAL w:::m<ERS - AS JlGF.Nl'S OF CHAN:iES , WE HErrER 
KN:M HCW ro RAISE ~ONEY . 

XI. QUESTICNS 

XII . EVl\IlJATICN OF PRESmrATICN 
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ORGANIZATION FOR A FUNDRAISI NG CAMPAI GN 

Gary Slepser 

Pr ivate chari t ies in the United St ates raise and dis t ribute billions 
of dollars annually . Accor ding to the Amer i can Association of Fund- Raising 
Council, this amounted t o over $43 ,310,000,000 in 1979 . Such chari t able 
or ganiza t ions serve a redist r ibutive func t ion in our soci ety . I t is impor
t ant that social workers a r e awar e of this "service" and the fac t or s which 
make i t possible. Pr ivate social service agencies and concerned citizens 
mus t wo r k diligently and creatively to find resources with ~hich t o provi de 
the whole r ange of social services from abortion counsel i ng t o zoo ou t ings . 
I n t h is era of " limited resources" and "balanced budge t s", social wor ke r s 
mus t develop the requisite skills to raise funds in the pr iva t e sec t or. 
This paper is intended as an overview and guide to the me t hodologies of 
fund r aising . 

Fund raising is an essent ial element in the welfare of many pr ivate 
soc i al service agencies . One such agency that relies heavily on private 
con t ributions is t he Assoc i ated Jewish Charities and Welfare Fund . The 
thr ee- fold purpose of this article is to determine those factors which most 
influence an individual's contribution, to develop an outline for campaign 
organization , and to serve as a r eference fo r the reader . 

Fund r aising campaigns in general and the AJC campaign in particular are 
char acterized by the following : 

1. They a r e run largely by and for special interest groups, 
in this case the Je~ish oocmuni ty of Balticore . 

2. They finance stated programs . 
3 . They are run on a schedule ""ith deadlines and quotas. 
4. Prospects are classified and solicited for a target gift. 
5. Volunteer solicitors are well-infor med and trained . 

Characteristics 2 through 5 were identified by Seymour (1966) and Hu t ler 
(1977) as the generic characteristics of all fund raising campaigns . 

BEFORE STARTING 

One of the key elements which distinguishes a campaign f r om o t he r t ypes 
of fund raising activities i s planning . Precampaign planning is c r uc i al and 
frequently determines the success or failure of t he campaign . Both Hu t ler 
(1977) and Warner (1975) place considerable emphas is on early planning . 

Making a Case: 

The "case" is an advocacy statement which sutnlllarizes the essent i al facts 
and l ogic in support of an appeal for funds . Some considerations in building 
a case are: 



1. The case must be humanitarian , wide i n scope, and proceed 
log i cally from the general to t he practical and specific 
details. A sample case mi ght be : All people should have: 
decent housing •.. The ABC is mobilizing to provide housing 
for 500 elderly persons in our community .• • A )OO- unit apa rt
men t is needed for this at a cost of $12 , 000 , 000 . The 
appeal : "Will you give X dollars so that our communi t y can 
provi de decent housing?" 

2. The case must be timely , practical , and sound . 
3. The case must be urgent. 
4 . The case must demonst r a t e the ins t itut ion's competence t o 

render the services to which i t is committed. 
5 . The case should state the pas t accomplishments of t he agem.cy. 
6. The case must advance a plan. 
7. The case must state specific objectives . This includes t he 

dollar amounts needed . 
S. The case must indicate who is expected to give and how . 

A well- made case is a logical statement of how one may help and ends 
wi t h an appeal which gives the donor specifics . Building a strong case i s 
an essential element of ear ly planning . Even well-established campaigns 
should reappraise their case on a regula r basis . 

Feasibility St udy: 

Befor e investing a significant amount of t ime , energy, and mon.ey i n a 
campaign, one should evaluate the chances of success.* This is part icular ly 
important fo r groups starting out on their first campaign . It is essent i al 
to ask the basic questions in the planning stage . The most salient questions : 
Are t he founde r s prepared to make a significant financial sacrifice to 
r ealize t hi s project? 

Ot he r aspects of a feasibility study include investigat i on of the 
following: 

1 . the possibility of public or other funds available for t he 
project; 

2. othe r organizations performing similar services; 
3 . any national organizat ions that are already providing the 

proposed service but not in this project's community; 
4. t he success or failure of the campaigns of groups wit h 

siDilar purposes. 

Only af t e r a feasibility study has provided a positive pr ognosis should 
the campaign be continued. A good feasibility study is ha r d wor k and requi r es 
t ime and energy , but it is a crucial element in a well - planned campa.ign. 

Campaign Adclnistratlon : 

A campaign Is a business and mus t be managed accordingly . From the 
ou t set of a new campaign, rudimentary structures t o manage and administe r 

*A discussion of this issue can be found In Warner (1975). 

is 



the campaign must be establi shed . Management and administration practices 
should be r eevaluat ed r egularly . 

Central to campaign administration 1s the management of two broad cate
gories of da ta . The non-fiscal r ecords will include: mas ter files of cont r ib
uto r s and prospect s, pledge cards,' wor ke r assignment sheet s , worker infor ma tion 
lists , campaign organizat ion chart , and campaign calendar with deadlines . The 
fiscal records will include : recording and reporting of pledges and collec
t ions, acknowledgments t o contributors, and billing . 

Ot her areas of campai gn administration concern s t atistics and mailings . 
St a tist ics a re the measurement t ool by which the campaign 's progress is 
determined ; t hey should be prepared fo r no less frequent than a weekly ana l 
ysis . The statis tics should break the campaign into its most i mportan t 
e l ements or divisions . Reports should indicate the amoun ts r aised t o da te, 
t ot a l number of contributor s , and the numbe rs and amounts of those who have 
ye t t o contribute . This data will then be available t o cocpar e t his year' s 
campaign t o other years , and , for this reason, counting methods shoul d no t 
be changed unless absolutely necessary. 

l'failings are of vital 
this operation carefully . 
report s should be prepared 
bundled.· 

St aff : 

importance; t herefore , i t is essential t o control 
All majo r mailings . publicity , invitations . and 
well in advance--in envelopes , s t amped , and 

Most ongoing campaigns are staffed by fundraising professionals. In 
mos t cases . t hese people have duties in the organization in addi t ion t o fund 
r aising . This is t he case in t he AJC and sicilar organizations . Ther e are 
many differen t views concerning the responsibili t y of the s t aff during a 
campaign . Bo t h Hutler (1977) and Seymour (1966) de vote consider able atten
tion t o this subjec t. On one point they are in clear agreement: the s t aff
lay relationship should be one of par t ner sbip--each learning from the other, 
growing. and doing a better job as a result . The professional br ings certain 
spec i al skills ; t he volunteer br ings fresh approaches and insigh t based on 
a broader, more personal contact with the coc=uni t y . Volunteers at all 
l evels are the heartbeat of t he campa iBn . a fact the s taff does ~ell to 
acknowledge . 

STARTING 

Once t he preliminaries are completed and one is satisfi ed t hat a solid 
case is made and a fund - raising campaign considered feasible. the campaign 
is ready t o begin . 

Leadership: 

Leade r sh ip. and specifically t op leade r ship. is one of the mos t i mport ant 
fac t ors in t he success of a ca~paign. Warne r (1975) and Hutle r (1977) have 
devo t ed consider able a ttention to the subjec t, and each has dra~~ a profile 
of t op campaign leade rs . Hutler emphasizes the preferabil ity of dr awing top 

*Grubb and Zwick (1977) o ffer an excellent practical approach t o the use of 
the mails for fund r aising . 

16 
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l eader s from wi th i n the or ganiza t ion, I n a new campaign , t his may not 
always be possible or t o t he bes t advant age . Warner ' s (1975) prof i le of 
l eade r ship qua lities cal ls for a pe r son ... :ho has wealth and community influ
ence . and is well-liked , generous. and fearless . He or she should be a "tr ue
believer" i n t he project and 3 good speaker who is also well- organized. 

Need l ess t o say . the per son embodying all these charac t e r is t ics i s a 
r arity . Even when such a pe r son can be found . i t may no t be possibl e t o 
de pend on hi s or her services yea r afte r year. so in ongo i ng campai gns . com
pr omises mus t be made i n leader ship sel ection . ~~en l eader s ar c br ought up 
t hr ough t he r anks it is possible t o he l p an individua l cultivate and i mp r ove 
weaker areas ; t hei r adva ntage to t he campaign is their avai l ability . 

~~e ther the campaign chai~persons or o t her leader s a r e chosen f r om within 
or wi t hou t the organization . it is wor th t he time and trouble t o get the per 
son with the right qualities for the job . Top leadership should be planned 
fo r beginning on "day one" and should not be assigned mer ely in or der to 
fi l l slot s on an or ganizat i onal chart . Warner (1975 . p . 25) . emphasizing 
the importance of good leader ship . notes whimsically. " If you find him. 
pr o t ec t him . Be sure he s t ays out of drafts and takes his vi t amin piUs . " 

Se tt ing the Campaign Goal : 

Many people ar e goal- oriented and tend to wor k betce r and ha r der when 
t hey have an objective . Goal- sett ing in a campaign is usua,lly a compr omi se 
between what is needed and wha t fund raise r s think t hey can do . The r e a r e a 
number of point s to be taken into consideration by campaign leader shi p when 
setting goals . Hutler (1977) indicates that foremost is t he amoun t of money 
that has been r aised previously; in other ~ords , past performance is t he bes t 
indicator of fu t ure potential . Additionally . t he corenunity's at t itude 
toward the organization and the economic climate a r e importan t fac t ors . 
Ther e should be. finally. a careful consideration of the campaign ' s "case" . 
Is t he relative merit of the cause s o good that it deserves a sizeable 
portion of the community ' s char itable resources? 

The campaign goal should be de t ermined wi t h input froo a wide r ange of 
indiv iduals including key contributors. This not only helps assur e that t he 
goal is based on accur ate information, but also places the contr ibutor s 
under some obligation to see that the campaign succeeds . 

Four diffe rent goals a r e desc r ibed by War ner (1975 , p. 36) ; each t ype 
has advantages and disadvantages . The "low goal" will assure t ha t t he cam
paign is successful . and ever yone involved will feel gr ea t when t he goal i s 
surpassed . A dr awback is that less money buys fewe r services, and t he top 
donors will adjust their gifts do~~ward--when they give less . so do o t her s . 
In t he "high goal". it is assumed that by over-extending , the public might 
be mo t ivated t o give more and thereby advance the cause that much fu r the r . 
A pot en t ial di fficulty . however . i s that the organiza t ion may be stigmat ized 
as a failu r e if the goal is not ach i eved . The high goal may also f r ight en 
off l eadership . The "actual goal" looks best--on the surface. I t is honest . 
r eal i s t ic, and achieveable. but, if the goal is not atta i ned , part i c ipants 
wi l l be demoralized. Also , this goal lacks the power to inspir e and can 
r educe the value of a windfall contribution . Finally. the r e is the "no goal" . 
With no goal , "failure" i s impossible. and for new groups , it 1s t he best 
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approach. The drawback i s that neither pot ential donors nor the organization 
itself are given any gu i delines for commendable achievemen t s . 

Obviously , the design of a campaign goal i s a complex pr ocedure. Each 
organization must t ake into account its unique circumst ances as well as its 
fund-raising potential . To t h i s end , both Warner (19~5) and Seymour (1966) 
suggest a percentage appr oach . Warner advises that the estimated sum of" 
contributions from the leadership group plus the ten largest ou t side contrib
utors 1s app r oximately equal t o a third of what can be achieved. Seymour 
simply r ecommends that the top leadership be polled anonymously, and it may 
be assumed that the sum r epr esents 15% of the organization's fund - raising 
po t ential. 

Publicity: 

Although most of the publicity i s gea r ed for the l at t e r part of the 
campaign , it 1s necessary to start its plann i ng early . Publicit}', however, 
does not rais e any money . At best it creates an atmosphere favorable t o t he 
cause. but it should be reme mbered that people give to people. not to bill
boar ds . newspaper ads. nor slick television spots . 

Warner (1975) indicates three major considerations about public ity . 
Fi r st . the organization must be able to r espond effec tively to the inc reased 
public awareness generated by the publicity . Next, publicity should be 
tailor ed t o the unique features of the communi ty--what works in Peor ia may 
no t work in ~ew York . Finally . publicity about workers and donors makes 
them ""ork and contribute that much more; some of the limelight should fall 
on t hem. 

There are several very basic rules about campaign publicity emphasized 
by Hutler (1977) . Campaign material must get the pr ospect ' s at t ent ion 
instantly an~ hold it throughout the message . In addi tion , the cessage must 
c r eate a desi r e t o ac t , and . finally, this desi r e OUSt be directed toward 

. the part icular caopaign . 

Publicity may t ake the form of spoken words , written words, or audio
visual presentations . Publicity needs to be as personal as possible. Grubb 
and Zwick (1977) have an excellen t step-by- step formula fo r personalization : 
add up t he "we 'sl! and "you ' s " in your caI:lpaign publicity; if the "we's" out
number the "you' s " , start over. 

Publicity also se~ves the function of attracting campaign workers, 
especially in the pre- campaign stage . 

The Campaign Calendar : 

Schedules and deadlines are one of the key trademarks of a campai gn ; 
it becomes clear , therefore , t ha t a detailed campa ign schedule mus t be 
established 'ea rly . * 

*Hutler (1977) gives an excellent example of a campaign calendar . 
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THE CA.'1PAI GN IN ACTION 

At this stage of the pr oject. many things a r e happeni ng s i multaneously: 
wo ~ker r ec r uitment . t r a i ning . the r at i ng of prospec t s , and the solic ita t ion 
of advance gi ft s . What foll ows i s a r oughly chronol ogical ord ering of t he 
ac t ivities. 

Volunteers: 

Face-to- face sol i c i t ation is the most effective means of f und raising . 
For a proj ec t t o be s uccess ful , the r e fore , a s uf f i c ien t number of vo l untee r s 
must be rec rui t ed to cover al l t he prospective con t r i butor s . 

Bot h Tayl or (1976) and Hutle r (1977 ) have excellent r eviews fo r t he 
r ecrui tment , training, and use of ·volunteers . It is a s t ep- by- s tep pr ocess 
wh i ch fun ctions f r om t he t op down . The gener al chairperson recruits t he 
division heads whe, in turn, rec ruit the t eam captains and so on down th r ough 
the organiza tional char t . The vol unt eers will become t he pool from whi ch 
futur e leader s wi l l be chosen. I t is i mportan t , t he refor e , t ha t voluntee r s 
a re infor med t hat they a r e the key t o t he campaign ' s success and tha t certa in 
s pecif i c t asks wi l l be expected of them. 

For t hese r easons, vol unte ers need t o be trained . The t as k can usuall y 
be accompl i shed in one well-pl anned . well- r un mee ting . Training should 
include two clements : 1 . ~~y and What--an explana t ion of t he cause , the 
progr am , and ot her wor k of t he or ganizat ion . I t should be factual but ex
pr essed in t er ms of human needs . In addition , i t is extreme l y beneficial 
i f volunteer s vi si t pr ogr ams and see fo r themselves . 2. Techn i ques of 
Sol i citation--volun t eers should be t augh t t he ar t of pr esenting the case , 

·asking f or a contr ibu t ion . and over coming object ions . Ins tructional aids 
s uch as r ole playing , v isual a i ds , and discussion should be used . Video
cape i s an excellen t t ool and is highly r ecommended . 

Vo l un t eer s should leave a training session excited , en t hus i astic , and 
knowled geabl e . They are t he key t o sucess . I t is also useful to keep a 
file on t he volunt ee r s , which should include per tinen t in fo rma tion and the 
indiv i dual's per fo r mance r ecor d . 

Ra ting pr ospec t s : 

One of t he dis tinguishing char ac t eris t ics of campai gns is t hat prospec t s 
a r e solicit ed fo r a target cont ribution . Thi s r equi r es r esea rch. evaluation , 
and aSSignment. 

The campa i gn ' s volunteers who have some sort of con t ac t with pr ospect s . 
whe t he r social or professional , a r e t he campaign ' s pr imar y researcher s and 
sour ces of i nformat i on because they have access to da t a about pros pects . The 
t ask is t o draw ou t and t hen organ i ze t his inforoat ion in a useful fashion. 
I nfo r mation may also be ga t he r ed through ot her publ i c sources such as finan~ 
c i a l direc t ories and announcement s of contr ibut ions t o other or ganizat i ons . 
Fina l ly , past cont r ibut or s t o the organi zat i on should be i nc l uded. 

I n t he evaluation s t age. ·all t he data is r evi ewed. Thi s should be done 
by those ~'ho ~'ill be dOing the soliCiting . Based on th i s i nfor ma tion , an 
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appropriate and realistic solicitation goal can be determined. 

At the ass i gnment stage , the purpose is to get t he best solicitor for 
each prospect . In this manner , solicitat i on is further per sonalized. 
Solicitors are most successful .... hen t hey have some social contact wit h t he 
prospect and .... hen they ar e in t he same contribution category. The solicitor 
fo r a $1 , 000 contribution .... il1 be most effective if he or she i s donating 
a similar a~ount. For l a rger donations, it is often advisable to have more 
than one solicitor assigned to the prospect. 

The Solicit ation: 

Ultimately, all the planning , recrUItIng. training, and rating is 
directed to .... a r d bringing the prospect and solicitor together.* The elements 
which cont ribute t o the success of an individual solicitat ion may be divided 
into classes of greater or l esser significance . There is a un i versal agree
ment in the literature that face-to-face solicitation yields the best r esults. 
The greater the degree of personalization , the greater are the sol i c itor's 
chances of success because , as previously noted . "people give to people" . 
Flanagan (1977) reports that an additional benefit of this technique is that 
people give mo re when they are also solicitors. 

The next relevant factor in the sol i citation is that of "perceived 
c r isis" . Seymour (1966) r eported that people will give more when they are 
"cued" for sacr ifice and that \olara and o t her disas ters are such IIcues" . 
For example, the Jewish community historically has responded with substantial 
gifts in t~es of c r isis . This was evidenced by t he outpouring of contrib
utions during the 1967 and 1973 Arab-Israeli wars . 

Another factor of significance in Jewish fund -raising is that of 
"Jewishness". Knudsen (1976 , p. 28) r eported t.hat fund raising tied with 
r eligion "seemed to be gett ing top dollar" . Ritterband and Cohen (1979. p . 
13) reported what they termed "the core, the more " theory . This stated t ha t 
Jews who take seriously one aspec t of Jewish life tend to respond in like 
manner to other aspects including philanthropy . They further reported t hat 
ritual observance was the best predictor of giving and that observant Jews 
give a higher percentage of their incomes t han less observant Jews . 

The final. hi ghly significant factor in solici t a tions was that of the 
solicitor himself and . in particular. the solicitor' s gift . Flanagan (1974) 
stated that the sol i ci t or is selling him/herself as much as the pr ogr am . 
Hutler (1977) concurred in t his and added that the sol icitor must be trus ted 
by the prospec t . These. two elements corne t ogether in the solicitor's gift . 
Seymour (1966) found that the best responses were t o workers who had contrib
uted . and Warner (1975) concluded that the solicitor' s gif t must be a "real 
sacrifice" for him/her t o be effective . 

In addition, there are factors of lesser Significance to fund-raising 
campaigns . Past giving was reported as a st r ong predictor of giving , because 
"giving bege t s giving" (Seymour , 1966 . p. 28) . Those who had previously 

*Hutler (1977) . Seymour (1966), and lo.'a rner (1975) have practical "ho",·-to" 
reviews of t he actual solicitation mee ting . 
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donated through mail sol i citation were three t o seven times more likely to 
give as those who had neve r given (Grubb & Zwick , 197 7). There i s also the 
element of social coer cion (Ritterband & Cohen , 1979) . Contributors tend to 
belong socially to a commun ity of givers which r e inforces and pr omotes giving. 

The specificity of the r eques t is another f ac t or. The dimensions of 
this elemen t include specificity o f the amount 'requested and t he s pecificity 
of the project for which it was solicited. Solicit ors a re more s uccessful 
when they ask for a specific item (Seymour. 1966 ; Flanagan, 197 7) . 
Flanagan continues t ha t ty.ing this with a specif i c amoun t is even more suc
cess ful. This is a feature of the case . An example of speci f i ci t y in 
a solicitation , which continues the earlier example of case- building, might 
be : " Will you give the central kitchen facility in this apat:tment ccmplex 
for the elderly which will cos t $X? " 

A final facto r in the success of solicitation is t hat of a tax advantage . 
Seymour (1966) and Hutle r (1977) r eport that this is seldom a pr i me mo tiva t or 
f or donor s but may help determine the amount of a con tr ibution . The role of 
the tax advantage is gener ally given more credi t that it is due . Discussions 
abou t tax advan tage may lead to a discussion about giving , but its role in 
t he person's decision to give is mi~or . 

Solicita tion Heetings : 

There a r e numerous formats othe r than one- on- one solicitation, and when 
soliciting large numbe rs of people, these methods are necessary . Di nner 
meetings and parlor mee tings a r e particularly produc tive . 

Dinner mee t ings take a tremendous anount of ~ork , particularly in plan
ning one .dth a guaranteed full turnout. A dinner mee t ing t ha t does not fill 
the r oom will be perceived as less than successful. There a re nume r ous 
elements that need t o be carefully planned, e.g . • speakers, menus , r oom 
a rrangements, per plate charge , car d calling , etc . Hutler ( 1977) and Warner 
(1975) are good sources to consult before planning such an event . 

Pa r lor meetings a r e peer group meetings of between ten and twenty 
persons who a r e invited for the specific purpose of making their commitment 
du r ing the meeting. Parlor meetings are one of the prime t echniques fo r 
soliciting and obta ining large gif ts. Peer- group pressure is a key elemen t, 
and , for this reason, only prospects of equal potential for giving are 
invited. This event has an open , social atmosphere and brings together 
people who know each other . It also provides a pleasant setting in which 
influential people can exercise their influence . 

New Techniques--Hissions t o I s r ael : 

In r ecent years , a new technique of fundraising has been used ve ry 
successfully by the AJe . This technique is known as a "Miss i on to Israel". 
Essentially it is a ten-day visit to Israel in which participants as a group 
mee t with Israeli officials and leaders t o learn in detail the speci fic 
problecs of Israeli society as well as t he specific solutions and cOS ts . 
The Americans ar e t aken t o see places that are off-lini ts to o r dinary 
t ou r ists ; t hey are made to feel special . Also, they ge t a good sense of 
the ur gency of t he need and are sho .... ", how the y can efiec t a change . Smolar 
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(1979) reported tha~ 30- 35% of all funds r aised by the AJC i n r ecent years 
woas pledged by people on missi.ons . 

Pace- Setting Gif t s: 

A sad reality of fund raising campaigns is that about 80% of the money 
wi ll come from about 10% of the donors . Advance or pace- setting gifts , t he r e
fo r e , can make or break a campaign . The pr ocess of soliciting these gifts 
is t he same as that described earlie r . The psychological impet us and peer 
pr essure l everage of pace-setting gifts shoul d not be underestimated . Pace
setter prospects should be made awoare of their important role and obligat i on. 
Also . t here is the powerful psychological benefit of entering the public 
phase of the campaign wi th half or more of the goal already achieved . 

CLOSING 

Reaching the campaign goal is only the beginning of the end of the 
campaign . There are many loose ends which must be tied--primarily in admin
istration and evaluation. 

The campaign office must go into high gea r to close ou~ the campaign . 
Pledges must be redeemed or bil ling arrangements made. Every contribution 
must be acknowledged . This is very important . Everyone l ikes to hear the 
wo r ds . " thank you" . Particularly noteworthy contributions should receive 
individual attention from top leadership . 

A final evaluation should take place soon (within a month) after the 
campaign while impressions of events are still fresh in ever yone's mind . 
Evaluations should take place on all levels of the organization . There 
shoul d be included a review of the case, techniques, procedures, expendi
tures . and solicitors . A review of the cacpaign s tatistics should be done 
to spot areas of s trength and weakness . ~ .. nen all this is conpleted, a final 
campaign report should be prepared for future refer ence . The report should 
include goals, results , budgets , copies of all publicity . and the proposed 
and actual cal endars . 

The most frequently neglected yet the most important post- campaign 
activity is giving special recognition to every volunteer. This can be 
done in a soc ial setting and should be fun . As Seymour (1966 . p. 102) sug
ges t s. "tasteful diffe r entiation" should be made of those who have done an 
exceptional job . Plaques and certificates are the expected foro for this 
but a creative approach can make the dist inc tion more personal and meaningful . 

Fundraising in t he private sector is increasingly important i n making 
possible the delivery of social services and in effecting social change . 
The profession of soci al work must recognize this fac t. There is a grea t 
deal of potential wealth that can be collected and directed tO~'ard "doing 
good" . Thus , social service professionals must focus their efforts on 
developing skills to raise funds more effectively and imaginatively . 
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ATTInJDES 

THE CAMPAIGN CHAIRMAN 

tiThe effective Chainaan baa a greater impact on the 

campaign after he is out of office than while he is 

fulfilling his nominal poaition." 

If you recognize that the growth and develo~ent of the 

Jewish future rests upon your actiona, you viII run 

your divisions with the same furvor, and drive that you 

run your home or business. 

As Chairman you are ..ang the small cadre of Jews around 

the vorld that numbers at most a few thousand, vho have put 

themselves on the line, with tiale. money and commit tment. 

to do the nitty-gritty work to ensure there viII be the 

funds to build Israel and to care for Jews in need. 



TRENDSETTER 

RECRUITER 

Set Example, Credibili ty, Respectability. 

Giving - doesn't have to be largest but represent 

giving at the fullest potential. 

Knowledge - Campaign, issues, the organization 

and Jewish affairs. 

Enthusiasm - Help volunteers to maintain the pace 

of their work and their committment t o 

their work. 

Time - Must be committed to spending the time 

needed to provide for the maximum direction 

and contact with volunteers. 

Change - Open t o introduce and experiment with new 

programs, approaches to fundra!sing , missions, 

training speakers, etc. 

- Leadership Development 

- A volunteer organization requires a constant infusion of 

new workers with a variet y of talents. The Chairman must 

aggressively reach out to new people or bring them up 

through their organization. delegate responsibilities to 

them. and work closely with them to guide them through 

their first leadership experiences in our organization. 
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ORGANIZER 

MANAGER 

Work with professional to evaluate pas t experiences 

of the division, to analyze strengths and weaknesses , 

and to develop structures and allocate resources 

to address these finding . 

Set realistic, broad and challenging goals with 

co-workers . 

Establish a structure wherein each worker understands 

his/her position, whom they are accountable to and 

one that effectively allocates the ava ilable forces of 

workers to achieve the divisions goals . 

Maintain high visibility and constant contact with 

leadership and worker s so they are up-to-date on issues 

and so are you on their concerns. Motivation and 

accountability. 

Establish a strong relationship with your Professional 

Staff. They are a valuable resource for ideas In all 

areas of campaign. 

Recognize abilities of others . 

Sensitive to motivation of others and yourself 

Good listener 

Team Builder , surrounds oneself with top quality people, 

involves them in policy and deciSion-making, creates 

esprit de corps. 
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TROUBLESHOOTER 

SPOKESMAN 

REPRESENTATIVE 

Handle major share of assignments especially 

"toughies" using your prestige as Division 

Chairman . 

Confront hard decisions related to campaign 

issues and policies. 

Help to maintain "shalom bais" among workers 

and with contributors as necessary. 

To be conversant on campaign story, where money 

goes, and broad Jewish issues. 

You represent the standard of Leadership of 

U.J.A. - Federation. In that capacity you are 

often invited to represent your D1vision or 

U.J.A. - Federation at National and citywide 

functions, as well 8S at community and 

trade meetings. 
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LEADERSHIP MATERIALS 
UJA-FEDERATION 

< 
GREATER LEADER AUTHORITY 

GREATER GROUP FREEDOM 

> 



CAMPAIGN PLANNING GUIDE 

This list of questions will serve as a guide for you in 

making initial plans for your Division's Campaign this year . As "manager s" 

you must consider the app ropr iate goals, structures and calendars to 

ensure successful campaigns . In addition your planning should provide 

for some new campaign ideas and approaches which will help to keep our 

work dynamic and interesting . 

GOAL SETTING 

List t he data and evaluations you will want to review ahout previous 

campaigns as you begin planning and se t goals for this year. 

How will you gain your workers acceptance of the goal? 

What about creating a fundraising goal and campaign plan for involving: 

New workers 

New givers 

Young people 
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STRUCTURE 

Draft a Table of Organization for your Division. Identify what kinds of 

volunteer assistance you wil l need and where you can delega te responsibility 

for projects . 

Who will you turn t o in order to fil l these positions? 

EDUCATION 

How will you educate your wo r kers abou t the UJA-Federation s t or y and 

teach them how to solid.t? 

CALENDAR 

Plan a solicitation schedule for the ca tegories listed below. Indica t e who 

should the solicitor s be and "where and how" the solicitations should 

be conducted . 



.. .. .. 
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Category 

Division Leadership 

Workers 

Solicitor 

Major Contributors (5 . 000 & up) 

Significant Contributors (1 . 000- 5.000) 

Func t ion Participants 

New Givers 

Other 

"Where & How" 

Plan a draft of the calendar for your Division's campaign this yea r 

including all of the meetings and functions which you feel ar e necessary 

and appropriate. 
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SOLICITATION TECHNIQUES 
by Stephan Schiffman 

Effective solicitors are not born, they are created ~~rough a combination of 
dedication to a cause, education, hard work and some experience. In order to be 
a successful solicitor. one must understand the various elements that go into the 
art of solicitation. 

Solicrting is very similar to selling. As in selling. there is an introduction. 
a period of explanation, a point of decision and, finally. the close. If the 
solicitor understands each of these elements. he or she will be successful. In 
shor~, solicitation :equi:es a sure grasp of these various techniques. The 
following will give you an outline of the art of solicitation. 

As a solicito~ . the~e 
New Gifts prospec~. 

are four attribut.es · ... hich you must have as you face tile 

~Honesty about • ... hat you ...,ish to get from the prospect 

---cause to which you are dedicated 

"-Gif< 

""-
you are asking no more than you have already done yourself 

Knowledge familiarity with the subject you are talking about 

Remember that when you begin a solicitation, the first and foremost thing you 
have going for you is your sincerity. You are going to approach the prospect on 
an hones t and realistic level . Your integrity and reputation are at stake . 
Therefore, be honest -- dontt lie; donlt exaggerate; tell the t--uth . 

Secondly, our cause is like no other. Your cause is different from all others 
and that difference is something that we must all remember. Your cause, is 
different from ocher national charitable institutions. 

Your own belief in the cause comes through to the prospect. It is your dedication 
to this cause and your belief in its supreme importance that .... ill impress the 
potential giver . These "vibrations" will be picked up by the prospect . 

Third. your own gift is extremely important. 
job selling me insurance, one of the first 
ask you is. MDo JOu own life insurance?" If 
end . Solici tinq is s:.milar to this. Unless 
yourself and backed up those words of praise 
you will not convince others to give. 

If you were interested in a 
questions the interviewer would 
you didn ' t the interview would 
you have proven your own commicment 
to "the cause" with tangible actions. 

The fourth aspect is knowledge. You possess knowledge of the workings of the 
agency that the other person does not have. Many people like to think of 
solicitation as a form of discussion. In fact. to some, solicitation is a 
form of discussion in mocern-day society. Use the soli cit.ation not only to obtain 
a gift, but to exch info~ation. ~--------
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Now, lee's eake a look ae the seven steps that go into the actual solieitacion. 

L Incroduce yourself 
2. Establish rapFort -- small talk 
3. Set tone -- serious 

•• 
5. 
6. 
7. 

Ask for dollar amount. 
Turn around objections into positive statements 
Confirm the pledge 
Thank the prospect 

Using the list above. let us see how a solicitation works. 'Nhen you f irst enter 
the room, you are going to introduce yourself. This may be as simple as 
sta~ing your name and explaining your purpose for bei ng there. 

The second step 'Jill come in est.ablishing rapport. with the prospec"t. by engaging 
in some conversaeion which may be about. the children, t~e wea~~er, or some other 
subject · ... hich may help both of you relax and "break the ice". 

Thirdly, setting the tone becomes extremely important. You are there for serious 
business. You have to be serious aboue the subject. It is vital that you 
believe that. solicitation is a mission, not just an exercise in obtaining money. 
There is a real _purpose in soliciting which 1s summer up by one word -- "communicating" , 

Fourth, the average solicitation takes approximately 4S minutes. Therefore, 
if you ask for the dollar amount in the last ten minutes of the solicitation, you 
only have ten minutes t.o get that money. However, if you ask for the dollar 
amount in the first five minutes, you have 40 minutes to discuss it. The 
conversation really begins when you talk abou~ the dollar amount. For this reason, 
you should introduce this element early in the conversation. 

Fifth, once you ask for the dollar amount, objections or put-offs are sure to 
follow. These ob j ections may be ftreal" or a diSguised reason may be given for 
not contributing. It is your role as the solicitor to distinguish bee~een which 
objections are "valid" and which are not. This may well be the most difficult 
pa~ of the solicitation. 

Sixth. once you have obtained the gift, confirm the amount by repeating it and 
then have the pledge ca~d signed~ 

Seventh, thanking the person is, of course, crucial. No matter how the 
solicita tion has turned out, evert if you donlt receive the gift, it is important. 
to thank the person for his or her time. 




