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The purpose 0£ this study is to develq> a canprehensive 

marketing strategy for programs to ~ ltlrttl American 

ycuth to Israel. 'Iha object is ooth to in:rease the 

participaticn of Diaspora Jews and 1n::rease the impact 

of existing programs al participators. 

Clearly program quality is furxiamental to the 

achievement of this goal. Poor quality programs serve 

as negative marketing. American yQJth woo travel al 

poorly organized programs retunl to the U.S. and 

disoourage others fxan OCl'lSidering tr-"dV81 to Israel. 

In our review of programs we have not, however, 

attempted t.o evaluate the quality of the programs 

provided. 

~ study reaffirms o:tlen's :findin:J that word of ma.1th 

is the sinJle most important cuxrent marketing tool 

far every program. Q.J.it.e simply, friends and 

relatives are more likely to speak favorably of, and 

urge others to participat.e in, ootstarding programs 

than poor aleS. 

~ data is derived from 18 interviews with program 

directors in key organizaticns. Most were extremely 

cooperative and many expressed enthusiasm for 

upgr~ their marketing efforts. 
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Q1e limi tatial of a.Jr study is that we did n:rt: talk 

directly with participants or those interested in 

participating. 'lbll'efare perceptia,s of the target 

pcp.llatial and key players such as local Rabbis and 

principals of Jewish sch:x>ls must necessarily reflect 

perceptia,s of directors interviewed. 
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Research a:nfums o.m:ent Marketing Efforts Need to be 
Strengthened 

As way of preparatial for developing a more effective 

marketing strategy far Israel Youth programs, RF&R 

interviewed 17 argani.zaticns. Many of the.se interviews 

lasted over cna hour and focused en how the px:OJI&n was 

currently read'l.1n1 cut to its targeted audisx:e and l'XM 

effective it was in rec:rui ting. 

'Ihare are a rumber of important ~lusicns that can be 

drawn from this research about~ exist1.rY:1 marketing 

efforts. We discxJvered that argani.zatials currently 

marketing Israel programs to young American Jews are 

us.inJ a variety of marketing techniques, and there are 

four basic txx>ls that are relied en most heavily. 'lhese 

include: 

o 'Iha c:reatial of brochures and other printed 

materials far direct mail programs a1 med at 

spec1 £1c tar.get pcpul.atia'ls ( members of yo.ith 

organizaticns, trose woo participate in activities 

at Jewish 0:lnmunity Centers, etc.) 

o The develcpnent of advertisements 

0 Holding (l)0n ho.lses 

o Working with local Shlichirn and recru1 ters. 
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Despite these marketing efforts, American yo.ith travelin:;1 

to Israel are finding out about the programs, for the most 

part, through word of mcuth. It is clear that the 

marketinJ strategy in place at the moment is not as 

effective as it can be. 'Ihe advertisements are cx:nsidered 

t.o be almost universally ineffective (and certainly not 

cost effective). In many cases, the distributicn of 

materials is reactive. When som8Cl'l8 finds out ato.Jt a 

prcgram and calls for mare infarmatim, materials are sent 

out. 

Furthermore, the research revealed that there are many 

important marl<etirg t.echniques that are l'X1t beirg used. 

Far example, the least e>cpensive 0p{Xlrtunity -- the use of 

pJblicity -- has been un~ 'IMre cnlld be numerous 

oppxtuni.ties to develop stories in the leisure, OOJCatim 

and travel sectial.9 of 1ocal newspapers. 'Ihese stories are 

not beirg devel.q>ed. 

Direct mail is an:>ther important marl<eti.N:1 tool that is 

not beirg utilized to its fullest. While some 

organizaticns are using it, they have had modest results. 

A direct mail campaign can be cost effective if the 

varia.is ~ of programs ~te m this ( there is 

simply no rea&:n why high schx>l programs, touring 

programs, archaeological digs, and sports programs -- and 

others -- canrx:>t be pranoted together). If a teenager is 

not interested in 010 prog1 am he or she may be interested 
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in another. t-'breOYer, telemarlceting is yet another 

important technique that is simply rot being used en aey 

systematic bas1 s. 

Very few, if arr:/, of the mganizaticns we met with had 

systematic approaches to marketing -:- each purveyor seems 

to work independently. '1bare are marketing techniques 

that would rot be cost effective for them to use 

independently, rut which would be cost effective en a 

oollab:xrative basis. 'lhe lack of oooperatim is also 

resul tiig in redurxiant m1st.akes. ~ organi.zatim is not 

leamin::J £ran the mistakes of others. 'lh1s awJ.ies not 

auy to ma:IketinJ wt to ensur1rq that the trips 

themselves are of the highest quality. 

ReccmnendatialS 

Based a\ the re.search, RF&R reoornrneods the develc.pment of 

three pilot projects. 'lhese are: 

0 Pilot Pmject #1: EstabJ J atwsrt of Reeou:I'ce Qs1te:c 

Cne of our moat important recommendaticns is that 
an Israel Rec:rui tment Rasa.a:ce Center be 
established. 'lhis is a Center of professional 
expertise to take responsibil.i ty for 
implementatim of oollatx:Jrative marl<eting efforts 
and to work with each of the ex1.stiI:g 
mganizatialS to help improve the quality of their 
indepeooent marketing efforts. 

To test the impact the Resource Center could have, 
we recommend that -- for the first year -- the 
Resource Center sb:uld focus its energies a\ 

helping to strengthen the maxketing efforts within 
two to three cities. In acklitial to this test, we 
also feel that the effectiveness of two specific 
marketing ~ sh:ul.d be tested in pilot 
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cities.. 

o Pilot P.roject #2: TestiDJ the Effectiveness of 
Direct Mail am Telemarlcetirg 

Direct mail. is the single most urrler--utilized 
market.:fn1 t.echn:ique in the prcgrams evaluated. 
Yet it can be with:lut d:lubt the moot effective way 
to reach un- affiliat.ed jews. A direct mail and 
telemarketing campaign targeted en b:>th high 
sc!n:)l and college age lQlth could yield 
significant results at a modest cx:et. 

o Pilat P.roject #3: Ma:d<at:1rg Israel. Irr.euU....e 
savinJs PrqJrams 

We reoornrnend initiating a program to encourage 
parents and grandparents when their child is p..ing 
to set up a savin3s acoamt which WOJ.ld be used 
a'll.y to san:l their child to Israel. 'Ihe px.O:JLaut 
oould be organi.7.ed thraJgh Hebrew sch:x:>ls as well 
as a variety of other outlets. 

While sane significant stri.dea have been made in efforts 

to encx:urage American youth to visit Israel, RF&R believes 

that there are still a number of q:p:xttunities that can be 

capitalized oo. We believe that the ~ we have 

suggested will enhance the overall existing marketing 

pn.gram and reach a.it to exparrl its audiences b:>th in the 

a£fil.iated and unaffl.iated segments of the American 

Jewish CXXM1unity. 
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Before outli.ninJ our overall plan for increasing youth 

travel to Israel, we felt it would be beneficial to make a 

number of observatioos alnlt the mark.etinJ strategies 

presently bemJ used. 

What we have learned so far cx:nfirms the su.sp1cial that 

programs designed to bring American :ycut:h to Israel are 

pJOrly marlceted. 

o Mcst :recnu. ~ is dc:ne by word of ma1th. 'lhis 

limits the reach of recru1 ting in affiliated 

~ and makes it diff.1.cult to rec:rui.t in the 

ID\-affiliat.ed pcpll.atial. 

o 'lhe materials used in pranot:inJ the various 

programs are pxxrly designed. '111ey do not o::xMi!'f 

an 1mpressicn of sophisti.catial. 

o Publicity does not seem to be used at all by the 

various ptc:gram organizers to interest potential 

participants. 

o 'Iba Shlichim and other recrui tars ck> not seem to 

be used particularly well. 

In addi tim to this, the existing p.ccgx ams are caupeting 

wi~ rather than oooperating with, each other. 'nlf3Y are 

therefore duplicating each other's efforts, and makllg 
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the same mistakes ai:;Jain and again. 'Ihey are making the 

same mistakes JX)1: all.y from a marketing p)int of view 

, but also in terms of deliverin;;J the highest quality 

prog:rat1s. 

Cne of the problems is that if tJ'}e Jewish IV;JerDJ were to 

give grants to individual programs in its efforts t.o 

improve market:in;l in the Israel Experlerce Program, it 

woold be favori.IYJ cne groop over aD:Jther and run the 

risk of creating political problems. It would also rot 

be getting the roost mileage for its d::>llars since its 

funds woold help the mai'ketin:1 far en:, p:cogram or a few 

programs, rather than many. 'Ihere have been 

ocnversatia"ls abc:ut creatinga,, o~II ageccy that woold 

be furoed by the Jewish k.Jercy. 'Ihis overall agea::y 

woold be resp:nsible far marketing all existing 

p:roJr8lllS. 

The ()Jali ty of Marketing Efforts 

'It)8 existing recruitment programs far the most part cb 

n:,t have the benefit of experienced professialal skills 

and there does n:,t seem to have been much overall 

strategic thinkin;;J in the field as to how to achieve 

significant advances in recruitment. Word of mooth 

remains the cbninant means of ~ participants 

into most of the programs. While funds and energies 

are spent oo bro:hures, advertisement, arx1 ma..11.inJs, 
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the ocnsen.sus is that the.se, have rot proven to be 

particularly effective. cne striking example is the 

advertisements run by the Ya.ing Judea program 1n 

Hada&-sah's p.ibli:caticn. 'l11e p.iblicaticn ha$ a 

circulaticn of 350,0CO. The advertisements produced 

cnly 15 participants for this summer's program. 

can Yo.1th Travel to Israel be Expanded 'nttrugh Exist.in] 
Programs or oo New Initiatives Need to be Launched? 

In cur d1srnsaicns, we have somewhat arbitrarily 

established a goal of doublirg the number of American 

yo.1th woo travel to Israel as part of organized 

programs within the next two or three years. .An 

imp:u:tant questicn is whether this goal can be adlieved 

by st::rErgthening and givin;;J greater focus to CulXEIIt 

programs or whether it can ooly be achieved by 

developing entirely new kinds of programs to ~lement 

tta;;e al%eady in place. 

'lbe questicn it.self pcses a dilemma. Many of ttnse woo 

are inYol ved in exist:i1.nJ programs would beH.eve i. t to be 

a major accanplishment if they could achieve a modest 

increase each year - which wOJld fall far stxJrt of cur 

goal. At the same time, al8 cannot help wcn::lerirg if 

current recruitment rates of 1% to 5% of membership 

gra.ips 1n targeted age categories is a reliable measure of 

real p:,t:ential. For example: 
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.. o B'nai B'rith Youth Organizatim haS 25,000 

members of high scrool age, yet cnly 300 

participants are slated to travel to .Israel 

this summer oo a10 of their programs. 

o 'n'lQ North American Federatia1 of Templ.e Yooth 

has 30,000 members of high school age,, yet for 

this summer ally 1, 500 are enrolled in Israel 

pic.graus. 

o lklited Synagogue Yooth has 17, CXX) high sclxx>l 

age members, and for 1987 almost 700 are 

schecllled to travel to Israel. 

'Itl8 same limited resp:nse can be fCUld amoog Yamg Judea 
. . 

members, the Natialal Counc1l of Synagogue Youth, and others. 

While we believe it will be worthwhile tD experiment with 

netit programs, we al.so believe that a oc:JnCESltrated 

effort in existing programs can also result in a 

significant 1nc:rease in the pe.roentage of resp:nge. If 

we oculd help a10 or two programs to d:luble their rate 

of resp::nse amoog members, they could be JOOdels for 

other membership groups al how to raise ~ level of 
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DevelQPID3 Results-oriented Marke:ti1!l Techniques 

Before ens can identify the most effective marketing 

tec:miques, it is critical to identify the tm:get 

audience. Fran what we have learned, we stxugly 

believe that the affiliated sh:uld be as important a 

targeted group as the una.f filiated. Enhanoecl and 

innovative marketing techniques will imprcwe 

recruitment amcng affiliated grc,..ips. 'l1'lSy ca1Stitute 

a poei. tively pre-disp:)eed group and we oo not feel that 

the potential here is being adequately ta,:ped. 

An axion of IOOdem marketing thinking is to maximim 

efforts aimed at target audiences where a sb.a9 p::sitive 

resp:l'l98 has been clearly demalstrated. Q:nsumer 

marketing canpanies have £CA.Ind that increased sales 

support in markets that are already sucoessful is far 

more procllctive than J;OJrirg mcnay into low-yield or 

untested markets. 'Ihis a::,es not mean that new mm:kets 

sh:uld be ignored. It does suggest, however, that the high 

pranise segments of the p::pilaticn ( members of 

oanmitt.ed arganizatioos) cx:ntinue to offer the greatest 

q:,pxtuni.ty for growth, and that the new market areas 

(the unaffiliated) shcw.d be~ caut:1.rusly with 

experimental pilot projects. 
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In o.ir research we found that there are seven basic 

marketing barriers: lack of infonnaticn, cost of 

programs, American work ethic, fear of the unkn:>wn when 

travelinJ to Israel, fear of terrorism, separatiCll, am 

impact of this type of ttaval en future career 

CR)Ortunities. 

Infannaticn 

Despite the mailinJ of brochures and the disseminaticn of 

infarmatial through other mean.9, there is a widespread 

feeling that fflan"J young pecple (as well as parents) woo woold 

be potentially interested in Israel programs a:, not krx:,w how 

to get informaticn ab:ut them. 'Ihere are also many woo 

have not ttw::ught of an Israel pcO:Jram because oo direct 

cg>eal to them has been made. '1be infarmaticn is not 

getting out to erDJgh peq;>le, or in mar'¥ cases to the 

right people. 

Cost 

Hooey is clearly critical, and large numbers of potential 

applicants ~tly never initiate the applicatial 

process because the cost seems prohibitive. Cl.early, 

disseminaticn of ~leciJe of scrolarship am financial 

aid ~bilities is nearly as irnJ;Xlrtant as that of the 

program it.self. 

·13 
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'Iha availability of f~al aid varies greatly 8mCn1 

programs and is certainly a'l8 of the major factors 

underlying differential recruitment success in member

based programs. 

Expense limi tatims appear to be a recurrent problem far 

single parents. 

Cbst is rcl: just measured in terms of disposable incane -

it has a subjective dimensi.cn alsO. 'the .intensity of 

ocmmi:bnent to the idea of sending chilcb:en to Israel is 

probably as important as their inoane. To a family 

makIDJ $80, CXX> but havirg no cx:imm.i tmB'lt to sem their 

child to Israel, $2,000 may well be regarded a.9 excessive. 

What is C4)8I"ative hare is oot CXJSt, but value and belief 

as a motiva~ farce. A handful of programs 

have foundl a way to 

translate oamnitmer\t into eocn::mlc benefit by offering 

d:1 SCXUlta to early awUcants. 

There are also opportun1 ty oosts which may be taken into 

ca1S1.deratial. 'Iha expense of an Israel summer program 

may be actually higher than its actual cost sire.a those 

16 and over cnlild make iocney by stayin_;J at home and 

getting summers job3 - typically between $800 and $2,<m. 

\bk Ethic 

'Iha 1'merican work ethic is a {X)Werful deterrent to some. 
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A trip to Israel is regarded as a luxury, rot a 

productiye summer devoted to work or study. Certainly 

ale of the primary benefits of even a short trip to 

Israel is a chance to break ait of the materialistic 

lifestyle that dlaracterizes many American Jews. But 

the. intarYp.ble rewards of such a trip may beoane 

~t cnly after arrival in Israel. 

ApatlllJ, Inertia, and Fear of the UnkrxJwn 

Apathy, inertia, fro fear have been p:,werful deterrents far 

sane target audiences. '1be.se are dealt with most 

effectively by the Muss High Sctn:ll in Israel pr~ 

'!here the local Dirtelac of Admissials, whether recruitin1 

imividually ar with a gxoup in a ·c1C1SSLcon, SR)88Js to 

students oo an eDDt1alBl basis that seems to oven:une 

whatever natural reservaticns they may feel. 

Marl¥ of the students take acticn immediately after the 

presentatioos from the DA. Many of them fill oot awlicatioo 

form when hearing aba.lt the program. other programs which 

encounter uncertainty and anxiety arnoog young peq>le and 

parents WOJJ.d oo well to emulate the Muss model. 

Security arrl Fear of Terrorism 

Most parents and children think of Israel in terms of 

what is reJ;X)rted in the media, especially televisial. 

'Ihis creates a fear of beinJ sent into a nwar zcne." 

Rec:rui tin.;} is far more 9' JCCeSSful with parents who have 
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been to Israel and know that media cx,verage is often 

highly exaggerated. 

Facts~ statistics are.helpful. But the issue really 

comes down to trust -- "Is this a persc:n/organizat::ial I can 

tnist tc take care of my child?" Ul ti;mately this is a 

questial which must be answered cxnvin':ingly. 

Advertis:1.rg in the mass media is oot likely to be 

effective in building this sense of trust. It may be 

able to plant the seed for the idea of going to lsrael en 

a summer project, wt the "sale" has to be made en a 

perscoal basis. 

Separatim 

Separatim is also an important factor far parents. Many 

see separaticn loaning as their child approaches 

adul trood, and they are reluctant to hasten the prooess. 

'Iha OCllC&n CNSr separaticn inc::reaseS as a funct:i.al 

of time and distance ( thus ooe-year programs 

for high schcx>l students will always have a more 

limited market than summer programs). 

Inpact of Travel in Israel en career Oloices 

5eoc:njary fears that travel to Israel will adversely 

affect a career, or that a SO\ or daughter will becx::me 

"tco re1igio.Js," or will decide to live in Israel, can be 

factors that adversely affect reauitment efforts. 
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We recx:immend that three pilot projects be undertaken as 

phase two of this effort. These shcul.d be designed to 

test a.it new marketing initlatives whidl we believe can 

produce a significant .in::rease in Israel youth progratn 

participatioo. 'ftle pJipOSe of the pilot projects wa.u.d 

be to fini out en a limited scale which efforts achieve 

the greatest results en the meet · ooet-effective has1 s, 

'.these pilot projects shl::JJJ.d provide a scund fcurmticn 

for a natiooal marketing pxogram whidl oo.lld be launched 

as Phase 'lbree of this effort. 

Pilot Project #1: F.stabl.ishing an Israel Rec::rui:bnent 
ResaJroe c.enter 

'Iba assurnptial of this Resource Center, whim would aei:ve 

all. of the naticnal arganizat:ia\s involved with youth 

travel to Israel, is that some centralized means should 

be foond to take new initiatives and to provide ~ 

marketing expertise for existing programs. Al tha.gh 

part of our initial mandate was to provide marketing 

help to existing arganizatialS in the cx::.urse of cur 

inteJ:viewing process, it has beoome clear to us that 

this need cannot be met en a cne-time has1 s. We fan:i 

almost unanimcus enthusiasm for the i~ of providing 

professiooal help thrcu:Jh this project, but what is 

being saJght is guidao::e ard support en a cx::ntinu:lrg 
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basis rather than a few suggesticns to improve current 

efforts. Maki.IY1 sure that new ideas are implemented 

effectively is as imp:)rtant as ooming up with the 

ideas. 

While we believe that the Resource Center ultimately will 

be helpful to all recruitirg efforts, we feel that it.s 

effectiveness needs to be tested and its activities 

priori t12':Ad. During the first year, therefore, a number 

of projects sh::Juld be uooertaken en a pilot bas1 s. 

We reoommend that the Resoorce C.enter cxn:entrate its 

efforts en two or three test cities to provide data far 

mare extensive programming in the' future. Sane of the 

worl< d.:na by the Resc:urce Center will have SR)licat:1.als 

natialally (such as the designing of brcdures), bJt 

follow-thralgh activities sh::Juld focus al the test 

cities in order to Qbtain a clear picture of the results 

beIDJ achieved. Amoog the cities we have tentatively 

oc:nsidered far this rhase of the project are 

Philadelphia, I£lS .AN)eles, and Peoria, Illin:rl.s. We can 

finalize our recommendatioo.s and elaborate al the 

reasa,s far our chJice of cities in our final xepo:r t. 

We reoommend that a rudget be established as part of 

Phase Two far setting up a Resource Center as a ooe-year 

experiment. Amcng the respcxlSibili ties to be assumed by 

the Resource Center are: 
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L DESI~ SUPPCm RR REXBJI'l'MENl' MATElUAIS 

'Ihe c.enter woold provide professiooal SlgX)rt m 
the developnent, design, and printing of 

materials used in :recrui t:lDJ .American 

yo.rl:h for Israel programs. 'Ibis woold be 

handled by a designer/writer/producticn team 

wrnse services woold be provided free of dlarge 

to existing arganizaticns. An advisory panel of 

top grapu.c oooununica~ experts caJ.ld also be 

set up to review materials as they are 

develcpd. '1he ~ would be to improve the 

quality of all materials used by the varioos 

arganizati.alS, and also to create sane 

cx:nsistency of approach. 

In makin;J this reoommerxia:tia1, we recx:>gnize that 

each argani.zatial wants to establ.ish its own 

look and special character in its printed 

materials, aoo. the Res:urce c.enter team will 

have to keep this 1n mind as i t provides its 

services. At the same time its g::>al will be to 

cxxwey an overall positive impressicn for Israel 

youth pu:gi:ams amcnJ parents, teenagers, and 

student advisors by establishin1 a quality 

awroach to materials across t.he b:lard. 
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It is p:,ssible that s i gnificant savings can be 

achieved in printing i f the Resalroe C.enter 

re;ptiates ex>l lective budgets for recruitment 

materials. 

Finally, the proper use of rec:rui'bnent 

materials will be a major cx:n:::exn of the 

Resource Center team, and professicnal. guidance 

will be provided in test cities to achieve a 

maximum effectiveness. 

2. REMlmG CX1l' '10 'DIS MEDIA 

'lbe c.enter wculd develcp an ~ pubU.c 

relatials ptogram fcx, 1s1 ng m ~ 

widespread med1.a coverage in the cx:nswner press 

m the value of youth travel to Israel. 

Articles can be develcp:d in the educa~ 

leisure, and travel pages of local newspapers in 

test oanmuni ties. 'lbe articles can describe 

ex:1.stin;J pr-oJraJDS and feature local 

participants. Naticnal coverage in broadcast 

and print media may also be sought. 

cne of the most effective w~ to capita] 1:ze m 

a successful ?,lblicity effort is through a 

reprint program which is integrated into a sales 

strategy. A design sh:Juld be devel.cp:d far 

reprints of both local and naticnal ?,lblicity 
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which can be used by those engaged in recruitinJ 

programs in the test cities. 

3. 'DIE ™1QI OF A CXMPR:EHl:N).IVB ull<E.ClUa 

'lhe ResaJrce C.enter sh:::ul.d develop a 

canprehensive Directory of Israel Programs. 'Iha 

Directory would S&Ve as a critical refe:an::e 

guide far thlse in a (X)Siticn to influence 

American Jewish youth. '1h1s would provide 

valuable infonnaticn en the program oc:ntent, 

oosts, finaiclal aid opticns, and where to 

write or call far mare infcmnat:ial en all 

programs n:::,w offered. 

'lhia prog:cam 01.r-~tmy slnlld be widely 

distributed in test cities (and natialally i£ 

possible) 1r. the fall to Hebrew Sch:lol 

Principals,. to duectors of Jewish 0:mmuni ty 

centers, to key editors of local Jewish 

newspapers, to appropriate editors at genera1 

newspapers, and to others in the test 

canmunities who are in a i;osi.tial to 

communicate with Jewish yoJth ab:Jut their 

summer plans. 

'!be Directory soould also be sent to high 

scrool guidance OOJnSelars at major day 

schools, private nm-religious sc::hools, arxi 
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p.lblic sclxx>ls. These guidance oounselars are 

specifically respcrlSible far helpirg high 

scl'o::>l students plan far college admissialS, 

an:i as the Muss ptcgcam has soown, 

educatiooally-oriented travel to Israel can 

effectively be marl<eted as an enhancement of 

student oollege awl,icaticn p:u:tfolio. 

4. 'DIS ~ CR A MNm:1'ItG IWI.W, 

'nle Resource C.enter should develcp a mcRJal to 

be distributed 1n test cities to OJ:gani.zat:lalal 

leaders am 1ooa1 ocmmun.ity recruiters 1m1o1vec1 

with pranc,t1ng Israel programs for Amari.can 

youth. 'Iha marual could include material CD 

how an arganizaticn can most effectively market 

1 tself, with sect:1oos ai: 

o ways to take advantage of free p.iblic service 

annourx:ement cgxrt:unities m both radio and 

televisicn 

o organizing effective group presentat1oos 

o how to organiz.e a direct mail pi:OJLam 

o ways to use telemarket::lni1 

. 22 



0 how to recruit local recr:ui ters 

o building a referral basis amcng high sclv)ol 

guidance counselors 

5. DEVEUPDG A RErHJI'IMENl' IWU\L 

'Iha Resa.lr08 Center sln.ild produce an abbreviated 

versial of the marketing manual described atoYe 

far dist:ributial to Shlichim, Hebrew SC.hool 

principals, Rahb1 s, and other cun:ent and 

potential recruiters. 

'1h1s brocluJre WOJld help those in a posi t.ial to 

spread the word en Israel programs to improlle 

the effectiveness of their efforts. It would 

tell them h:>w to run mare effective recruitment 

meetin;s ( open h::uses) and would d1 s:, JSS 

spec::1 ftc techniques (mailings, telemarketing, 

talks, parties, piau.cs, etc.) that can be used 

in test cl ties to generate :interest in Israel 

pmgrams. 'lbe manual would di SC,1S9 key paints 

to keep in mind to make sure that these 

techniques are used effectively. 

'Iha manual WOJld also provide a starting point 

far individual local Hebrew SC.hool or Day SC.hool 

principals, Rabb1 s, or others woo would like to 

see more students from their oommuni ty go to 

Israel. 
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6. '1URNDG AiatNI mro REX:mJITERS 

'Iba RescAJrce c.enter should set up a system of 

oornmunicati.cns with the previous year's 

participants. A letter should be written ( wJ. th 

a p:etage-paid reply card) to all trose in test 

cities woo have participated in cna of the 

youth programs to Israel within a few mcnths 

after they return to the U.S. 'lhe letter 

shcw.d ask whether recipients would be willing 

to help recru1 t other teenagers far Israel 

programs. '11,oae woo agree to be helpful 

should work with the lcx::al PLO:JL&d 

represer,tatives in givirg preeentatials en the 

attractials of Israel programs. 'Iha pLOJLam 

all.UIIIU. should also be asked if they can 

recanmend friends woo might be int.erested in 

receiving material en an Israel pLOJl'.am. 

'1h1.s ~ has been used very effective1y by 

American universi tiea. Students still in 

oollege as well as ooll.ege grawates often 

travel to their home town high sctx:x:>ls to talk 

atoJt their oollege. 'lhey give a prepared 

presentaticn and then answer questioos that 

might arise. Using alumni of Israel programs 

should prove to be equally successful if 

properly organized. 
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7. mnG H:ME PAR.IY M1\RKEl'IlG 'l'Wna~ - •ISRAEL 
ID£ PARrIFS• 

'Iha ResaJrce Center sh:luld set up a procedure 

in test cities to ccntact parents who are 

active in their -lcx::al community, particularly 

those who have recently sent their children en 

cne of the ex.1stin1 programs, · and ask if they 

wOJld be interested in participat!NJ in helping in 

the recruitment proces.s. nus technique, 

originally developed by the direct sales 

industty (~are, Stanley tone Products, 

etc.), is based en "parties" held at somec:ne's 

haJse witness a damcnstratial of new products. 

Similar techniques have proven to be effective 

in a variety of fundra1s1ng efforts. 

'Iha Resource Center oould devel.op an experiment 

alcnJ this line by encouraging parents to invite 

other parents, particularly frierxis arrl business 

associates, who have teenage children 

(~ with teenagers pre.sent) to hear atx::ut 

the educa:ticnal value of Israel programs, and to 

learn atx:,ut the experiences of students woo have 

gene en these pl'.OJ.Cams. It may also be 

app:copriate to use slide presentaticl'ls at these 

parties to show parents s:me of the key s1 tes 

their children wo..u.d visit if they were to go en 

a particular program. A local Rabbi might also 

25 



talk about the historical importance of the 

sites and the educational value of the projects. 

In addi ticn, we would develop a leave-behind so 

these interested in receiv.ing' further 

infarmaticn can request it. 

8. 0mATDG A RAT.IOlALE Fat TRAVEL 'IO ISRAEL 

The ResaJrce Center should work with recruiters 

to make sure that the greatest "selling'' IX)ints 

are emphasized in their recruiting efforts. Q-18 

of the questials that we asked a.irselves as we 

examined the marketirg efforts presently 

under way is whether or .rxrt: the current messages 

beirg used are effective in ~Jing to 

American teenagers. We have seen two that 

have worked excepticnally well am feel that 

they should be capitalized en as fully as 

possible in marketirg programs. 'Ih3se themes 

are: 

o An educ:atialal experience in Israel can help a 

teenager strengthen the chance of getting in 

to the college of his or her c:h:u.ce. 

o 'Ihrough a trip to Israel, a teenager will gain 

a better understanding of the world am 

experieD:e different cultures. 
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9. amATICN OF A VIDEOrAPE 

the Rescurce Center shcw.d develcp a generic 

videotape ai the "American yo.ith t:ravel-to

Israel" experience. The tape can sh:>w a 

selectia1 of historic sites, the atmosphere en 

g:ma trips organized 17:i' Ameri~ gro..ip.s, aro 

interviews with teenagers who have travel.ed to 

Israel, and their parents. Furthermore, we may 

want to ccnsider the possibility of interviewing 

an adrnissials officer at a major oollege or 

university to find oot his or her views abcut 

h:Jw a trip to .Israel cnud enharx::e a student's 

chance of "st:arxiirg oot in the crowd." We might 

also want to interview a . celebrity far such a 

videotape. 

Sane tho.Jght sh:w.d be given as to whether a 

separate tape sh:uld be developed for teenag-e 

audiences aro parents. Ead1 audiEn:e has 

different cx:nce.rn.s aoo resp:nd to different 

messages, arrl different presentatioo ted'lniques 

would need to be used. 

10. CE.mRI'IY ~ 

'lhe RescAJrce Center should seek to obtain 

celebrity ermrsements as a maµ<et:Lr¥J tcol. 

'Ihere are many Jewish celebrities - actors, 

si.NJers, s.p:IIts stars, journalists, writers, 
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poli tician.s, etc. -- who OOUld be approached to 

talk about the importance of traveling to Israel 

for American youth. This type of e.rmrsement 

could be used at selected meetings, with the 

media, with quotes in printed materials, in the 

videotape, etc. 

11. CRFATICN OF A MARl<ETDG 'lllINK TN« 

'Iha Re.solrce Center sl'o.11.d develop a marketing 

think tank as part of its pilot PIOJL'dm. 

Marketing is a fluid process. Insti tuticns are 

cx:nstantly ref~ their marketing programs ard 

devi.sirg inmvaticns by foci isirg m the 

marketing techn1que.s being used. '!his shoul.d 

be dcna for the Israel programs as well. 'Iha 

'Ihink Tank sl'o.11.d consist of fa.re or five of 

the roost creative individuals presently 

involved with the American Jewish community, as 

well as marketing experts. This gro.ip sl'n.lld 

meet on a regular basis to d1 scuss new ideas 

for expanding the number of teenagers 

traveling to Israel. 

12. CNDilGRFSFJI.ROI 

Testing Price Sensitivity 

Given the fact that cost is a critical obstacle 

in most of the programs, careful research is 

needed to clarify the issue of price i;x:>ints. 
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D:> critical thresh:Jld.s exiSt arxl if oo, what 

are they? Wc:w.d interest in specific prograss 

rise drarnaticall.y if the cost were red! IC8(:) by 

$500? Is a S900 reducticn what is required, or 

d:> reducticns of this magnitude have no impact? 

Al.so important is the questicn of limiting 

subsidies to those with hJuseh::>ld in::X:>mes below 

a fixed level. lbw many people will not serrl 

their children to Israel due to cost, b.Jt would 

have a h:usehold incxxne above any l .ikely level 

that wculd be established? How many people 

would send their children to Israel. if a 

subsidy were available 'but would never ccnsider 

actually apply.1.ng for financial aid? What is 

the relative attracticn of loans versus 

outright grants? A SUIV8'y of the interested 

target segment is ineeded to address these 

issues. 

Mmi torirg the Rec:rui tment Process of Purveyors 

Cne ~ we have, based Cl1 o..ir research to 

date,, is that there are many teenagers who are 

expressiol interest in trips m Israel. and are 

requesting material 'but never tak.inJ afl'I steps 

~ that Are the.se prospects be1nJ 

nurtured effectively? Are presentaticns to 

them well done? Is there effective follow-up? 
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At what point in the recruiting process are 

individuals be:IDJ lost and why? Is it after 

receivirg brochures, after c:pen h:uses, after a 

Shaliach talks to the parents, etc.? We 

recx:immend deaJ ing with all the arganizatioos 

recrui tfn1 in a single locale ( Philadelphia is 

al0 J;X)SSibility). We would intexview 

participants, drqu..its, and recruiters. At 

issue are: 

o what gaps exist between the peroept:i.cn9 

of the recrui tfn1 arganizatioos and the 

target mai:k.et'l 

o what ~ or barriers 

intervene? 

o what are those dloosing not to 

participate <Ding instead? 

'1hare may well be other important research 

quast:1als that arise as 'Ille Resourt:e Center 

implements the other pxogxain elements cutlined 

in this a:x:ument. It is therefore important 

that individuals with a sb:a g research 

expertise participate in all Resource C.enter 

plannin1 and review meetirgs. 
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Pilot Project #2: Test.ir9 the Effectiveness of Direct 
Mail and Telemarl<eting 

Direct mail is the sir9le most under-utilized marke~ 

technique in the programs evaluated. Yet it can be 

without doJbt the most cost- effective way to reach 

unaffiliated Jews. A direct mail campaign targeted on 

1:oth high school and col.legs age youth could yield 

significant results at a rrodest cost. 

Since there seems to be such fragmented krow le,dJe of the 

programs currently available, it woold make sense to 

develop a catalogue of programs which CXlll.d be used as a 

mailing piece target.ad to teenage American Jewish ycuth. 

This catalogue should inclµde a descripticn of each 

program, witn quotes from past participants, and sro.ud 

infonnaticn. It may be that (i)otographs of Israel sra.ud 

be included in this catalogue, which sh:::uld be similar in 

fonnat and awearance to a high quality college 

catalogue. 

A specialist in direct mail can be utilized to target 

Jews and Jewish students residin:J in the area for a mass 

mailin:J. We may want to follow up the catalogue with a 

p:)Stage paid reply p:).Stcard several. mcnth.s later to 

provide teenagers or parents with a seccnd cgortunity to 

ask for more informaticn or an awlicaticn fonn for a 

particular p.rograrn. It may also make sense to follow up 
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the p:)Stcard with a telemarketirq effort. 

Since the costs of a direct mail and telemarketing effort 

can be quite significant,. it is essential that this 

program be tested carefully. 

Pilot Project #3: Marketing Israel In:entive Sayi.n3s 
Program.$ 

Cne of the nost int:erest:l.NJ interviews we cx::oducted in 

the course of aJX" re.search was with Barry Shrage of thB 

Cleveland Federaticn. 

Shrage expre.ssed the view that the current educaticnal 

"techmlogy" for religiOJS educatim has fai.led because 

it is far the most part a burdensome supplement to the p.Jblic 

sch:lol cu:.cti.culurn. Hundreds of mi.llials 0£ oollars are spent 

annually in putting American Jewish :t0,1th throu;h this 

system, and the results do rot justify the experditure. 

Teachers and principals at Hebrew Schools tend to see this as 

a curriculum problem rather than a system problem. 'Ibey 

mistakenly believe that supplementary Jewish educaticn is a 

technology that can worlc. 

en the other harxi, Shrage expre.ssed the belief that there 

is a technology that is krnwn to wade. Youth trips to 

Israel ccnstitute that technology. Even if students spend 

the entire trip al secular activities ~ cx;1ne back with a 

st:rcnJ' Jewish: identity. He therefore feels that the 

ef£ort we are working al is of major im~ 
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'Iha Cleveland Federaticn has as a stated goal that all 

Jewish chi1dren should go to Israel as part of their 

Jewish educaticn. It has set up an "Israel Incentive 

s~ Program," and currently al:nrt: 600 ~ people 

participate in this pxo;xarn (oot of abrut 5, 000 students 

in Cleveland Hebrew Sch:ols). F.ach year far seven years 

a child's parents put $100 into this pz:o;xam. 'Ihe Hebrew 

School adds $50 per year to each child's fund. 'Ihe 

Federaticn adds $80 per year. At the end of the seven 

year pariod this fund pays for the child's trip to 

Israel. 'Iha subsidy is obvioosly an important factor in 

this prog.r.w. 'Ihe fact that mcney is set aside in smaJ.l 

p:lrtioos each year is al.so important. But pemaps mare 

impart.ant, aooarding to Shrage, is that a trip to Israel 

is a planned, reoognized, am accepted c:ulminaticn of the 

Jewish educ:aticn experience. 

Shrage has prqxsed that as part of Phase Two of the 

marketit9 pr:ogxdlll, Hebrew School principals and Rabbis 

sh::JU.ld be~ to ocnsider aw1y1ng the Clevelarrl 

Israel Incentive Savings Prograrn 1n their own 

cc:mruni ties. 

Shrage believes that we are currently cnly tappirg 10% 

to 15% of the pc:p.uaticn of Jewish yo.1th that cx:uld be 

reached if a trip to Israel were institutic::llalized. By 

instituticnal.ized he means buildi.rg the Israel 
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experience into all supplementary educatial programs as 

the culminatial of Jewish educaticn. Maximum (X)tential 

wcw.d obvicusly be achieved if some sort of subsidy and 

lay-away plan were developed as part of the effort to 

insti tuticnalize the p1.og1am. 

If a core of principals and Rabb1 s a::w.d be cxnverted, 

they can marltet this idea to parents in their 

oommunities. If we f1nd enthusiam far th:ib p1.ogi:e11n we 

can work with the Rabb1s and other Jewish leaders in the 

test marl<ets to develop an effective marl<eting program. 

We wcw.d target parents and perhaps even grandparents. 

If this pi:ogram were marketed effectively, it is even 

p:issible that in the future we wiil find grandparents 

starting an Israel savings fund upcn the birth of their 

grandchildren. 

This pro;,ram wcw.d not have a dramatic sh:lrt- term impact 

en the numbers of yo..irg peq>le go1rg to Israel. But if 

such a plan were adc:pted thraJgtort the COJntry, within 

five to seven years ( depending up::n the types of savings 

plans developed) a dramatic change would take plac:e. We 

are extremely impressed with this idea and believe it 

sln.J.ld be tested as part of the next {ilase of the 

recruitment and marketing program. 
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ORGARIZATIORS INTERVIEWKD 

THOSE RECRUITING PRIMARILY FROM A MEMBERSHIP CASE: 

1. B'nai B'rith Youth Organization 

2, National Council of Synagogue Youth 

3. North American Federation of Temp1e Youth 

4. Ramah 

5. United Synagogue Youth 

6. Young Judea 

THOSE NOT RECRUITING PRIMARILY FROM A MEMBERSHIP BASE 

1. American Zionist Youth Foundation 

2. Hillel Foundation 

3. Kibbutz Aliya Desk 

4. Masada 

5. Muss High School in Israel 

6. University Programs 

7. Youth Aliya 




