


Chat in...

▸ Your name

▸ Your camp’s name

▸ Your role (director, professional staff, board, etc.)





      @Farra
     @BigDuck

farra@bigduck.com 

http://www.bigduck.com




▸ Overview of a recruitment campaign plan 

▸ Setting realistic and specific goals and audiences 

▸ Developing a campaign theme to generate interest

▸ Communications activities (strategies and tactics) to reach your 

audiences and advance your campaign’s goals

▸ Building a timeline and calendar 





A coordinated effort to get particular audiences to take a particular action. 

In this case, the action is getting folks to sign up for your day or overnight 

camp. An effective campaign tells a compelling story to the right people, 

inspiring them to take action. Campaigns should work triple duty—carrying 

your strong voice out into the world, welcoming people to connect with you, 

and motivating them to act in ways that advance your mission. 



● I am planning a campaign now 
● I have conducted a campaign(s) in the past but not 

recently
● I haven’t conducted a campaign before
● I’m not sure





▸ Campaign context

▸ Goals and objectives

▸ Audiences 

▸ Theme (the campaign story, look & feel, and call to action)

▸ Communications activities (strategies and tactics)

▸ Calendar

▸ Evaluation
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▸ Camp strengths and 

weaknesses

▸ Assets to leverage (i.e. 

funding, expertise, 

partnerships, alumni)

▸ Shifting camp-wide 

priorities and strategies 

▸ Key milestones/dates

▸ Current events and politics 

shaping your mission

▸ Audience mindsets, needs, 

and priorities 

▸ Funding trends

▸ Trends in your landscape 

(Jewish camps, summer 

programs)
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● Goal: big-picture statement of what you are striving to achieve
○ Get more families signed up for our camps

● Objective:  measurable outcomes that indicate you’ve achieved your goal
○ Increase in requests by 50% from new families

○ Increase in summer session signups by March 31
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Who do you need to reach to achieve your goals and objectives?

▸ Think about who your direct participants are as well as those 

who have access to them 

▸ Prioritize! Consider retention of existing families vs. attracting 

new ones.

▸ Challenge yourself to “walk in their shoes”



● I don't know them at all
● I am somewhat knowledgeable about them
● I am very knowledgeable about them



Audience profiles are tools that define a segment of your 

audience––who they are in connection to your work, 

what they care about, how to best reach them, and more.



▸ Relevant background info (location, age, denomination, etc.)

▸ Audience goals/motivations (what they’re looking for, needs)

▸ Barriers (what’s stopping them from engaging)

▸ Current perception (what they already think/feel about you)

▸ Desired perception (what you aspire for them to think/feel)

▸ Watering holes (where they spend time)

▸ Actions (what you want them to do)





▸ Base your profiles on research––and ensure you’re researching a 

sample that substantively reflects your community

▸ Remove opportunities for bias within the profiles themselves
○ Using psychographics instead of demographics
○ Removing photos and names

▸ Check your assumptions by having others review any audience 

definition you land on



Let’s talk audiences!

https://jamboard.google.com/d/1R2YWmxLjc-SSOnEAxA

m72tT1Rk1v53VvttRuqbHCHJY/edit?usp=sharing 

https://jamboard.google.com/d/1R2YWmxLjc-SSOnEAxAm72tT1Rk1v53VvttRuqbHCHJY/edit?usp=sharing
https://jamboard.google.com/d/1R2YWmxLjc-SSOnEAxAm72tT1Rk1v53VvttRuqbHCHJY/edit?usp=sharing
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▸ A single lens through which to tell the story of the campaign

▸ An entry point for a longer conversation 

▸ Simple and compelling

▸ Used across many executions (they have “legs”)



▸ Big idea: the takeaway that must be felt/communicated across all 

aspects of the campaign

▸ Concept: the catchy and/or compelling lens through which you tell the 

story of the campaign

▸ Messages: the key information you must convey through the campaign

▸ Visuals: your photography, color palette, tone and style, typography, 

creative elements, etc.

▸ Call to action: the prompt that asks your audience to engage with you 

more deeply, take the next step
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What approach will best guide your actions to achieve your 

campaign goals? 

● Ask, “how would I do that?” which should lead you to 

different tactics or actions

● Look at the context and focus on your best opportunities 

with your goals and audiences in mind



What specific activities or actions will you take to 

accomplish your strategies? 

● Be detailed: this is about implementation!

● Check ideas against available resources, tools, budget, 

and capacity

● Select channels based on your audience(s)



Strategies

● Provide prospective camper families with personalized support and guidance

● Make it easy to learn more

Tactics

● Create a series of emails that welcome prospective families and engage them to 

learn more and take an  action

● Provide an easy and compelling video to “tour” our camp 

● Update brand identity to be more approachable/inclusive



● Digital (email, social media, web presence/landing pages, digital 

ads, SEO, signup forms, webinars/online events)

● Print (flyers, posters, postcards, one-pagers, brochures, swag)

● In-person (presentations, powerpoints, outreach events, 

tabling, information sessions) 

● Influencer approaches (word-of-mouth, referrals, 

ambassadors) 

● Other











● Provide multiple ways for target audiences to engage 

with your day or overnight camp virtually

● Make it easy for them to see what you’re up to

● Seek opportunities for your personality to shine through



● Digital (email, social media, web presence/landing pages, digital 

ads, SEO, signup forms, webinars/online events)

● Print (flyers, posters, postcards, one-pagers, brochures, swag)

● In-person (presentations, powerpoints, outreach events, tabling, 

information sessions) 

● Influencer approaches (word-of-mouth, referrals, ambassadors) 

● Other

























Math for America needed to reach and engage 

more candidates for their fellowships. As their 

enrollment goals grew, they needed a campaign 

to help spread the word about fellowships— 

particularly the Master Teacher Fellowship—to 

math and science teachers around the city.



Goals and objectives

Increase applications to the Master Teacher Fellowship program.

 

● Bring in 300 or more submitted applications from qualified applicants, for 

a total cohort of 150 Master Teachers for the 2013-2014 school year.

● Recruit a cohort of 1,000 math and science teachers (across all fellowships) 

by 2017.



Audiences
Primary: Experienced secondary school math teachers and science teachers 

with 5-10 years of experience in New York City public schools.

Secondary:

● School administrators at public secondary schools

● Mathematics and science faculty and administrators universities

● Math and science teachers (potential and early career) in New York City 

public secondary schools



Theme
● Big idea: Calling on teachers to 

challenge and motivate 
themselves the same way they do 
their students

● Concept: Practice what you teach
● Message: This fellowship offers 

you many valuable benefits at no 
cost

● Visuals: Energetic colors, features 
real NYC STEM teachers, 
illustration used to evoke learning 
and growth

● CTA: Start your application



Strategies

● Lead applicants through the process and make a personal 

connection.

● Balance prestige with accessibility.

● Leverage the enthusiasm of current MƒA fellows and 

alumni.

● Take a long view approach to your applicant pool.



Tactics

Strategy: Lead applicants through the process and make a 

personal connection.

● Microsite with clear, uncluttered information

● Follow up and thank you emails to people who begin, 

continue, and complete application

● Open houses and informal happy hours











What effective tactics have you seen for 

recruiting new families in 2020 given 

COVID and other realities?

 



● Is it clear how this strategy/tactic connects to our 
campaign goals?

● Will it work to engage our unique audiences? 
● Is it actionable? 
● Do we have budget and/or resources for this?
● Do we have the time for this given other commitments? 
● Do we have (or can we access) the staff, skills, or people 

power for this?



How much will all of this cost? 

● Staff costs (salary, time)

● Materials development

● Printing and postage

● Software and hardware

● Consulting/freelancers

● ???
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● Internal tool for keeping your team organized 

● Set dates and deadlines for when campaign materials need to 

be created/distributed

● Have one place where everyone working on the campaign can 

see all the activities and their progress

● Recommend a tool that can be easily shared by multiple team 

members (i.e. Google Sheets, Asana)



● Note specific timeline requirements (e.g. what date do you 

need to have campers registered?) 

● Plan for internal milestones (e.g. planning, reviewing) as well 

as external milestones (e.g. pressing send on the email) 

● Note existing commitments, events, and activities 

● Make sure there is a steady stream of coordinated activities

● Repurpose content when you can 

● Listen and respond. Don’t just set it and forget it.
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Choose metrics that are tailored to your unique campaign activities and 

campaign objectives. For example…. 

▸ Total number of requests & signups 

▸ Metrics that track interest in the camp (not necessarily signups) 

▸ Email open rates, click through rates

▸ Visits to camp website

▸ Social media engagement (likes, comments, followers)

▸ Submissions through an interest or contact form 

▸ Number of referrals 



▸ Ongoing analysis (e.g. email engagement, social media engagement)

▸ Weekly or biweekly analysis (e.g. how many new signups? How 

many new people showing interest in the camp? Are we on track to 

reach our objectives? Which tactic is working best? Do we need to 

pivot our approach? )

▸ Once the campaign is done (e.g. What did we learn for next time? 

Did we achieve our goals and objectives? Were our objectives the 

right ones?) 





▸ Campaign context

▸ Goals and objectives

▸ Audiences 

▸ Theme (the campaign story, look & feel, and call to action)

▸ Communications activities (strategies and tactics)

▸ Calendar

▸ Evaluation

  



(for later)





http://bigduck.com/insights/achieve-more-putting-strategy-to-work-for-your-nonprofit/


Webinar: https://vimeo.com/467931307

eBook: https://bigduck.com/insights/using-brand-personality-to-guide-social-media/  

Blogs:

● https://bigduck.com/insights/the-difference-between-your-nonprofits-personality

-and-its-organizational-values/ 

● https://bigduck.com/insights/using-brand-strategy-daily/ 

● https://bigduck.com/insights/using-brand-personality-to-guide-social-media/ 

https://vimeo.com/467931307
https://bigduck.com/insights/using-brand-personality-to-guide-social-media/
https://bigduck.com/insights/the-difference-between-your-nonprofits-personality-and-its-organizational-values/
https://bigduck.com/insights/the-difference-between-your-nonprofits-personality-and-its-organizational-values/
https://bigduck.com/insights/using-brand-strategy-daily/
https://bigduck.com/insights/using-brand-personality-to-guide-social-media/



