
You Got it – NOW WHAT?





Welcome!
Please share in the chat:  where you are and the camp you love! 

B’nei Akiva
Ramah
Independent
Federation
JCC



Agenda
AGENDA
• Why We Care About Day Camps
• Grant Timeline
• Communications
• 5 Tips to Crush Your Goals
• Help



Agenda

Harold, Winnie and the Team





Agenda
• Why we CARE about Day Camps





Send in Agreement: by June 1

June 1, 2021-June 30, 2022

Final Grant Report Due: July 31, 2022

Grant Timeline



Email grants@hgf.org

Grant Website

Problems?

Jcamp180.org/day-camp-2021

day-camp-2021-resourcesResources

mailto:grants@hgf.org
https://jcamp180.org/day-camp-2021


Full grant guidelines and information session
Coming in June



Describe in 1 or 
2 words your 

project. 
Put in  chat.



Agenda

Communications



You’ve Got the Stories, 
You Know the Impact 



Year-Round Communications Calendar



Summer Media Checklist



Questions?



In one word, or phrase… 
How would describe the 
impact of your project? 

What makes it special?  



Agenda



Agenda

• 5 TIPS to Crush your Goals



Share
Create
Engage
Invite
Thank



SHARE
Your story

Make Your Case



A Case for Support is a written document that tells 
prospective donors what your organization hopes to 

accomplish with their philanthropic gifts. It can be shared 
with donors after a solicitation, allowing them to think about 

their gift. 

The Case for Support should be simple, direct, and 
memorable.





What is camp’s 
impact for 
donors?

Post in Chat.



CREATE
A plan and 
stick to it



Get organized by creating a strategy and work plan.  
Successful fund-raising programs have a calendar of 

planned activities, clearly laid out areas of responsibility and 
preparation of necessary resources and materials.

5 steps for effective major donor fundraising



Strategy

End of Year

Events

Direct Mail

Major Gifts

For Example



Strategy Description

End of Year Email Campaign

Events Dinner

Direct Mail Back to Camp

Major Gifts Cultivate and 
Ask Major 
Donors

For Example



For Example

Strategy Description Audience

End of Year Email Campaign Alumni and non 
returning 
donors 

Events Dinner Current & 
Prospective 
Donors

Direct Mail Back to Camp Alumni

Major Gifts Cultivate and 
Ask Major 
Donors

Current and 
Prospective 
Donors



Strategy Description Audience $ Goal

End of Year Email Campaign Alumni and non 
returning 
donors 

$10,000

Events Dinner Current & 
Prospective 
Donors

$10,000

Direct Mail Back to Camp Alumni $10,000

Major Gifts Cultivate and 
Ask Major 
Donors

Current and 
Prospective 
Donors

$50,000

For Example



For Example
Strategy Description Audience $ Goal Who will do

End of Year Email Campaign Alumni and non 
returning 
donors 

$10,000 Me and Alumni 
chair

Events Dinner Current & 
Prospective 
Donors

$10,000 Me, committee

Direct Mail Back to Camp Alumni $10,000 Me

Major Gifts Cultivate and 
Ask Major 
Donors

Current and 
Prospective 
Donors

$50,000 Me BD Chair



Strategy Description Audience $ Goal Who will do By When

End of Year Email Campaign Alumni and non 
returning 
donors 

$10,000 Me and Alumni 
chair

Dec

Events Dinner Current & 
Prospective 
Donors

$10,000 Me, committee April

Direct Mail Back to Camp Alumni $10,000 Me May

Major Gifts Cultivate and 
Ask Major 
Donors

Current and 
Prospective 
Donors

$50,000 Me BD Chair 2 a month

For Example



ENGAGE 
everyone



Winning the hearts and minds of everyone connected to camp will change 
the behaviors and structure of donor relations.  It is how you build a 

culture of philanthropy.  It is where every contribution of service, items or 
money is recognized as philanthrophy.

This is true community engagement at every level 
where everyone share the responsibility and joy of giving.





INVITE 
It’s all about 
relationships



Asking = Inviting

People give because they believe in the organization and 
because they are asked to become part of the camp’s life. 

People give to people who they like, trust and respect.





THANK
Again and Again



People want to be….

Recognized and valued for the gifts they make
Feel good about their giving

Understand how their money is used 
and what difference it makes

To feel involved and part of something
To know they are really listened to.

Tom Ahern









Have Fun



AND CELEBRATE 
you CRUSHED it



Agenda QUESTIONS?

Jill Paul
Jill@hgf.org

Calendly

mailto:Jill@hgf.org


Agenda

Want more 
fundraising 
coaching? 

Fundraising drop-in office hours 
Wednesdays at 2 pm EST

With Julia Riseman



Day Camp Toolkit - https://jcamp180.org/toolkit

Case for Support, Direct Mail Appeal, Email Appeal
Invitation to Inner Circle Call, Thank You Letter

Maximizing Online Giving



Summary
We got you covered.



Do 
what 
you 
do 
best…
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