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As my fathers 

planted for me, 

so do I plant for 

my children

- Taanit 23a



Building Jewish Legacies

Across North America

Year 1 LIFE & LEGACY 

Charlotte, NC

Memphis, TN

Miami, FL

New Haven, CT

Orange County, CA

Portland, OR

Princeton, NJ

Year 2 LIFE & LEGACY

Chicago, IL

Greater Metro West, NJ

Greater Washington, DC

Jacksonville, FL

Milwaukee, WI

Omaha, NE

Sacramento, CA

Southern NJ

LIFE & LEGACY:  29 Communities 

(see below)

Areivim: St Louis, Tucson, San 

Francisco, Philadelphia

Hillel:   13 Affiliates

Small Federated Communities: 
Arkansas,  Augusta, Chattanooga, 

El Paso, Fort Worth, Peoria, Springfield, 

South Bend

Year 3 LIFE & LEGACY

Cincinnati, OH

Delaware

East Bay, CA

Houston, TX

Indianapolis, IN

Phoenix,  AZ

South Palm Beach, FL

Tampa, Orlando, Pinellas, FL

Year 4 LIFE & LEGACY

Central Pennsylvania, PA

Charleston, SC

Heart of New Jersey, NJ

Minneapolis, MN

Richmond, VA

Seattle, WA

January, 2016



LIFE & LEGACY 

Update

As of September 30, 2015

 23 communities and 13 Hillel campus affiliates reporting

 Representing 289 organizations

 Have secured more than 6,702 legacy commitments

 With an estimated value of $257 M in future gifts to the 

Jewish community

 More than $23 M realized to date

 1,400 commitments legally formalized

 HGF ROI 100 fold!

 Thank you for being part of our success!
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#1 Reason Organizations

Lose Donors

Treat donations 

as a transaction 

rather than 

the extension of 

a meaningful relationship



Reframe Thinking

• not asking them for money
When we engage a loyal 

donor in a legacy 
conversation we are

• Help us fulfill our mission 

• Provide greatly needed services

• Help others in the community

• Make available a space for Jewish 
education, worship, Jewish traditions to 
take place

• Offer a forum for Jewish identities to be 
formed

• Insure a community exists for those of us 
who want to be part of one

We are asking them 
to:



Being Donor-Centric

Being Donor-Centric means your 

organization 

embraces your donors as central 

to your mission, 

to your organization’s programs and services



Being Donor-Centric

• thanked for their commitment

• informed as to the impact 
donations have

• responded to quickly

• treated politely 

When donors 
were asked 

what they want 
in a relationship 

with an 
organization 

they value, they 
responded:



Being Donor-Centric

• We engage with a donor because making a 
gift will be meaningful to them

• We acknowledge and recognize them for 
their generosity

• We continue to strengthen our 
relationship with them

• We use received gifts to accomplish what the 
donor intended

To be 
donor-
centric 
means:



Being Donor-Centric

The 4 Pillars 
of Donor 
Relations

Lynne M. Wester, 
Donor Relations 
Guru



Donor-Centric 

Organizations

make donors 
feel as if they 

are an integral 
part of the 

organization
•

focus stories 
on the donor’s 

role

align
messages with 

donor 
interests and 
reflect donor 

emotions

hold 
themselves 

accountable to 
donors

are transparent 
in their 

communications

link the 
donor’s 

engagement 
with the 

results of the 
organization

make it clear 
that without the 
donor  mission 

would not go 
forward  &  lives 
not be changed



Donor Communication

Three simple things donors must understand from your communication:

 “You matter” – reframe your accomplishments as donors 
accomplishments

 “You have invested wisely” – Prove that your organization 
is worthy of an investment.

 “We still need you!” – Share new needs, opportunities and 
goals. Even when telling an amazing success story, leave your donors 
craving another interaction with you. (”Help us Change More Lives.”)

-Tom Ahern, Making Money with Donor Newsletters



True Purpose of  

Donor Communication

To bring joy into the homes of your donors. The joy of

 learning what a wonderful person they are

 knowing they are a loving person

 knowing they are contributing to society

 seeing themselves as problem solvers

 being a member of something special

 seeing their values affirmed and acted upon

 making the world a better place

 feeling they are making a difference in others lives



Best way to 

keep in touch

The study asked donors how the nonprofits they supported could best “keep in 
touch and help you feel more closely connected to and interested in the work 
for the organization.” 

The study reported “We identified a single stand-out: 

almost three-quarters of all donors claimed that receiving a regular newsletter 
would increase their focus upon and interest in an organization.” 

- Tom Ahern, Making Money with Donor Newsletters



Newsyletter

Simone Joyaux and Tom Ahern 
Keep Your Donors:  The Guide to Better Communications and Stronger Relationships 

recommend

If your organization does not have a newsletter than a 

Newsy-letter
is an inexpensive, fast, easier-to-do alternative.  

 One or two pages

 Written in a conversational voice, like a phone conversation

 Talk about your best accomplishments in the last few months

 Talk about pressing needs

 Copiously thank the donor for his/her past contributions to your 
mission and vision



Importance of “You”

In your communication,  use “You” often – it is more than just a 

pronoun…it is an emotional trigger…its like glue… it sticks the 

reader to the page 

 the word “You” keeps donors interested

 personalizes the information

 makes your organization sound more conversational, natural, 

warm and approachable 

-Tom Ahern, Making Money with Donor Newsletters



Importance of Stories

Share stories about the impact you are 
having on the community so they will 
continue to feel that their legacy gift will make a 
difference. 

Stories spark our empathy and that is the 
part of our brain where generosity resides.



Why Stories 

Work So Well

We like to meet new people and see 
how they behave in a situation. 

A good story dumps us into the 
middle of the action

Stories are fast and efficient. 
They require no translation. 

We understand what’s going on 
instantly. 



Importance of Stories

What makes a good story?

• Rich in detail, specific time, place and problem – write so a 

donor “sees” in their head

• Focuses intimately on a single person or a couple

• Shows impact – direct difference in lives

• Is emotional – fear, anger, loss, despair, triumph, pride, relief, 

hope

• Is surprising - Tells the donor something they don’t know

• Is fast 



Legacy Donor Story

• Rich in detail – Family history and connection 

to community

• Focus on couple – Staci and Darren

• Shows impact – Often ask self what we would 

do without all Jewish activities for kids –

important to keep engaged in Jewish life

• Elicits emotion – Jewish community great 

source of joy, comfort and support 

• Tells donor something they didn’t know –

Legacy giving is a way to support the community



Organizational 

Impact Story

• Rich in detail – Describes Sam’s 

situation

• Focus on individual – Sam

• Shows impact – Isolated, unable 

to take care of self - JFS was 

there to help

• Elicits emotion – After passing 

of wife, became depressed

• Tells donor something they 

didn’t know  – JFS is here for 

you too



Donor-Centric = 

Donor Loyalty

Donor Loyalty 

(Relationship from the 

donor’s perspective)

Donor –Centric

(Relationship from the 

organization’s perspective)

I feel passionate about the 

cause….

Because the organization Tells me stories that engage 

my interest and triggers my 

emotions.  

Creates diverse opportunities 

for me to engage – tangibly 

and emotionally- with the 

cause

I trust and respect the 

organization….

Because the organization Is honest and transparent 

about its values and mission, 

accomplishments, and vision,

governance and management, 

and finances



Donor-Centric = 

Donor Loyalty

Donor Loyalty 

(Relationship from the 

donor’s perspective)

Donor –Centric

(Relationship from the 

organization’s perspective)

I know that I personally make 

a significant difference in this 

community

Because the organization Regularly communicates how 

it uses donations and how 

much donors matter to the 

beneficiaries, the cause, and 

the organization

I feel comfortable and 

respected

Because the organization Understands my interests and 

disinterests, my emotions, and 

my aspirations. Respects my 

individuality and differences, 

asks my opinion and welcomes 

my candor.



Donor-Centric = 

Donor Loyalty

Donor Loyalty 

(Relationship from the 

donor’s perspective)

Donor –Centric

(Relationship from the 

organization’s perspective)

I enjoy connecting with this 

organization

Because the organization Is effective, efficient, courteous, 

timely and genuine in its 

dealings with me.

My bottom line: I feel 

important, treasured, and 

powerful.  I am transformed

THE RESULT Your bottom line: Donors are 

our partners. Together we can 

transform the community

-Keep Your Donors – Ahern & Joyaux



Being Donor-Centric

By being donor-centric we turn our 

donors from passive participants to

active participants

who 

regard their support as an essential 

component of their personal and 

household budgets

as well as their estate plans





Being Donor-Centric



Resources



Next Steps

 Year 2 ends March 31, 2016

 Make appointments to secure the remainder of your legacy commitments for Year 2.  

 Assign prospects to each member of your legacy team

 Continue to schedule regular team meetings to check in and so each member has a 
deadline for their monthly conversations – be accountable to each other.

 Continue to fill out your quarterly reporting form as you have conversations.

 Continue your marketing to both targeted prospects and general donor base.

 Stewardship, Stewardship, Stewardship – minimum of four touches

 Decide if you want to continue to partner with HGF and JCF for Years 3 and 4

 Arlene’s next visit is scheduled for June 7 and 8



As my fathers 

planted for me, 

so do I plant for 

my children

- Taanit 23a
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