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Business Plan 2009
Ottawa Jewish Community Foundation



1.1  INTRODUCTION

The Ottawa Jewish Community Foundation was founded in 1971.  Far-sighted 
community members saw the need for a financial resource to maintain the 
community’s fiscal structure and safeguard its future. This new organization 
would also be a means to perpetuate the name of a person or a family and link 
it to the community forever.  

The original applicants for the charter and subsequently, the first Directors were:  
Alex Betcherman, Hy Joseph Harris, David Loeb, Samuel Taller, Hy Bessin, Norman 
Zagerman, Gilbert Greenberg, Abraham Palmer, Bernard Shinder and Hy 
Soloway.  The first President was Gilbert Greenberg and for over twenty years 
Casey Swedlove served as volunteer Executive Director of the Foundation – 
raising funds for the future of the community. 

The mission statement of the Ottawa Jewish Community Foundation is to provide 
donors with the vehicle to contribute to the long term financial stability and 
support of the needs of the agencies which serve the Ottawa Jewish Community.  

The Foundation acts as a steward for these gifts and links the past, the present 
and the future while building trust with everyone it serves.  A possible vision for 
the OJCF would be to become the charity of choice for fulfilling donors’ 
philanthropic wishes.

The OJCF differs from the Jewish Federation of Ottawa by permitting donors 
(fund holders) to designate the beneficiary of their philanthropy (as opposed to 
the Federation, which, by nature, focuses on undesignated gifts).

We face multiple challenges to our future success as the philanthropic 
marketplace has become ever more complex:
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Executive Summary



• Community needs continue to grow.  
• Government support, which provides nearly 90% of our “Big 3 non-

denominational” agencies’ budgets1, is not growing to meet the 
increasing costs of the agencies.

• The Ottawa Jewish population is level with increasing numbers of Jewish 
elderly and fewer numbers of the next generation living in Ottawa.

• Many of our donors are spending increasing amounts of time out of the 
area. 

• The Federation’s Annual Campaign, while providing the largest single gift 
for program support to partner agencies, no longer provides for all those 
agencies’ needs.  The Annual Campaign is slowing down and its 
purchasing power is declining.  Other streams of revenue must grow 
alongside the Annual Campaign if the community is to continue to meet 
the current and future operating needs.

• There is intensified and expanded competition from other Jewish and 
general community non-profits.  Our lay leaders are increasingly involved 
in the general community.

• We are in the midst of a massive transfer of wealth with predictions of as 
much as $3 trillion transferring in Canada over the next 50 years.  

• Both the opportunities for individual choice and the legitimacy of making 
choices based on individual preference are increasing.  This manifests 
itself as donors wanting to direct all or a portion of their philanthropy.  
Many view their philanthropy more as a hands-on expression of their 
commitment and concern for the community, and less as an obligation to 
give, because it is a responsibility or because they recognize the value in 
collective action.

• Donors increasingly want relationships with professionals who can 
effectively find solutions for their individual situations and who will respond 
to their individual funding interests.  

• We are experiencing diminished Jewish connectedness to each other 
and to Israel among the next generation.

 
Within the context of this challenging philanthropic marketplace, the 
Foundation’s Board of Directors must create an approach to resource 
development that will maximize the contributions to the local Jewish community.  

1.2  FUNDRAISING OBJECTIVES

The Foundation’s fundraising goal is to raise in excess of $10M over the next five 
years.  The needs of the community are actually much greater, but a larger goal is 
not realistic or achievable in the next 5 years.  
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1    Hillel Lodge -- approximately 90% of the support comes from government
     Jewish Family Services -- approximately 95% of the support comes from government
     Tamir -- approximately 95% of the support comes from the government
   



1.3  FUNDRAISING STRATEGY

The analysis of the fundraising environment clearly illustrates that competition for 
available charitable dollars will be aggressive and challenging. Within the entire 
competitive charitable giving market, the Ottawa Jewish Community Foundation 
will enjoy -- to some degree -- the advantage of a ‘niche’ target audience within 
the Ottawa Jewish community. Furthermore, the Foundation is not limited to the 
local markets of Ottawa but will have the opportunity to solicit funds from Ottawa-
bred families now living elsewhere.  Some of the action steps required will be:

• To educate donors and potential donors about the current and future needs 
of the Jewish community

• To compete more effectively in the philanthropic marketplace, maximizing 
revenue from all sources (donors, funders, foundations, and corporations) 
through all fundraising streams (e.g. planned giving, special events) for 
current and future needs

• To create and maintain a collaborative fundraising environment that focuses 
on a holistic approach to fund development and maximizes relationships and 
engagement with partner agencies 

• To expand the donor base to individuals of means from all demographics 
(e.g. emerging leaders, seasoned leaders, women, etc.) who are not 
meaningfully engaged in our work

• To ensure that every major donor to the Annual Campaign has been asked 
to consider an endowment gift to perpetuate the donor’s legacy and to help 
ensure the community’s viability

• To help donors and donor prospects understand how charitable gift planning 
with the Foundation will enable them to accomplish their philanthropic and 
family goals

• To assist major donors in meeting their own philanthropic goals and objectives
• To involve succeeding generations in philanthropy

1.4  MARKETING PLAN

The Ottawa Jewish Community Foundation, like many other non-profit 
organizations, has an ill-defined brand2. A review of the Foundation marketing 
materials reveals inconsistency in branding the organization. 

Since 2000, these are just a few of the slogans or phrases used by the 
Foundation:  

• We build community – Come Build with Us
• Creating the Legacy from Generation to Generation
• Building the Foundation of Our Future means Sowing the Seeds Today
• Leaving More than Memories
• A Gift Forever
• 2000 and Beyond – Creating the Legacy
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2 The impression of a product in the minds of current or prospective consumers that is typically created by its manufacturers to 
convince users that this product is superior to other brands of the same product, although it may be technically be identical to 
other brands.



• Doing Well by Doing Good

Without a clear brand image  the public cannot tell the difference between one 
charity brand and another because everyone is using the same language, 
fundraising techniques, and “fishing from the same pond”.  This is especially true 
with our Jewish donors who do not know or understand the difference between 
the Jewish Federation of Ottawa and the Foundation.

The brand image continues to be a problem for the Foundation.  Our image 
should appeal to both the head and the heart, speaking to what matters to our 
constituency. The Foundation should stay with one form of branding, consistent 
with its Mission to integrate the brand into all communications, and back it up 
with a strong case for support, thoughtful marketing materials and testimonials 
that demonstrate how the Foundation lives up to its brand image.  

The Marketing Committee shall work towards integrating the brand consistently 
throughout the Foundation’s marketing material.  Ads dispelling the myths of the 
Foundation, as well as simplistic examples of giving techniques and profiles of 
community beneficiary agencies, shall be featured in marketing material put out 
by the Foundation.   In this way we can move towards a broader community 
awareness of the Foundation and what it does.  Our mission needs to touch 
prospective donors, not simply the current donors.  It is absolutely critical to 
educate, inspire and enable support from our community by proactively 
reaching out to broader prospects.

Supported by an extensive advertising effort, the fundraising campaign “It is Now 
Our Turn”3 will be conducted as a multi-approach program depending on the 
targeted market. The key elements of the campaign are as follows:

• The Foundation will conduct a personal contact project to reach various 
segmented audiences for contributions. 

• The Foundation will continue to contact previous donors and conduct a 
number of specific fundraising activities. In addition, new efforts are being 
developed to promote donations arising from estate Planned-Giving and 
other opportunities.

1.5  BOOK OF LIFE INITIATIVE

The Marketing Committee will establish a subcommittee to oversee the 
development of a Book of Life, which will catalogue the histories of those 
individuals and families that established a fund through the Foundation. The Book 
of Life will provide these donors with the chance to express their values, tell their 
children and grandchildren about the things that matter to them, and 
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3 The slogan “It is Now Our Turn” was created by the Marketing Committee in March 2008 in an effort to come up with some 
consistent branding for the series of advertisements planned for “Phase II CEC” and as awareness pieces.  This was presented 
to the Board in August 2008.  While this slogan is not set in stone, it is the belief of the Marketing Committee that a slogan be 
used, not unlike the “Live Generously” slogan is used for the Annual Campaign.  



demonstrate how much they care about charity and the Ottawa Jewish 
community. 

The Book of Life is a good fundraising opportunity for the Foundation and the 
initiative will help to raise the profile of the Foundation.  Events connected with 
the initiative can be added to boost the attraction to the Book of Life.  Annual 
signings and recognition receptions are a common occurrence among other 
Jewish Foundations with a Book of Life. (see Appendix B)

The success of the initiative will be tied to the involvement of the families signing 
the Book of Life.  To create excitement, a family from the community should host 
the first initial launch and signing at their home.  The party should be catered 
and invitations sent out prior to the first signing.  The goal is to make this a social 
event as well as chance to get recognition for generous gifts.  Donors are 
encouraged to attend with their extended family.  Even friends are invited that 
are interested in the OJCF.  A framed picture can be distributed after the event.  
Prior to the event, the family history that the donor wishes to inscribe in the Book is 
prepared and printed.  An article advertising the launch shall be placed in the 
Ottawa Jewish Bulletin and a follow-up article will be written.

It is recommended that the Book of Life be opened to all gifts (both paid and 
deferred).  In this way we encourage giving, we recognize and show 
appreciation to our donors and we remain inclusive to the entire community.  
We want the community to feel a sense of belonging.  We want to make our 
donors feel comfortable and immerse them in activities that persuade them to 
become active participants.  The Book of Life offers an emotionally meaningful 
experience that generates participation from the community.

The Book of Life is not a separate gift giving vehicle.  Most communities have 
brought the Book of Life to their community to generate enthusiasm and interest.  
Donors seem to appreciate the recognition.  It is time the Ottawa Jewish 
Community does the same and continues a tradition started in 1996 but not 
properly carried out.  

It is estimated that it will take approximately 4 months for decisions to be made 
(once the committee is struck) and the Book of Life ready for launch by 
mid-2009.

1.6  CURRENT FINANCIAL STATUS

The Foundation currently has an asset base of approximately $40 million, 
including money that is managed on behalf of other organizations.  The 
Foundation boasts over 750 individual funds and the Foundation also enjoys a 
thriving tribute program, which collects approximately $115,000 per annum.  
Furthermore, there is a life insurance program with a deferred face value of just 
over $20 million.

We are currently faced with a very volatile world market and the asset base has 
been garnering negative returns for the last 12 months.
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The Investment Committee has been charged with investing the assets of the 
OJCF (as well as other organizations in trust) and achieving an annualized rate of 
return of between 7% and 8%.  This is calculated by:

3.5% annual disbursement (according to CRA)
2.5% inflation factor & “reserve” 
0.4% manager, custody and advisor fee 
1.2% administrative fee

7.6% anticipated return (net of management fees)

The Foundation must continuously evaluate our Investment Policy and Strategy 
to ensure that it is consistent with our long-term planning goals.

1.7  LONG TERM GOALS

The Foundation must look at the “Big Picture” or long-term horizon.  It is not in 
the Foundation’s best interest to look at year over year returns, rather the 
Foundation should focus on a 3-4 year rolling average.  We need to provide for 
a minimum return of 7.6% and devise a methodology of investments to get us 
to that target. (See Appendix C)

2.1  DIRECT COMPETITION

For fund raising purposes, the Foundation in a general sense, will be in direct 
competition for charitable dollars with all other ‘not for profit’ organizations.

3.1  CHALLENGES

In 2008, the Foundation faced a number of challenges:

 Volatile world stock market

 Staffing vacancy

 Lack of dedicated volunteers to specifically canvass prospects

 Diminished public profile

3.2  SUCCESSES

In 2008, the Foundation had a number of successes:

 An increased tribute card program (approximately $115,000 compared to 
$110,000 the previous year).
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 An increase of the number of families who participated in the B’nai Mitzvah 
Program

 A comprehensive set of policies and procedures that enable us to govern 
wisely

 A varied group of volunteers who serve on various committees

4.1  POTENTIAL DONORS

Recognizing that each donor is unique with differing needs and interests, 
development efforts will focus on intensive donor cultivation and stewardship 
strategies that build relationships and are designed to develop understanding 
of each donor.  These strategies are critical to major gift fundraising since they 
mitigate against a donor’s feeling that every contact with them is a solicitation 
or that they are taken for granted.  Ongoing, year-round cultivation provides a 
mutual benefit to the donor prospect and to the Foundation, enabling both to 
learn about each other’s needs and to create opportunities to meet those 
needs.  

I. EXPAND THE NUMBER OF INTENSIVE INDIVIDUAL STRATEGIES THROUGH THE 
STAFF DONOR RELATIONSHIP MANAGER (DRM) PROGRAM

Foundation staff donor relationship managers will be assigned to identified 
major donor and major donor prospects4.  DRMs will provide personalized 
service through ongoing cultivation and stewardship to each donor 
prospect.  Seven staff DRM’s (listed in section 4.5) will be assigned carefully, 
with much thought given to the ability of the DRM to build and maintain 
relationships with the assigned individuals.  The DRM’s will manage between 
3 and 20 donors/donor prospects each.  The DRM will provide a donor 
personal access to the Foundation, meeting and speaking regularly with 
the assigned donor, ensuring that donors are connected to meaningful 
opportunities and programs in the community and are solicited, thanked 
and recognized for various funding opportunities in an appropriate and 
timely manner.  The plan is for the many volunteers to work as “door 
openers”, facilitating “first contact” with the prospective donor and the 
DRM.

II.  UTILIZE TARGETED GROUP STRATEGIES

Recognizing that it is not possible to cultivate all prospects individually, the 
Foundation will plan specific group cultivation activities for strategically 
identified affinity groupings.  These groupings may overlap and change 
over time as our information about each individual in the segment is further 
refined, as staffing considerations permit and as new opportunities arise.  
This will include working with the Annual Campaign staff to create ongoing 
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4 The major donor/major donor prospect are centered around those individuals who may have the capacity to consider a 
$10,000 annual commitment (and above).



cultivation and recognition programs through the campaign affinity group 
structure (e.g., Lion of Judah, business division, physicians and surgeons 
division, etc.).  The group cultivation activities designed for each segment 
should be innovative and collaborative in nature, always keeping the goals 
of our development program in mind.  Additionally, all planned events will 
be viewed through a development lens that takes into account both the 
community building and fund development potential for an activity. 

The following is a list of potential groups of donors that should be considered for 
canvassing and given the opportunity to participate in supporting the 
Foundation . This list should be taken as a starting point that can be segmented 
and expanded upon as necessary:

•Those that will benefit from the intergenerational transfer of wealth (i.e. 
inheritances).

•Baby boomers

•Young professionals

•Groups of like-minded people with large assets (i.e. people with large real 
estate holdings)

4.2  EDUCATIONAL STRATEGY

Potential donors will be provided with a comprehensive and informative 
package outlining how their generous support will benefit the local Jewish 
community.  

The Message. The message for this fund raising initiative will be prefaced with 
the slogan: “It Is Now Our Turn”.

• Delivery of the Message. Delivery of the message can be accomplished 
through a combination of information on our website, various standard 
advertisements in the Ottawa Jewish Bulletin, written flyers that accompany 
monthly income tax receipts, special presentations and ‘word of mouth’.

4.3  THE PLAN

The overall objective of the fundraising campaign, “It Is Now Our Turn” is to raise 
$10M over the next five years. The fund raising campaign will be supported with a 
computer technology based system which is currently in use at the Foundation. 

•Serving members of the OJCF Board of Directors (and committees). A direct 
request will be made to all serving members of the Board to support the OJCF with 
a “meaningful contribution”. An initial goal of $25,000 will be proposed. The 
$25,000 would be a show of “buy-in” and solidarity.
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•Retired Board members. Utilizing the extensive data base, a specific legacy 
initiative will be launched to contact as many of the retired community as 
possible. Individuals will be asked to consider making a bequest to the Foundation 
as part of their estate planning.

•Philanthropists. The Foundation will also focus on those prospective donors that 
have large assets and may be looking for tax relief.

•The Foundation will continue to contact previous donors not currently involved 
with the Foundation, and conduct specific fund raising activities such as seminars 
and a “Chairman’s Dinner”.  There has been some discussion about having a 
Foundation-only event such as the dinner.  This event would accomplish three 
mini-goals:

i. Increased awareness for the Foundation
ii. A recognition of past achievements
iii. A way to raise some funds

4.4  THE VOLUNTEER RESOURCES

The Federation enjoys an “army” of 200+ volunteers who solicit thousands of 
individuals on behalf of the Annual Campaign (formerly UJA).  The Foundation 
needs to capitalize on this “army” through the CFM (Collaborative Fundraising 
Model).  This model will not put at risk either of the Federation's or Foundation’s 
autonomy, rather it will be a paradigm shift to a donor-centered model.  The 
ultimate goal is that the requests for support be seamless and integrated (i.e. Mr. 
Cohen is asked what is important to him -- it may be a current annual campaign 
gift for Israel, it may be a bequest to endow his gift in perpetuity, or it may be both.  
The essence is that one solicitor [referred to as a Donor Relationship Manager in 
the CFM] be assigned as his point of contact).  Collaborative fundraising is an 
efficient and effective way to sustain the annual campaign and grow total 
financial resource development. 5 An outline of the CFM is covered in Appendices 
E and F.
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5 From the OJCF Strategic Plan, there are two logical directions for the OJCF to move:

• Add more staff for the OJCF exclusively (i.e. do not adopt the CFM).  This would envision a separate direction with little 

regard for the Federation’s model (i.e. we would be direct competition for the Federation); or

• The CFM will be pursued.  This will ensure that the OJCF is donor-centered in all of its thinking and is not concerned 

necessarily with a “net sum zero” scenario.  (i.e.  if a donor gives $100,000 to the Annual Campaign instead of the 

OJCF, that is still a good thing as there is a demonstration of strong community support.  Conversely, if a donor gives 

$100,000 to the OJCF and foregoes the Annual Campaign, perhaps that contribution’s allocatable income could be 

directed towards the Annual Campaign).  There is an integrated approach to the canvassing cycle --- from planning 

(i.e. what are the community needs that a donor can fund); to marketing (i.e. how to message the ways that a donor 

can contribute to the community); to canvassing (i.e. finding out what is important to the donor and pairing that with a 

communal need[s])



The collaborative model, which was adapted from successful programs across the 
non-profit world, focuses on expanding and maximizing giving to all income 
streams based upon individual interests and financial capacity.  This integrated 
model involves a cultural shift within the community; cross training existing 
development professionals, as well as creating and marketing a full menu of 
philanthropic options. It requires a willingness to invest in the long-term 
relationships that will lead to more significantly sized gifts.  The collaborative 
portfolio was designed to help deliver a message of choice to their donors.  The 
belief is that the more choices people have the better the life they live--and the 
more likely they are to trust us with their philanthropic dollars.

Based on the Strategic Plan, there will need to be approximately 12 new 
volunteers recruited who will help us reach this fundraising initiative.  These 
volunteers should be representative of the breadth and diversity in our community 
and include representatives from:

• Retirees

• Financial Planning

• Real Estate

• Legal Community

• Top Donor Division of Annual Campaign

• Parent of Day School Child(ren)

• Senior Clergy

• Former Gilbert Greenberg Award Winner

There should definitely be a chairman to recruit these new volunteers -- one that 
understands the mission of the Foundation and its plan.

4.5  THE PROFESSIONAL RESOURCES

Under the CFM, there will need to be sufficient DRM’s to canvass the prospect list 
(approximately 200 names long).

To date, the DRM’s include:

•Jack Silverstein, President and Executive Director, Annual Campaign

•Mitchell Bellman, CEO of Federation

•Lindsay Rothenberg, Women’s Division & Young Adult Professional

•Jeff Bradshaw, Federation Planner

•Shelley Crawford, Chief Financial Officer

•Francie Greenspoon, Marketing & Communications
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It is readily apparent that there needs to be additional staff resources to meet the 
$2M annual challenge.  There needs to be an Assistant Director brought into the 
fold, charged with soliciting major gifts to help attain the $2M goal and to service 
some of the committees of the Board.  The new costs are reflected in the budget 
(Appendix D).

5.1  GOVERNANCE

The fiscal year 2009 will have a focus on proactivity and Board accountability.  
Donors (and prospects) will want to ensure that we have solid investment policies 
and procedures, that the Board is engaged both temporally and financially, and 
that there is some Board development.

To meet this objective, there would be an expansion of the Nominating 
Committee to a new Board Development Committee.  Not only would this 
committee be charged with nominating members to the Board, but this body 
would also deal with Board self-assessment tools to ensure that we are a 
productive Board.
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Findings (from the Leave-A-Legacy Southwestern Ontario Public Survey, 2002)

• 56% of respondents have a will with only 17% of those people including a charity in their 
estate (that is only 9.5% of all people leaving something to charity in their estate.)

• 48% of those leaving a bequest to charity indicated the gift will be 10% or more of their 
estate 

• 86% of respondents made charitable contributions last year
• The older the respondent, the more likely s/he was to have made a will.  27% of 

respondents aged 30 – 39 have a will versus 84% of those respondents over 60
• People make wills at triggers points in their lives (monumental occasions like births or 

deaths)
• Women are more likely than men to make a will
• People with children are more likely to make a will
• Married people are twice as likely as single people to have a will
• 57% of those with a will have reviewed it in the past 2 years
• The vast majority of planned bequests in the survey were initiated by respondents.  

Only 4% had been directly approached by the charity.
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Appendix A: Legacy Giving
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Appendix B: Book of Life



YEAR RETURN CUMULATIVE RETURN 
SINCE 2000

AVERAGE RETURN 
SINCE 2000

2000 8.03 8.03 8.03

2001 2.98 11.01 5.51

2002 <2.42> 8.59 1.71

2003 9.43 18.02 4.51

2004 7.81 25.83 5.17

2005 7.40 33.23 5.54

2006 10.20 43.43 6.20

2007 <2.50> 40.93 5.12

Number of years since 2000 that we exceeded target return of 7%:  5

Number of years since 2000 that we missed target return of 7%:  3
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Appendix C:  Yearly Returns
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Appendix E: The CFM (from UJC)
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Appendix E: The CFM from UJC  cont’d



1. Collaboration and Partnership – For the Collaborative Model to succeed and strengthen the 
Ottawa Jewish community, the lay and professional Federation and Foundation canvassers 
should work together in the cultivation and management of top donor prospects.   However, 
OJCF should have staff dedicated to work with donors as they establish and maintain individual 
funds and to create the necessary programs to enhance endowment development.  

2. Professional staff – The Federation and Foundation staff currently has a collaborative relationship 
with a number having split portfolios.  However, to ensure the identity and integrity of the 
Foundation and position it for growth, proper staff with the right number of people doing the right 
assignments is fundamental.  

3. Training – The development staff and lay leadership (Foundation and Federation) should 
participate in training so they can recognize particular opportunities and feel comfortable 
introducing endowment giving to donors.

4. Creating a Jewish Legacy – The PACE [Perpetual Annual Campaign Endowment] and LOJE [Lion 
of Judah Endowment] programs are in place but need additional marketing and enhancing. 
Overall goals, strategies and plans should be developed to identify and secure any at-risk gifts on 
a priority basis.  

5. Unrestricted Grants – The Foundation’s unrestricted grants should be distributed by the Planning 
and Allocations Committee (PAC).  The process should generate programmatic information for 
OJCF’s marketing and the agencies should market the OJCF support.  
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Appendix E: The CFM from UJC  cont’d



What are the benefits of the CFM?

• Paradigm shift:  It’s all about the Donor (in both Annual Campaign and OJCF)
• Move from the single focus on the unrestricted Annual Campaign, to provide additional 

Supplemental Giving opportunities through multiple sources of funding (i.e. endowments)
• Articulate and report both internally and to the community, the total financial resources of the 

community
• Provide more opportunities for foundation and endowment giving 
• Maximize both human and financial resources of the Federation and Foundation
• Instill collaboration between departments in the Federation and Foundation

What are the drawbacks of the CFM?

• Potential for diminished identity for the OJCF (many donors, to this day, do not understand the 
difference between Federation and Foundation -- this may just further exacerbate the issue).

• Improper training -- many lay leaders will need to be trained to maximize gift potential for both 
Annual Campaign and OJCF.  The training will not affect all 200 Annual Campaign canvassers, 
but will likely be focussed on a few key groups (i.e. Top Donors, Lions of Judah, Retirees Division).

Some other options that the Foundation may choose to explore would include strengthening the 
Foundation “bench” to solicit independently; or choosing to remain a reactive organization and only 
capitalizing on opportunities as they present themselves.

What are the benefits of soliciting independently?

• Sole benefit of the OJCF.  There would be no need for compromise with donors.
• A singular focus.

What are the drawbacks of soliciting independently?

• Truly not donor focussed.
• Increased cost to OJCF in additional staff resources.
• OJCF doesn’t currently have a stable of canvassers.
• Direct competition for the Annual Campaign.
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Appendix F: The CFM Analysis



What are the benefits of remaining a reactive organization?

• May cut some staffing resources (hence lower budget).

What are the drawbacks of remaining a reactive organization?

• Will not likely see an increase in portfolio due to limited number of gifts that will come in over time.
• Will not have an increased visibility in the community.
• If we don’t take care of our donors, someone else will.

-------------------------------------------------------------------------------------------------------------------------------------------------------
21 Nadolny Sachs Private, Ottawa, Ontario K2A 1R9                                                                                                           -23-                                                               

Appendix F: The CFM Analysis


