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Direct Forum is a free email newsletter containing useful direct marketing tips, news updates and
how-to information. It’s convenient, informative and | am not trying to sell you anything!

1. My analysis of which direct 2. How to keep the reader involved
marketing concepts worked and. . . from sentence-to-sentence..

which did not. 3. Flattery: A good tool for your
fundraising toolbox.

My analysis of which
direct marketing concepts

worked and... which did not.

For the last 15 years I have
raised millions by writing and
designing fundraising appeals
for charities using direct mail.

What worked and what did not
is based on field-tested results.

But first a few words
about direct mail:

e It is still not dead. When
done right It continues to
generate the greatest amount
of funds from individuals.

In fact, even Steve MacLaughlin,

Director of Blackbaud, a company
that only promotes online
fundraising methods once said:

“939% of funds are still achieved
by traditional methods.”

 'The primary goal of direct
marketing should be to solicit a
response—to get people to act.

* Direct marketing is also
great for preaching to the
converted. That is why
who you talk to is the most
important factor in its success.
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Therefore the list of people you
mail to is the most crucial. In fact
every textbook on the subject of direct
marketing will tell you that 50% of the
success depends on who you talk to.

You have to choose your list
carefully to focus on a predisposed
audience— predisposed to your
category, product or service.

For example, direct mail won’t
convince someone to change political
parties, but it’s great for getting someone
to contribute to the party they belong to.

 Finally, you have to catch the
reader’s attention, which is
getting harder to do. It seems
that the attention span of
people is now below the average
attention span of a goldfish.
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A recent research study determined that the
average attention span of a goldfish is 9
seconds [1]. In 2000 scientists measured the

average attention span had dropped to 8
seconds.

via Chnis Washington-Sare

average attention span of adult humans. It was
12 seconds. In 2013 the same test revealed the

National Centre for Biotechnology Information, U.S. National Library of Mcdicine, The Associated Press,
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What worked

When my reader’s were engaged:
1. Through storytelling.
Yes, there is magic in storytelling,

My Verdict: Don't just narrate a
good story but touch and inspire
your donors to act so they can help
others in a similar situation.

2. With an insert that tells a story.

I have used pieces of cardboard to
conjure up homelessness, a toothbrush
to demonstrate that when women in
an abusive situation are fleeing for
their lives, they don’t even have time
to pack the very basic necessities. It’s
a great way to tell a dramatic story.

Other involvement devices
I have used to increase response:

The
Book ¢/
Lullabies

* Ayes/no sticker
* A book of lullabies

* A questionnaire or

On behalf of

all the children

in the poorest re i
of the develop
world who are

survey with a pencil

My Verdict: Sending anything
that is tactile, tangible and
mail-able gives you great

please accept
Book of Lullal

stopping power.
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3. Use of Donor Recognition pieces.

This only applies to loyal high-end
donors. Acknowledging their value with a
small token of appreciation leads to high
satisfaction. Plus, these small gestures of
acknowledgement have a proven impact
on donor giving and future gift value.
87% of people made an unsolicited gift
after having received a recognition gift
and this can be a powerful influencing
factor in future giving decisions.

My Verdict: Put recognition of high
value donors on your priority list.

What did
not work:

1. When I was asked to do

something simply because
it had worked in the past.

I am talking about mailing
with premiums like address
labels, greeting cards, etc.

Generally these kinds of premiums
are frowned on by donors as ploys to
get them to donate. According to the
Donor Burke Survey, most people
report that they are not swayed by token
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gifts, but are negatively inclined them.

Donor attrition has an obvious long-
term negative impact on fundraising.
The high cost of premiums is often
cited as a primary reason for donor
attrition. Token gifts upset loyal
donors because of the added expense
associated with using them.

My Verdict: It’s short-term gain that
is likely to lead to donor attrition
and long term pain. My verdict
when it comes to token gifts for
your all donors? Leave them out.

2. When I misread the donor.

In a recent mailing to a house donor
file, I thought that a charity for single
mothers provided help in educating
teenagers who dropped out of high-
school because they got pregnant.

I was wrong. This was not why
they supported the charity. They
supported it because these girls had
no other support. They were alone.

My Verdict: Always research past
mailing results to find out what topics
elicited the greatest positive responses.
Then find a way to relay that message
in a new and more powerful way.
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3. When I was asked to solicit a new
category of donors who had no
giving history.

As I said earlier, direct marketing is
great for preaching to the converted.

The charity in this case got a list of Air
Miles subscribers for free. This group was
asked to either make a small gift or donate
some of their Air Miles reward miles.

While the exact same piece worked
well on the house list of donors, this
piece did not do so well with Air Miles
subscribers. Less than 0.3% responded.

My Verdict: Air Miles reward miles donors
are takers, not givers. They joined the
organization to get things for free, not to
help others. Remember, 50% of the success
of any mailing depends on who you mail to.

Alongside is a partial list of
some of the charities | have had
the privilege of working for:
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Amnesty
International

Arthritis Society
of Canada

Breakfast for
Learning

Canadian Bible
Society

Canadian Women'’s
Foundation

CAMH Foundation

Cancer Research
Society

Canadian Foundation
for AIDS Research

FoodShare Toronto

Juvenile Diabetes
Foundation

The Canadian
Cancer Society

Canadian Liver
Foundation

Canadian Crossroads
International

Canadian Diabetes
Association

Covenant House

Crohn’s and
Colitis Foundation
of Canada

Easter Seal Society

Good Neighbour’s
Club

Hammer Band

Heart and Stroke
Foundation

Hincks Centre
for Children’s for
Mental Health

IEF International Eye
Foundation (USA)

IWK Health Centre
Foundation

Invest in Kids
Foundation

Imagine Canada

Juvenile Diabetes
Research Foundation
Make-A-Wish
Canada

Prostate Cancer
Research Foundation
of Canada

Save the Children-
Canada

Second Harvest
Shades of Hope
Show Kids You Care
Special Olympics
Ontario

Springtide Resources

The Lisa Brown
Charitable
Foundation

The Massey Centre
for Women

The Royal
Conservatory
of Music

Tree Canada

Sierra Legal
Defence Fund

Spina Bifida &
Hydrocephalus
Association

of Ontario

Toronto Humane
Society

United Way Montreal

University of St.
Michael’s College

Vancouver
Symphony Orchestra

UNICEF

United Nations
High Commissioner
for Refugees

VOICE for Hearing
Impaired Children

Youth Employment
Centre

YWCA of Greater
Toronto

Toronto Zoo
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It’s called connecting the thoughts.

The reader’s tendency is to scan
copy and only continue reading
if the next paragraph is either
linked to the previous statement
or continues to explain more.

Connectives provide a way of
hooking paragraphs together.
I use them whenever I'm trying
to create a sequence of related
ideas to ensure that the reader
continues to keep on reading.

COPYWRITING HINTS:

Here are some basic connective words

that link sentences together quite well:

e But that’s notall. . .

e Of course you can also. . .

e Here is another reason why. . .
* Soyousee. ..

e Here’s another reason why. . .
e To show you what I mean. . .
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from
sentence-to-sentence.

If you wonder why. . .

You see, this is the real problem. . .
I'm sure you’ll understand,

when 1 say. . .

Also, you will have. . .

And there’s more. . .

And when that happened. . .
Here’s another reason why. . .
Meanwhile, you also will find. . .
Nevertheless, until you also. . .
Moreover, that happens when. . .
This is why. . .

Why not consider. . .

If that happens you can expect. . .
The truth is. . .

In addition, . .

But wait, that’s not all. . .

Why am I so concerned?
Because. . .
Let me explain. . .

But first. . .

CONTINUES ...
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DESIGN HINTS: IEF INTERNATIONALEYE | ..., hock ot simc

F OO NDAT I OGN
e  Use visual anchors like hand writen tedlobins aspacially ¥or V"“

> Lat ma tall yoi

text, underlines, italics, etc. (but Dear Friend,

1 1 In the enclemed boclk of lullakies you will find the west
Sparlngly) Tlley act llke yellow famoun lullaby YMuch little baby d.m'tyyou ery¥ right at the
highlighting to emphasize the main start of the beok.

s There'm a gecod reamon for that; lullabiem have alwawe
pOlntS Of your message' /ﬂvided a moofhing way to help children f£all amleesp alf' oVWer
the world.

Vothers 11 wany develcoping countries have their balbiems
mtrapped to their backe and ming te thew am thewy go abeout their
day . They cing them te ocleesp and they ocing te them when they cry.

* Indent the first line of every paragraph.
. . . . . / Buk thers ave come thinge ne cong vabh costlle.
e DPresent information in bite size form
. It ip difficule encugh te get a vhild ke oleep when
by USIIlg ShOI‘tel‘ sentences and they avre peill Dungery er Salnsuriched. It is Darder

ptill wlien the ¢hild ic cick and in dangsr of leoodng
paragraphs, Nic er Rer cight.
= T Jumt lile the little girl ¥Yama, who

livem in a part of Africa that has the
b | mmmmw 1t 11, ¥ -

e Make the key paragraph shorter for

Thim besutiful child wam alwayes full of
life and energy. Just watching her emile
and giggle £illed cne'm heart with jow.

focus

BEut when Yawa developed a wmliln rash and

little nodules on her head, the constant

Thlng was so mevVere it made her often ocrw all night .

e Avoid all caps in copy. CAPITAL
LETTERS ARE DIFFICULT TO
READ, AND GIVE THE FEELING |\ 5. 1o il rd s et “ohe hon river Elinianess. . s
THAT YOU ARE SHOUTING. "=

The micrescepic worom parmed by black fliem caume thim
diwekmwe. The larvas enter the body through the £1lv bites aund the
bacomners infested with tiny worme that spread under the

e Break up the last sentence on the skin Whroughout the body, eventually getting inside the eves aud
page so that the reader has to turn/’
the page and continue reading.

e Shorten overall copy area. Wide

IMAGE HINTS:

T _ * Images work best when they are either
margins increase readership. . . )
involved in the action you are try-

) ing to portray or if they are lookin
e Use dashes instead of commas—at 5 P Y Y 5
_ ) straight at the reader. Humans are
times—to break up the routine look. . . L
social animals. They communicate in

iti by looki h
* Finally, make sure your letter looks @ positive way by J00KIng at another

_ erson’s eyes, or in a negative way by
like a letter. P

refusing to make eye contact.
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ook
mah-velous!

Simply
mah-velous!

Curtsy of Billy Crystal

Flattery:
A good tool for your
fundraising toollbox

It is said that flattery will get you
everywhere. And this is especially true
when it comes to composing a letter to
your donors. Remember, it’s not about
you.

Flattery is a form of social reward
and can be a powerful tool.

Complimenting an individual gives
them positive feelings about the

person bestowing the favourable
comments, even when the recipient
suspects the remarks may not be entirely
truthful or sincere.

Now, research proves that
compliments also aid memory.

Japanese researchers conducted a study
and found that when people were given a
task to learn involving motor skills, praise
for their performance afterwards resulted
in their remembering the task better than
control groups who received no praise.

The researchers concluded that
the reason was due to “memory
consolidation.” That memory can be
enhanced by praise.
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So educators, trainers, and fundraisers
take heart. You may be able to use
compliments as a strategic to make your
messages more memorable and at the
same time, it will be viewed more
positively by your recipient’s and may
increase motivation, too.

By the way, have I mentioned lately
how awesome my newsletter readers
are? You are intelligent, curious and
insightful —thanks for being a

subscriber.

And that’s the truth!
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OPT IN, OPT OUT, OPTIONS:

To subscribe, email me at:
designersinc@sympatico.ca

To download back issues of my
newsletters go to ‘Freebies’ on my website:
www.designersinc.ca

To unsubscribe, send me an e-mail simply
saying, “Please, remove.” To participate,
send me an email with your suggestions.

To post a comment, please include your
name, email address and your thoughts.

Let me remind you again that your
name and/or e-mail address will
never be shared, sold, circulated,
or passed along to anyone else.

Designers Inc.

1407-99 Harbour Square
Toronto, ON

M5J 2H2

© Designers Inc.
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