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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 I am not trying to sell you anything!

1. Do I still have
your consent?
2. Little things mean
a lot to me.

3. Small subtle ways of  
     attracting more donors.
4. News of Hope:
     A video to enjoy.

Do I still have your
consent?
Once again, Government
(CASL) anti spam laws
require that I must have
your consent again in
order to continue to
send you my newsletters
or I risk a fine of up to
$10,000,000.

So, to continue receiving my
newsletters, email me
at: billy@designersinc.ca
saying “ Yes, you have
my concent.”
To unsubscribe,
say: “Remove.”
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.
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Little things
mean a lot to me.
It does not take a lot to please me. Small things make
a huge difference to me like these priceless responses
below to my last newsletter. They made my day!
Fabulous newsletter, Billy!
I love the Einstein letter. You have an
ability to make things relevant, compelling
and interesting!!!
Sending you loads of sunshine
and gratitude - Suzanne
Good afternoon Billy,
Thank you so much for sending your
monthly Newsletters, I love them! I read
them all from the first to the last line. I
also love sharing the great content you
create. Thank you for that!
And, of course, I would love to receive
a copy of the amazing letter sent by
Bruce Barton from BBDO!
Thank you again for everything ☺
Danièle Grégoire

Hi Billy!
Hope you are enjoying your long weekend.
I’d love a copy of Bruce Barton’s letter.
Your article struck a chord with me.
There’s something special about
receiving a hand-written letter in the
mail. My 6-year old daughter’s dentist
mailed her a certificate congratulating
her on sitting through her first cavity
filling. And she was over the moon that
she received a piece of mail with her
name on it. Even her generation, which
is one growing up with technology all
around her, loved getting mail. ☺
Hope all is well with you!
Kaksha
Great July newsletter.
Please send me a copy of Barton’s letter.
Market Happy!
-Rainer
I LIKE IT!!
Gail RM Lenters
CONTINUES ...
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Small subtle ways
of attracting more donors.
Before I go any further, we
should recognize two donor
truths. First, a larger percentage
of donors are older people.

Next, remember women
are not a “niche” market”
but rather a force to be
reckoned with.

• According to Canada’s 2016 census,
there are 5.9 million Canadians
over age 65, representing 16.9% of
the country’s total population.

• They account for
50.4% of the
population;
they affect
81% of all
purchases,
household and
financial decisions.

• According to World Giving index
2014, Canada ranks No. 3 on the
world-giving index.

So, women not only have enormous
buying power but they also exert a major
influence on their children and friends.
• Since 2009, women have become
more likely than men to donate
money to charity at a global
level – this is despite the gap in
economic participation that still
exists between men and women
worldwide. (The World Bank 2014)

CONTINUES ...
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With that in mind, here are some small
ways of attracting more donors.
2. Invite women to small gettogethers. Women are often
amenable to attending a special
luncheon or weekend get together
with other women when you have
a special occasion — like the
unveiling of important information,
or prevention and cure literature,
survey results, a special screening of
a show, a reading by an author of his
or her latest book, a progress medical
report, or even a chance to sit on a
special panel.

1. Place an AD in a strategically
focused magazine: One oftenoverlooked source of reaching a
new audience is advertising. Select a
publication that specifically targets
older people or women. Remember,
this is one successful method that
business-to-business uses to tap into
a new audience.

Ask them to also bring a friend.
In return, promise them something
small. The enticement doesn’t have
to be big or expensive. It could
be a rose, or a yearly planner.
Here’s a simple
idea on Pinterest.

Example: Here’s an Ad that I
recently had the privilege of working
on for Home Equity Bank that ran
recently in Legion Magazine—one
of the many magazines perfect for
older folks.

There are many
more popular social
media sites for
cheap gift ideas.

This is an effective way to build traffic.
Not only would such an inexpensive
CONTINUES ...
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freebie pull in prospects, but it would
also qualify them. These “warm”
prospects are also more likely to
respond to a future donation request.
Example: A small book-reading
gathering for Integra, attracted over
150 attendees. The incentive was a
signed copy of the author’s latest book.

organizations of repute deem it
important that all their printed
material be on high quality stock.
I am not advocating that non-profits
use slick expensive paper because
they need to ensure that they do
not come across as extravagant. But
small changes like using a textured
stock can make a difference.
Example: A test mailing of 65,000
pieces with half on textured stock
vs. half on plain white stock
resulted in a 24% gain in response
for the textured stock

The result: 85% of the attendees
made a donation that same year.
3. Invite your donors to volunteer.
Each week, 19% of Canadian
seniors spend between five and
14 hours volunteering for a
worthy cause. (Source: Zoomer Magazine)

• Colour is important too. The
colour of a stock can also play an
important role. In a test of white
vs. cream stock, the cream stock
out pulled the white by 46.25%

4. Keep in constant touch with
your donors through emails
and social networking
(Facebook, Twitter, etc.)

• Envelope size. Break away from
the standard No.10 envelope if
you want to grab attention. Here
below is a perfect example.

5. Direct mail still offers the best
personal, sensory experience that
triggers consumer emotions and
action, with maximizing
attention and recall.
Older donors still tend to be avid
readers, so the logical thing is to target
them by testing your next direct mail
appeal with these small changes:
• Paper plays a big role in response
because of its tactile nature.
No wonder big banks and large
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• Finally, if want more of your
donors to continue donating.
Try sending them a handwritten
thank you note for being
loyal to your cause. You don’t
have to wait until they donate.
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News of Hope:    
A video to enjoy.

The less I say about it the better.
Here’s the link: https://youtu.be/bcFxT_iOABE
Credits:
Advertising Agency: Ogilvy, Brazil
Chief Creative Officer: Claudio Lima
Executive Creative Director: Felix Del Valle
Copywriter: Marcos Botelho
Art Directors: Bruno Montoro, Fabio Natan
Head of Production: Rafael Rosi
Production Company: Central Films
Director: Rodrigo Garcia Saiz
DOP: Mateo Londono
Producer / Executive Producer: John Barreiro
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Sound: Nicolas Cruz
Editorial Company: Whitehouse / Chicago
Editor: Carlos Lowenstein
Assistant Editors: Meaghan Rahamut, Lauren Pecson
Editorial Producer: Dawn Guzowski
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Music Company: Chris Jordao / Sao Paulo
Music Producers: Chris Jordao, Xanna D’aguiar
Composers: Karl Steinert, Eric Lee
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OPT IN, OPT OUT, OPTIONS:
To subscribe, email me at:
billy@designersinc.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.
1806-77 Harbour Square
Toronto, ON
M5J 2S2
© Designers Inc.
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