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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. Why Direct Mail is more
important today than ever
before for the non-profit sector.
2. Here’s proof why direct response
is important.

3. The power of a letter.
4. The power of words.

Why Direct Mail is more important
today than ever before for the
non-profit sector.
Reason 1: Here are three facts:
1. Older people still prefer receiving direct mail over other marketing methods.
According to DMA: The response rate for direct mail is 3.7% compared to 2% for
mobile, 1% for email, 1% for social media and 0.2% for internet display.
2. There are more Baby Boomers in Canada today than ever before and the
percentage will keep on growing for quite some time. The 2016 census from
Statistics Canada shows that the proportion of those aged 65 and older climbed
to 16.9% of Canada’s population.
3. Baby Boomers are the most generous donors. The average amounts donated
increase with age, where those in the 65+ category give on average $643 annually.

DIRECT FORUM

DECEMBER 2018

For the next 10 to 20 years, direct mail will continue to become an increasingly
important fundraising tool for nonprofits.

Reason 2: It takes two to tango, and digital alone can’t
cut it.
Currently many charities have abandoned direct mail and have ended up
sending donors emails and Facebook appeals, because that’s the in thing to
do. Some may have got a slightly above average click-thru rate or maybe not, but mostly
they have ended up with a long list of dead-end leads.
Most digital campaigns aren’t breaking through—why?
In the effort to master digital, these charities have neglected the donor’s journey. While
digital plays a key role, the journey includes direct mail, segmenting your donor file,
hospitality, incentives, social engagement, web targeting and immersion experiences.
Digital and physical are not mutually exclusive.
Each of these two vital elements play an integral role in the customer journey. But only
when strategically sequenced do they jointly drive real donor outcomes.

Reason 3: We all know the 3 basic marketing
communication principles—reach the right person,
in the right place, at the right time.
Most communications channels today are pretty good at accomplishing the first. Reach
the right person.
Some outdoor media, emails, social media and other targeted channels are good for
the first two. Reach the right person in the right place.
While Advertising, TV, video, internet display and radio work well for Reach the right
person at the right time.
But there is only one medium that can do all three effectively. And that’s direct
marketing.
Understanding the customer journey is vital for the NFP sector. Knowing how to move
prospects from consideration to engagement and how to convert them to donors or
volunteers or advocates, is vital.
CONTINUES ...
PAGE 2

DIRECT FORUM

DECEMBER 2018

Reason 4: Research from the Royal Mail is proof that direct mail
works:
Mail arrives in the home.
There it is processed, shared and acted on.
It exists in real,
tangible tactile
physical form.
Mail makes a lasting impression. Mail is
memorable, helps build customer relationships
and brand equity and drives actions.

Source: MarketReach’s
in-depth research using
neuroscience techniques
clearly showed that mail
leaves a lasting impression.

Nearly four in ten adults in the UK (and internationally)
use some form of ad blocking, and about 40% of digital
ads fail to pass the industry viewability benchmark.
By contrast 94% of recepients of mail view it.
JICMAIL has demonstrated that mail is an advertising
medium that has multiple views and is passed on,
shared, displayed and discussed with friends and
family members.

Detailed studies
about JICMAIL
were published
in my March
2018 issue.

Mail lingers in the home for an average of 6.8 days
and 27% stays in the home for over four weeks. It is read
and re-visited four times on average.
Business mail, defined as bills, statements, renewal
reminders and so on, does even better: 99% is engaged with
and it has an average shelf-life of 8.9 days (with 39%
hanging around for more than four weeks). The average
number of actions it prompts is just under five.

CONTINUES ...
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Mail is remembered. In an age of clutter, mail is memorable:
long-term memory encoding was 49% stronger for content
delivered by mail than email.
Long-term memory encoding correlates strongly with
decision-making and purchase intent.
Mail is a primer: people who have received mail from a brand
spend 31% longer looking at that brand’s social media content.
Mail is trusted. In an era of mistrust, mail is trusted: 87% of
consumers say it is believable compared to 48% for email.
According to the IPA TouchPoints September 2017 figures,
mail is 56% more trusted among all adults than social media.
Mail is valued: 70% of consumers say receiving mail makes
them feel valued compared to 30% for email.
Mail delivers lasting results. Above all, mail drives actions and ROI.
As a result of receiving mail, 45% of recipients have made an
enquiry or requested more information by phone; 36% have bought
or ordered something; 32% have made an enquiry or requested more
information; 29% have visited a store; and 41% have renewed a
service or subscription.
Adding mail to the mix can boost ROI by 12%.
Mail reaches everyone. 94% of addressed mail is processed
in at least one way. This includes opening, reading, sharing,
displaying, putting in a usual place, or putting aside to read later.
Sources: Mail stays at home: JICMAIL Kantar TNS, 2018
Mail is remembered: Royal Mail MarketReach/Neuro-lnsight, 2018 Mail is trusted:
Mail in Uncertain Times - Royal Mail MarketReach/Kantar TNS, 2017

Finally, let’s also not forget that as the Canadian population ages, planned
giving will become another important thing that non-profits should start gearing
up for, because there is a gold mine worth $30 trillion waiting out there.
CONTINUES ...
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Now, more than ever before,
charities need to develop robust
bequest or planned giving
initiatives to receive these assets
from their loyal donors. And
once again direct mail can
play a major role in helping
them with this opportunity.

CONTINUES ...
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Here’s proof why
direct response is important.

The Washable Book

young people to use it. The company created
a technology where colourful print would
Infectious diseases transmitted via hand are
appear after it is washed with the soap. As
still significant issues in developing countries. a result, Washable Book was created. This
More than 6,000 children lose their lives
campaign was very successful and boosted
every day over this problem. Japanese
soap sales for the company by 1,730%.
company ANGFA created an interactive
The link: https://youtu.be/p1gcv3z69Ms
print ad where kids would need to use the
block of soap, an enticing way to educate

Credits
Advertising Agency: McCann Health, Japan
Executive Creative Director, Japan & North Asia: Sean Riley
Group Creative Director: Shunsuke Kakinami
Art Directors: Hisashi Matsui, Noriaki Tanimura (Design & Illustration)
Copywriter: Mai Kaneda
Account Director / Contents Producer: Shinichiro Oku
Agency Producer: Hideki Kanishi
PAGE 6

CONTINUES ...

DIRECT FORUM

DECEMBER 2018

The Ad that sends you to sleep
When it comes to innovation IKEA is
not a stranger. Their goal was to promote
their range of beds and they came up
with the idea of creating a piece that
puts readers to sleep. They used several
techniques that helped people to nod off.
They used their catalogue to do this. First it
was printed with lavender ink, a scent known

to make people feel relaxed and improve
sleep quality. Then, by plugging the ad into
the USB charger it becomes a white noise
speaker, helping to keep the noise down and
aiding sleep. Even the visual of the ad was
created to relax the reader by drawing them
into a circular pattern. Made - #Ikeasömnig
The link: https://youtu.be/b2vy-WKTtHs

CREDITS:
Agency: Memac Ogilvy, Dubai
Client: IKEA
Campaign title: SÖMNIG
Group Head: Gary Rolf
Creatives: Gary Rolf, Rohit Venkatesh,
Account service: Tarek Shawki, Ami Popat, Mahmoud Hassan
Production: Tarek Bawab, Pierre Alkhoury, Ryan Gonsalves, Muhammad Umair, Aliza Siddiqi, Inshad Usman,
Craig Fawcett, Mark Cruzem
CONTINUES ...
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A DM piece that saves lives.

study as a simple “life-saving hack”—that
if you hold a piece of paper over a properly
Proving that direct mail is as effective as any working vent in your apartment, the
other form of marketing when it comes to
pressure will make it stick. If it doesn’t stick,
public service, to help prevent deaths from
it could be malfunctioning—a potential
carbon monoxide poisoning in Poland, where cause of carbon monoxide poisoning—
100 people die every year, Grey Group Poland and you need to get it checked out.
created a leaflet that can actually save lives.
The campaign was so successful that there
The agency masterminded a partnership
are plans to roll it out to other countries.
between the National Fire Service of
The link: https://youtu.be/yIbjFPIX58s
Poland, and major Polish retailers Pepco,
to promote what is described in the case

Credits
Advertising Agency: Grey Group Poland, Warsaw
Creative Director / Copywriter: Jakub Korolczuk
Art Director: Dominika Hałas
Copywriter: Marek Górski
Additional Credits: Per Pedersen, Anna Pańczyk, Adam Śmiłowski, Anna Green, Rafał Ryś, Aleksandra Śliwińska, Izabela Łukaszewska- Grygoruk, Weronika Kendra, Dominika Jezierska, Karolina Gruza

CONTINUES ...
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The Missing Stamp
Child Focus, the Belgian Center for
Missing Children, wanted celebrate its
20th birthday. In honor of this they got
the chance to design a national stamp.
The stamp had to embody all missing
children, without losing the emotional side
of these stories. So they started off from
the central excruciating emotion that all
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families of missing children have to endure:
loss. They wanted to show the
void in the life of these families in its
most pure form. They did this by doing
the opposite of what people expect on
a stamp: they didn’t show a portrait.
Instead they used its absence as the
central design element. Effectively
saying everything by showing nothing.

Credits
Advertising Agency: Wunderman, Antwerp, Belgium
Production Company: B Post
Project Managers: Seppe Dogge, Sander Vandewiele
Creative Directors: Pieter Staes, Manuel Ostyn
Designer: Dorien Wendelen
Design Director: Sebastien Greffe

CONTINUES ...
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The power of a letter.

Among my favourite letters is this
John Steinbeck’s words of wisdom—tender,
correspondence from John Steinbeck
optimistic, timeless, infinitely sagacious—
to his eldest son Thom. This 1958 letter
should be etched into the heart and mind of
is in response to the teenage boy’s confession every living, breathing human being.
to have fallen
desperately in
New York
November 10, 1958
love with a girl
Dear Thom:
named Susan
while at
We had your letter this morning. I will answer it from my point of view and of course
Elaine
will from hers.
boarding school.
First — if you are in love — that’s a good thing — that’s about the best thing that can
happen to anyone. Don’t let anyone make it small or light to you.
Second — There are several kinds of love. One is a selfish, mean, grasping, egotistical
thing which uses love for self-importance. This is the ugly and crippling kind. The other is an
outpouring of everything good in you — of kindness and consideration and respect — not
only the social respect of manners but the greater respect which is recognition of another
person as unique and valuable. The first kind can make you sick and small and weak but
the second can release in your strength, and courage and goodness and even wisdom you
didn’t know you had.
You say this is not puppy love. If you feel so deeply — of course it isn’t puppy love.
But I don’t think you were asking me what you feel. You know better than anyone. What
you wanted me to help you with is what to do about it — and that I can tell you.
Glory in it for one thing and be very glad and grateful for it.
The object of love is the best and most beautiful. Try to live up to it.
If you love someone — there is no possible harm in saying so — only you must remember
that some people are very shy and sometimes the saying must take that shyness into consideration.
Girls have a way of knowing or feeling what you feel, but they usually like to hear it also.
It sometimes happens that what you feel is not returned for one reason or another — but
that does not make your feeling less valuable and good.
Lastly, I know your feeling because I have it and I’m glad you have it.
We will be glad to meet Susan. She will be very welcome. But Elaine will make all such
arrangements because that is her province and she will be very glad to. She knows about love
too and maybe she can give you more help than I can.
And don’t worry about losing. If it is right, it happens — The main thing is not to hurry.
Nothing good gets away.
Love,
Fa

CONTINUES ...
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The power of words.

Here’s a video from Denmark that caught my eye,
please make sure you click the cc (closed caption button
for the English translation)
Link: https://youtu.be/e7mqfmZS5xM
Credits:
Agency: Gorilla Media
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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 that your name and/or
e-mail address will never be shared, sold,
circulated, or passed along to anyone else.
BKS Fundraising/Designers Inc.
1806-77 Harbour Square
Toronto, ON
M5J 2S2
© Designers Inc.
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