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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. Does direct mail still work for
Nonprofits?
2. Direct Mail Trends in
2021 & 2022.

3. Video of the month: Brutal
Postings.

Does direct mail
still work for
Nonprofits?
Let me give you an emphatic
YES as my answer.
Every month the website
www.whosmailingwhat.com
collects and publishes between 200
to 250 direct mail pieces mailed
by Nonprofits in the USA alone.
Alongside are some direct mail
pieces mailed by Nonprofits in
November 2021:
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Companies founded as far back as
Proctor & Gamble to companies
founded in the “age of digital” are
including direct mail as part of their
marketing mix according to the
website.

DECEMBER 2021

direct mail marketing.
Plus established digital leaders
continue to embrace direct mail.
Why?

1. Because they know that it works
for them. When done well,
• Just over 20% of companies in
direct mail has a much higher
the httpswww.whosmailingwhat.
response rate than online
com collection were founded
initiatives.
in the past 20 years.
• Younger companies than that are
also using direct mail.  

2. They need to reach audiences
that digital channels cannot
reach and the United States
Postal Service, just like Canada
Post, has access to every
household in the country.
3. They also need to stand out
from their competition and a
well-executed direct mail piece
will do that.

Let’s look at a few of them.
Companies founded in 2020
are represented in the database.
Even newly established
companies founded during a
global pandemic have opted for

4. Paper, ink, finishing, and great
marketing all come together
to make an impression and
generate a sale or a response
that no other media can
match.
CONTINUES ...
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Direct Mail Trends in
2021 & 2022.
1. Postcards are on the rise; they’re growing in
popularity.
When www.whosmailingwhat.com looked at the past 12 years it found
that among all the mail formats, postcards have been steadily increasing.

Some possible reasons for this:
• Potentially higher postage and paper costs.
• Possibly a shift in how people read mail. A postcard is smaller,
with fewer words, so it’s faster to read and gets customers to
quickly respond to an offer or go online for more information
to make a decision.
CONTINUES ...
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Case in point: ActionAid: Sonali’s story
The objective was to update supporters on the charity’s work to end
violence against women and girls, to instill in them a sense of pride over
their donations to the cause. ActionAid sent out personalized thank you
postcards to its regular donors.
The cards contained a captivating photo and told
the story of Sonali, who had been injured in an acid
attack as a young child. The postcard was a costeffective, simple and yet powerful way to showcase the
charity’s work. The card was easy to share or put up
on the fridge or noticeboard. It conveyed both thanks
and recognition without making any additional
financial ask.
For supporters that wanted to know more, Sonali’s story was
continued on the charity’s website.

2. Copy is getting more concise.
Over the last 20 years, according to www.whosmailingwhat.com, direct mail
copy has become shorter by 62% using shorter sentences, much smaller
paragraphs, and fewer bullet points.
I guess the main reason is
because people are busier and
don’t read as much. Also, it’s
because the younger generation
wants not only instant
gratification but also instant
reasons as to why they should
respond.

CONTINUES ...
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Case in point: When United Way
Montreal asked me to write their direct
mail pieces, one of the requirements was
that the letter should not be longer than
half a page. It was a tall order in a limited
space.
How well did it do? It generated 30%
more than the previous year’s effort.

3. The mail and digital call
to action are more prevalent
and important now.
If you look at how organizations are opening avenues for donors to
reply, you will find digital calls to action are gaining in popularity.
This is largely because
today everyone has a cell
phone and donating online
is very popular. Indeed,
it has doubled in the last
four years. Donors can use
a social media channel,
a QR code or a link to
the charity’s website.
However, not everybody
is comfortable with donating online. Many still appreciate the security and
convenience of using a pre-paid business envelope provided for them.
.
CONTINUES ...
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Case in point: A typical call to action in a direct mail today looks
like this: mail back the donation form; call a specific telephone number;
or donate online.

4. Involvement devices are a big part of direct mail.
A sure way of attracting and engaging your target audience is by letting them
interact with an involvement device. This could be anything from simple ‘yes’
or ‘no’ stickers to crossword and word search puzzles.
Case in point: The RNLI Christmas campaign in the UK. They
needed to raise funds to launch a new boat, so the charity invited
supporters to add their names to a list etched into the boat’s number
Targeting Baby Boomers, they sought to tap into their strong sense
of community by offering them the opportunity to become part of that
boat forever. The front of the mailing
featured the Shannon boat and her
number, which had been magnified
to show supporters’names. Over
£1.6 million was donated, smashing
the charity’s £1.4 million target.
The average gift was over £30, with
overall ROI reaching 8.77%.
CONTINUES ...
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5. Keep it simple; don’t overdesign it.
Using kids’ drawings in your mail is a good way to establish rapport with
your audience. Charities as well as companies that sell products aimed at
children have long understood this.
Case in point: St. Jude Children’s Research Hospital mailed this
piece last year. The art
here appears on the
outer envelopes as well
as on the inside pieces.

6. Keep your
message
donor-centered.
Remember, fundraising is not about your charity, it’s about letting your
donors know that you need them to raise funds for a good cause. The best
way to do that is to be donor-centric.
Case in point: This piece for War child Canada that I wrote recently.

67 MOWAT AVE, SUITE 24 8
TORONTO, ON M6K 3E3

seq

<<Addressee - Formal>>
<<Organization>>
<<Address Line 1>>
<<Address Line 2>>
<<City>>, <<State>> <<ZIP/Postal Code>>

Your support is helping women
thrive in the face of adversity.
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June 28, 2021
Primary Addressee
Address Line 1
Address Line 2
City, Province Postal Code
Dear Primary Salutation,
For the last two decades at War Child, we have witnessed
the power of women and girls to overcome incredible odds in
the face of adversity.
While women and girls often bear the worst of war, we’ve also seen that – time and time
again – they are essential to the rebuilding of communities after conflict and crisis.
I’d like to introduce you to Samah Marok, a 27-year-old mother of three from South Sudan.
Samah is a member of the Rocrocdong community, which has been long affected by conflict and
famine.
For years, Samah ran a small tea stall that provided her and her family with a meagre living.
However, her access to food and resources was very limited, and she and her family faced a real risk
of malnutrition.
Sadly, Samah’s story is not unique in South Sudan. Years of civil war, limited access to seeds
and technology, and erratic rainfall have disrupted the ability of communities to plant and harvest
crops. The country has been at risk of catastrophic famine since its founding in 2011, with 7.7 million
people now facing severe food insecurity.
Our team in South Sudan knew that women were one of the keys to resolving this crisis. Women
provide the vast majority of agricultural labour in South Sudan. However, they have traditionally not
enjoyed equal access to agricultural services or control over what is being grown, how produce is
sold, and how the proceeds are spent.
That’s why War Child launched a comprehensive effort to train women in South Sudan, providing
them with the knowledge, tools, and seeds to become better farmers so they could produce food for
their families and for their communities.
Samah was one of the many women that we were able to help with this program, which has
changed her life: “I did not go to school until the age of 21, years after I got married. But when War
Child introduced the agricultural program, I joined immediately. I have now learned basic practices,
including how to plant and harvest crops so I can support my children and my community.”
Please continue reading…
67 Mowat Ave, Suite 248, Toronto, ON M6K 3E3
Toll-Free 1.866.927.2445 l warchild.ca l Charitable Registration # 872374426RR0001
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Video of the month:
Brutal postings.

Online homophobia and trans phobia messages are rampant.
The Agency selected, printed and displayed 74 hateful posts
from the last six years on a wild postings palisade in Downtown
Montreal. The posters were initially supposed to be on display for
a few days, but the police shut us down in less than 20 minutes.
A dozen calls had already been made to report the hatred.
The sad truth is you can still find these messages online.
Link to video https://youtu.be/S13fkH9GR0o
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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 article 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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