
1.		Sell	the	Experience				
	Not	your	Cause.

2.	A	video	that	makes		
					my	point:	Sell	the		
					Experience	Not		
					your	Cause.

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!

There are many ways to engage your donors, but by far the 
best way to do so is to create a closer bond between your charity 
and your donors by immersing them in a memorable experience. 

For example, the campaigns and methods below each took  
a unique approach to sell an experience not a cause. 

I have included relevant success metrics where they were available, 
while others I’ve included just because they were pretty darn amazing…

Selling experience #1: Involving donors

Umphang Hospital, Thailand: They needed to get medicines 
for as many people as possible who could not afford them.

A direct mail piece appealed to affluent donors in the community  
to donate their leftover or unused medication to those disadvantaged  
patients who were unable to afford them.

Instead of a Business Reply Envelope to collect donations they  
included a Cure Pac paper bag. The bag could be mailed back to  
Umphang Hospital with any leftover medication.
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When people who could afford their medication picked up their 
meds, they were prompted to use the Cure Pac paper bag to mail 
back any unused pills to Umphang Hospital. Medical staff then sorted 
through the various pills, keeping those that could still be used.

 

The Result: Over 100,000 packages of the Cure Pack were obtained 
at a cost of less than $6,000 USD. The average cost was only $0.067 
dollar/person but the medicine sent back helped over 25,000 patients  
at Umphang Hospital.

Watch the video: https://youtu.be/04fzeBze328

Selling experience #2: Telling better stories

Heart House Hospice: Amazing Grace letter. 

Heart House Hospice can barely afford to mail more than two appeals a 
year because of lack of funds. Even their year-end mailing was trimmed 
back because they could only afford to mail to 5,000 house list donors.

The letter on the next two pages from Grace Belvedere, who opened her 
heart to tell donors what it means to lose a partner showed the value  
that Heart House Hospice provided to her and her kids during her  
husband’s illness. 

The Result: Approximately a 2.9% (ROI) return on investment. 
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Dear Ms. Sample,

The holidays are almost here… a difficult time of year for anyone  
who has lost a loved one.

Two years ago I lost my beloved husband, James, to pancreatic cancer.   
Our children, Ella and Lucas, lost their fun-loving Dad.  He was only 45  
and battled bravely, but in the end, his medical treatments became  
ineffective.  It was at that time, his doctor told us about Heart House  
Hospice and the HUUG Program.

Initially, I was hesitant to accept any help.  There was so much happening  
in our lives, I didn’t want there to be more change.  But, I felt lost and  
helpless, and needed more than just our friends and family support.

Our Hospice counsellor, Leora Kleynhans, guided and supported us 
through the difficult steps we had to take. I remember her words, “This 
moment will strengthen your trust with your children and give them time 
to prepare.”   Some families don’t get that time.  She motivated me every 
step of the way to find the inner strength to become the guiding light for 
my children.

I saw first-hand the compassionate care Leora provided.  She made a 
world of difference.  

Heart House Hospice  was of great assistance to Ella and Lucas. Their 
HUUG counsellor, Kimberly Blackmore, met the children several times while 
James was still alive.  On one visit, James and I made our handprints on a 
ceramic plaque, one for each child.  Their counsellor chose the words  
“these hands will hold your heart forever” to be hand painted on it. 

Since James’ passing, the children and I continue to attend monthly 
events by the HUUG Program.  My children get to meet other children  
who have also lost a parent.  They’ve made friends, and I have found a 
community of other families and a place that understands us. It’s always 

James was the 
most fun-loving  
Dad to Ella and 
Lucas.

November XX, 2018

<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3> 

1-855 Matheson Blvd. E., Mississauga, ON L4W 4L6 

<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3> 

YES! I WISH TO HELP GRIEVING CHILDREN & THEIR FAMILIES.

We DO NOT sell, trade, or share our mailing list. 
To volunteer, please call 905-712-8119. 
Please return this form with your donation in the postage paid envelope.  
Official receipts will be issued for gifts over $25.                                      

.
Heart House Hospice, 1-855 Matheson Blvd. E., Mississauga, ON L4W 4L6 
Tel: 905-712-8119 •  Fax: 905-712-4029 •  Charitable Tax No. 132155011 RR0001

Here is my gift of   $35   $50   $100   $250   $500 gives
                                                                  gives 1 child   2 children 
                                                                                a teddy bear   a teddy bear
I prefer to donate $ ____________  

Telephone: 

Email: 
  I would like to receive my tax receipt by email

PAYMENT METHOD

 I have enclosed a cheque payable to Heart House Hospice 

 Please charge my credit card:

M   M   Y   Y

Name on card:       

Signature:      

Card Number
Expiry date

THANK YOU!

q            q           

          YEAR-END APPEAL

Ms. Sample, 

We urgently need your support for this 

special year-end appeal. 

Now, I hope after reading this letter, you 

will consider making a donation of $25 to 

help grieving children and their families. 

Thank you.

To help a child all year long, select the monthly giving option on reverse.



 
hard for children to express the sense of loss they are feeling. 

That’s why I love the events that utilize arts and crafts.  It has given my  
kids a way to express how much their Dad meant to them.  

All the programs that Heart House Hospice provides are offered at  
no cost to those who wish to use their services...but sadly the funds they  
receive from the government are not enough to cover their expenses.  So,  
they rely on the generosity of people like you and me. 

Please consider making a year-end gift today.  Simply mail back either a  
one-time donation or, better still, select the monthly giving option.  You  
can even donate by calling Peter Mathewson at 905-712-8119 x 230 or  
donate online at www.hearthousehospice.com.

Your gift will go to work immediately to help Heart House Hospice  
continue to provide essential programs and services. They helped us through our difficult 
loss and they continue to support us on our journey.  Without their support and guidance, 
I wouldn’t be where I am today.

If you too believe, as I do, that the programs that Heart House   
   Hospice provides are important, then this holiday season share  
        some comfort and joy!  For every $250 donation you make, 
         a grieving child will get a teddy bear. 

Your gift, especially at this time of the year, will enable  
    Heart House Hospice to continue to provide essential 
      services to so many grieving children and their families.  

                                               I still miss James; I miss hearing his voice, and his laughter.   
                                                   The children miss his presence in their lives, his humour, doing 
fun activities with him and all the love he gave them.  I now know that loss leaves a heartache 
no one can heal, but love leaves a memory no one can steal.  

So, don’t forget to tell your loved ones how special they are to you. Here’s wishing you  
and your family a Happy Holiday!

 Sincerely, 
 

 Grace Belvedere 

P.S. I have learned that hospice heals in many ways. Their counsellors, and volunteers 
care for the entire family not just the patient.  So, join me in helping Heart House  
Hospice. Your donation before December 31, will ensure that you will get your 2018 charitable 
tax receipt right away by email.   

You the Payor, may revoke your authorization at any time, (in writing or by phone) subject to 
providing notice (not to exceed 30 days.) To obtain a sample cancellation form, or for more 
information on your right to cancel a PAD Agreement, contact your financial institution or 
visit www.cdnpay.ca.  
 

Signature of Account Holder                Signature of joint Account Holder (if applicable)         

Name (please print)                              Name (please print)

Date             Date    

You have certain recourse rights if any debit does not comply with this agreement. For 
example, You have the right to receive reimbursement for any debit that is not authorized 
or is not consistent with the PAD Agreement. To obtain more information on your recourse 
rights, contact your financial institution or visit www.cdnpay.ca.

Card Number:

                                                                            Expiry Date:       M  M  Y   Y

Name on Card: 

Signature:

Phone: 

Email: 

q YES! Here is my monthly gift of: q $5 q $10 q $15 q $25 (gives 1 child a teddy bear)  q Other $ ________

q I have included a VOID cheque.  Please debit my bank account in the amount above            

q Please charge my credit card:  q                 q              

This donation is being made on behalf of: 

q an Individual  

q a Business
(Monthly donations will be processed on the 15th of each month and 
can be cancelled at any time)

-2-

MONTHLY  DONATION OPTION

Ella and Lucas 
made these  
stepping stones in 
our garden where 
they plant flowers 
in memory of their 
Dad every spring. 
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The basics of direct marketing  
fundraising letter writing.

1. MAKE IT A PACKAGE DEAL
 Don’t just start writing a letter; think about the whole package   
 including the outer envelope, the contents of the letter, the Post   
 Script and the donation forms.

2. EVERY LETTER THAT IS NOT PERSONALIZED IS  
 COMPROMISED
 Your database contains a list of your donors by name, address,   
 and postal code. Address your donors by their names. If you   
 are writing to an acquired list of donors you should have their   
 names too.

3. GRAB THEIR ATTENTION
 Your first line is crucial. If you don’t capture their attention at   
 the very beginning they will not bother to read your letter.
 Some hints:
 •  Issue a command: Here is a most unusual Greeting Card. But   
     please don’t keep it!
 • Make it newsworthy: Every day 750 people die of HIV/AIDS in  
  Kenya.
 • Ask an intriguing question: What’s the biggest thing you can fit  
  into an envelope?
 • Start telling a story: Johnny is going to see his dad today. And  
  he is terrified.

4. MAKE IT CONVERSATIONAL
 Writing a letter is like starting a conversation; you’re breaking  
 the silence. It should be full of “you” and “our” and “we” and   
 “your” but mostly “you”—because you are talking to your donors  
 and want them to recognize your belief that they are important.
 Some hints:
 •  Keep sentences short as if you are chatting—long run-on   
  sentences are daunting to read; 
 • And do remember to include that word “you” (The word YOU  
  is GLUE)
 
5. YOUR STORY
 One of the most powerful ways to get your reader’s attention is   
 storytelling, so focus on one individual (child/person/animal).   
 Create a personal story, especially one that strikes an emotional   
 chord. This very often elicits a better response from potential   
 or existing donors.

It’s Not Just What You Say.

It’s How You Say it.

Story telling is the most 
powerful form of
communication.

4
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Selling experience #3: Sharing a link

Using Facebook and  
Instagram and other  
social media platforms:  
With social media and online  
transparency allowing direct  
two-way communication with  
donors, it is no wonder that  
66.5% of all charities are now 
using Facebook and Twitter  
to engage people in a real time educational and fundraising capacity. One 
charity that has used these channels very effectively is Charity:Water

Selling experience #4: Making a connection

ASL Ice Bucket Challenge.
This campaign needs no 
explanation! The campaign 
appealed to social media 
users to film themselves 
being drenched with ice 
water, challenging others to 
do the same and texting a 
number to donate money.

The Result: The ALS 
Association Ice Bucket 
Challenge in the summer  
of 2014 raised more than 
$115 million for motor 
neurone disease research.
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Selling experience #5: Sharing a problem

The Finnish Charity, Syomen Pakolaisapu, used this poster around Helsinki 
to show people what it feels like to be illiterate and asked them to help on  
World Illiteracy Day.
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Selling experience #6: Using Ambient or Guerilla marketing

Misereor: Charity Donation 
Billboard: German relief NGO Misereor 
set up these digital posters in airports  
and other locations that displayed images  
of some problems that Misereor hoped to  
resolve—hunger was depicted with a loaf 
of bread and child slavery with hands 
tied together.

The screen was equipped with a card 
reader and when someone swiped their 
credit card—to donate 2€—the image  
moved to make it look like the card was  
cutting a slice of bread or freeing 
someone from bondage.

Even cooler? When the users got a bank 
statement, there was a thank-you note 
from Misereor with a link to turn  
their one-time 2€ donation into a monthly  
or repeat donation.

Video link: https://youtu.be/zVuWtWZh4oQ

Selling experience #7: Sharing a video 

People love to share online, so give them  
a way to attach their name to it:

For example, the video called Evan for the  
Sandy Hook Project has had over  
11.5 million views and the Sandy Hook  
Promise YouTube website now has over  
18,000 subscribers.

Here’s a link to both. The video: https://youtu.be/A8syQeFtBKc

The website: https://www.youtube.com/channel/UCl5MxshIyRwoFNsFut6UZdA
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Selling experience #8: Using technology

Today mobile and QR codes have become  
a fundamental marketing platform which 
charities should now begin to implement. 

Case in point:  A small Yorkshire charity, 
called Simon on the Street, used QR 
codes during Christmas to raise funds for 
homeless men and women sleeping on 
the streets. They knew that many people 
want to give cash gifts directly to homeless 
people at Christmas, but worry that their 
money could fund a much wider drug or 
alcohol-related problem.  
QR codes were printed on cardboard and 
placed alongside blankets, shopping bags 
and empty drink bottles, items normally 
associated with a homeless person. The 
QR codes linked directly to a JustGiving 
page where members of the public could 
donate directly to Simon on the Streets.

Result: the charity raised £2,000 in 
a month from 22 new supporters.

Selling experience #9: Using a survey

In a British study a company sent a questionnaire to business executives. Half the 
group received an offer of £50 for their completed survey. The other half received  
£5 upfront. Which do you think did better? 

The group that received the money upfront returned twice as many surveys as  
the other group—even though the “reward” was only £5 compared to £50!  

This principle is called Reciprocity: It means when someone gives you something,  
or sends you something, you feel obligated to respond. That’s why some charities  
still continue to send you personalized notes or address labels; because they find  
it increases response. People feel “They sent me something, so I should make  
a donation.”
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Selling experience #10: Starting a dialogue

A strong branded hashtag, for example: 
#metoomovement, has the power to get 
people talking about their own experience.

On the coldest day, Saturday January 19, 2019 
when temperatures were near -14 degrees  
Celsius, and despite a winter storm in Toronto,  
thousands of people showed up for the Annual  
Me Too Women’s March. 

Now that’s involvement. 

In conclusion: Using participatory, hands-on, and tangible methods,  
charities and companies can show donors or customers not just what  
they offer, but also what they stand for.

What all these examples have in common is that they focused on the  
audience experience more than on the cause or product. Most donors  
are familiar with a cause, now it’s time to personally engage them 
to enhance their experience with your cause or product. 

For all its bells and whistles, remember marketing isn’t about proving  
your organization is the best, it’s about showing people how your 
services comfort those you set out to help or cater to.

There is great wisdom in what Maya Angelou said: “I’ve learned  
that people will forget what you said, people will forget what you did,  
but people will never forget how you made them feel.”
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A	video	that	makes	my	point:		
Sell	the	Experience		

Not	your	Cause.
Wouldn’t Change A Thing – 50 mums | 50 kids | 1 extra chromosome

What started with a video turned into a 
charity! Fifty mums who are part of an 
online support group for parents whose 
children have Down Syndrome got 
together to make a video with their kids 
to mark World Down Syndrome Day.
The video, shot in the style of a carpool, 
shows the mums and their kids singing 
along to the song A Thousand Years 
by Christina Perri. One of the mums 
got the idea from watching videos 
by Singing Hands, a group that does 
nursery rhymes in a form of sign 
language. Their aim was to challenge 
the perceptions of Down Syndrome and 
show that they #WouldntChangeAThing.

The video quickly went viral in the 
UK and now has more than five million 
views (a million in the first week alone). 
Because of the success and positivity of 
the video, they’ve now set up a charity 
called Wouldn’t Change A Thing. 
Their aim is to “try to achieve a world 
where negative, outdated perceptions of 
Down Syndrome are a thing of the past”.
This is worth watching.
The link:  https://youtu.be/Biex1XR_mpo



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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