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It’s not just the response rate that
matters to me, it’s also the kind of
response
I just read an interesting survey conducted by
the Direct Marketing Association in the USA,
called: DMA Survey Shows Snail Mail, Phone
Beat Digital in Response Rates.
The report is based on data from the
association’s online survey to which 481
people responded, as well as transactional
data on Internet display ads run through Bizo
and email data from Epsilon.
The survey found that although direct-mail
response rates have dipped, they remain well
above those for digital channels. Direct-mail
response rates have decreased from 4.37%
in 2003 to an average response rate of 3.40%
today. However, they have remained fairly
stable since 2010, when the DMA’s last survey
showed average rates of 3.42%.
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THE DOUGLAS BOURGEAULT STORY
Mrs. Jane Sample
1234 Main Street Apt 431
Toronto, Ontario M1M 1M1
Dear Jane Sample
When Douglas Bourgeault was born he was not expected to live. The very forceps that were trying to save
him at childbirth crushed his head.
He survived because he is headstrong and determined. A trait that has helped him in everything he does,
including participating in Special Olympics events since 1985.
So, qualifying in Thunder Bay for the National Games in Edmonton came as no surprise at all.
What was a surprise was that he had never skated on long blade skates before. He had
to get used to the long blade skates when the speed skating rules were changed as he
had only skated with hockey skates before.
When his coach Angela asked if he could learn to skate with long blades, his
answer was “no problem”. He came home as a winner of silver medals in all three
races: the 110-meter, the 222-meter and the 333-meter speed skating events.
Doug has encountered many set backs because of his intellectual disability.
• He has difficulty with fine motor skills and so could not participate in
regular classes and needed special education. He can read French and
English and can write a little.
• He has never been able to hold a job but has been of great service running
daily errands for his parents and for his older brother, Michael, a retired
lawyer now.
• The only true sadness in his life is that he was teased and bullied by other
kids as a child, something that still happens occasionally today.
Doug with his medals

For the last six years I have been averaging
well over 10% response rate for Special
Olympics Ontario. They generally send three
mailings per year to their donors.
So when the last piece I did for them once
again got a 12.8% response, I was very happy.
However, this time what was more thrilling for
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However, on the bright side, he is very well known in our community and the
people in his hometown of Hearst, Ontario like him and watch out for him.

Over the years Doug has amassed quite a few medals including: 1 gold and 1 silver in athletics in the
Summer Games in Halifax in 1994; 1 gold in skating in Ottawa in 2000; 1 gold and 2 silver in skating in PEI
in 2004.
In fact he loves to show his box full of medals. Each time he returns from any Game, he likes to go
around town with his medals around his neck and the town’s people greet him with a nod and a friendly smile.
The whole town is really proud of him. Doug was honored when he was invited to drop the puck at

4Yes, I wish to support athletes like Doug!
My payment option is indicated alongside.
If you prefer to receive your tax receipt immediately, please provide your
email address and phone number below:

One time Payment Option
q Here is my one time donation of $ __________________________
Monthly Giving Payment Option
q I authorize Special Olympics to withdraw $_____________ /per month
Method of payment #1:
q I have enclosed a one time cheque payable to Special Olympics Ontario

Email: ___________________________________________________________

q I have enclosed a blank cheque marked ‘VOID’ for my monthly giving option.
(I authrorize Special Olympics to withdraw
the above amount on the 1st. of every month.)

Phone/Cell No.: ___________________________________________________

Method of payment #2:
q Please charge my credit card: q

Mrs. Jane Sample
1234 Main Street Apt 431
Toronto, Ontario
M1M 1M1

Card number:

q

q

Expiry date:

m m y y

Name on Card
q I would like to volunteer. Please call (416) 447-8326
Please return this form with your donation in the postage paid envelope.
Signature
Official receipts will be issued for gifts over $10. Confidentiality of your gift: We appreciate the support
of each and everyone of our donors. Thanks to you, we can continue to provide a better quality of life
for people with intellectual disabilities. From time to time, Special Olympics Ontario exchanges its donor list with other reputable non-profit organizations in order to recruit more people to our family of
supporters. If you do not wish your name to be exchanged, please let us know. 18 Wynford Drive, Suite 300, Toronto, Ontario M3C 3S2. Tel: (416) 447-8326. Ext 229. Toll Free: 1-888-333-5515
Charitable tax No. 11906 8435 RR0001
NOTE: SEE REVERSE TO PLEDGE AIR MILES
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me was direct feedback from some of the donors.
Alongside are two examples. Douglas Bougheault’s
story (featured on the previous page) obviously
touched a nerve.
Just goes to prove that good story telling is alive
and well and can touch people deeply.
***********************************************************

How to create an appealing
fundraising appeal
Appeals should be targeted with the audience in
mind rather than created around client initiatives.
Written appeals involve the four crucial elements
which are listed below in order of their importance:
1. A sense of urgency.
You have a higher then average chance of 		
getting a response when the need you are writing
about is urgent. However, an urgent appeal
should be built around a once-in-a-life- time 		
issue. You cannot cry wolf too often.
2. An element of specificity.
If you can state you need to a specific amount
of money to accomplish a specific goal, you’ll
motivate more donors to give to your cause.
3. Making an emotional connection.
An emotional hook is a lot harder to create 		
than a bunch of facts. Story telling is creating
word-pictures. Your copy needs to inspire donors
to action. It must jump out and stand out. Tell a
gripping story and you’ll be much more likely to
get a good response.
4. The final element is involvement.
Any involvement devise is more likely to get a
response simply because the audience has
spent more time with the piece. Even asking
them to place a ‘Yes! I will donate’ or a
“No, I cannot donate right now’ will provide a 		
slight lift in response.
Online appeals also involve the same four elements
except that the order may change drastically.
Remember, digital is the realm of the younger

Continued overleaf ...
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audience, the MTV generation. Internet users are
more “picture-people” or more visually orientated.
The web has another dimension that is often
neglected: sight and sound, so create a video that
tells your story. Just imagine how many Internet
viewers have watched with fascination as a cat
plays a piano?
The above elements still apply although the order
may look like more like this:
1. Involvement.
2. A sense of urgency.
3. Making an emotional connection.
4. The element of specificity.
***********************************************************
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
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