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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!
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I	need	your	help.	
I have attached a word document  
along with this issue.  
 
I think it is self-explanatory.  
Kindly give me your feedback. 

Thanks,

P.S. Every response will get  
an Ecopy of my book: 

The Handbook of  
Direct Marketing.
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Amazon is willing to spend $240 to 
acquire a customer for its Kindle that 
costs just $69 and insurance companies 
pay more than 100% of the first year’s 
premium to acquire a new policy holder. 

Starbucks spends $1,400 to acquire 
a new customer who starts off by 
spending $4.25 for their first Frappuccino. 
Even rental car companies are more 
than eager to discount prices on their 
lease to acquire a new customer.

Every store that sends out a weekly 
flyer will discount certain items as a loss 

leader to attract customers to their stores. 

Are they all foolish or do they not 
understand basic economics? 

The truth is they are doing this 
because of the ‘Life Time Value’ of a 
customer. In the Starbucks case that’s 
roughly $14,000.00 give or take. 

It’s not a loss but an investment  
companies make to acquire and hold on  
to new customers and convert them 
to long-term, loyal customers–that 
in reality is smart business.
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Acquisition of new customers is 
essential to mentaining the growth   
for virtually every organization, yet 
charities shy away from this because 
it’s expensive or because of lack of 
understanding of this essential process. 

Investing in acquisition by  
charities for new donors is necessary 
to replace attrition and/or ensure 
growth in order not to suffer a 
slow and painful extinction.

After all, donor acquisition is 
the wellspring of maintaining and 
growing a profitable business … any 
business … including charities. 

Charities can do this when getting  
their first donation from a new  
prospect … developing them to  
mid-level giving … upgrading them 
to become major gift givers … and 
eventually encouraging them to  
donate sizeable bequests or planned gifts.

Although calculating the ‘Life  
Time Value’ of a donor is complex,  
since there are many variables  
involved, the ‘Life Time Value’ of 
a donor is a powerful concept 
because small changes can make 
a large difference to your profit.

What is ‘Life Time Value’ of a donor?

Simply stated, the ‘Life Time Value’ of a 
donor is the profit generated from them 
from the first time they make a gift to 
your charity until the day they stop. 
 
 

To calculate how much you need to 
invest as a charity to acquire and keep 
a new donor, use your current donor 
base to estimate the three items below:

1. Average donation amount 
generated per appeal.  Make 
sure you deduct the hard cost of 
appeal. For Direct mail: postage, 
printing creative cost, etc. For an 
Event: hard cost to run event, etc.

2. Average donation size per    
annum per donor. Add donation 
amount per campaign made by a 
donor, and divide by the number 
of donations made per year.

DIRECT FORUM JULY 2018

CONTINUES ...

PAGE 3



3.  Number of years a donor  
    continues to support your charity.  
    Calculate the number of years  
    a donor supports your charity. 

Note: No need to calculate donors 
who give just once a year or a donor 
who has not given for the past 3 
years. Consider the latter as lapsed. 

How to calculate the ‘Life 
Time Value’ of a donor: 

Campaign Year-end Statistics

Number of direct mail appeals  
per year sent to Donor A  4

Total donations generated from  
Donor A during the year  $250 

Donor A’s gift to last campaign $125

Number of donations  
per annum from Donor A  2

Number of years that Donor A  
has supported your cause  6

 
In this example the ‘Life Time Value’ 
of Donor A is $1,500 ($125 x 2 x 6).

Now do this for all your donors.

Another important factor is that, if you 
can change any of the above 3 variables, 
you can improve your profit. All you 
need to do is convince donor A to:

1. Donate an average of $200 
instead of $125 per campaign, 
then the ‘Life Time Value’ 
of donor A would increase 
to $2,400 ($200 x 2 x 6). 

2. Ask them to give 3 times instead 
of 2 times per year; the ‘Life 
Time Value’ of donor A would 
increase to $2,250 ($125 x 3 x 6). 

3. Coax them to stay 7 years 
instead of 6, then the ‘Life 
Time Value’ of donor A would 
increase to $1,750 ($125 x 2 x 7). 

If on the average your donors fall 
within a range of $800 to $1,500, 
then you know that you can 
afford to spend up to $750 quite 
comfortably to obtain a new donor.

Only by calculating the 
fundamental metric of ‘Life 
Time Value’ for your organization 
will you know how much 
to invest per donor for your 
next acquisition program.

Finally, if many of your donors are not  
giving more than once a year, perhaps  
your campaigns are not very convincing.  
Time to rethink! 
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CONTINUES ...

The	best	fundraising		
is	episodic.

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

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

PAGE 5

DIRECT FORUM  JULY 2018

The best fundraising is episodic, so present  
narratives to donors, not statistics. That’s a more 
powerful way to demonstrate a need and how a  
donor can help make a difference. 

This makes both the problem and the solution real for donors, not just  
hypothetical We’re wired as children to love listening to a story. We even 
think in narratives all day long, whether we’re arguing a point or making 
a presentation at work.

As Maya Angelou said: “People may not remember exactly what you did, or 
what you said, but they will always remember how you made them feel.”  And 
that’s exactly what a story can do. That’s why it’s so important for your charity 
to think in stories. 

One of the well-liked storytelling forums is the popular TED Talks series 
and its slogan is just as appropriate ‘Ideas Worth Spreading’.

Analysis of 500 TED Talks presentations found that stories made up at least 
65% of their content. 

Stories have proven to be a powerful delivery mechanism for sharing  
insights and ideas for three important reasons. They are: 
1. Persuasive 
2. Engaging
3. Memorable
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Persuasive: In the sole U.S. presidential debate in 1980 between Ronald Reagan and  
Jimmy Carter, Reagan could have cited many statistics demonstrating the sluggishness 
of the economy. Instead, he asked a simple question that resonated with voters: “Before 
you vote, ask yourself if you are better off today than you were four years ago.” 

A good fundraising example of persuasiveness is this CANFAR mailing  
that talks  
about kids  
learning  
about safe  
sex the  
hard way.

 
 
Engaging: People are more engaged with  
a story than they are with statistics. The  
reason is simple, the audience wants to  
see where the story leads them.

A good example of engagement is this  
Heart House Hospice mailing. It’s a  
grief stricken wife’s reason as to why  
she now volunteers for the organization.

Memorable: A study by Stanford professor  
Chip Heath found that 63% could remember  
stories, but only 5% remembered a single  
statistic.
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Dear Ms. Sample,

The Holidays are almost here...a time for caring and sharing...
 

      ...so I open my heart and share with you what Heart House Hospice did for  
the person dearest to me.  On May 8, 2014, I lost Barclay Edward, my beloved 
husband.  We met in 1974 and we became a couple in 2002.

Thanks to the people at Heart House Hospice, Barclay passed away in dignity 
and at peace.  He had Chronic Obstructive Pulmonary Disease (COPD) and was 
on oxygen 24/7 for 7 years.

I have seen first hand the kind of care our counsellor at Heart House Hospice 
provided. She made all the difference in the world.  She became my rock and helped 
us both have many difficult conversations to get us through the hardest times that 
we were facing.  She was truly an angel to both of us.

Heart House Hospice provided us with such compassion and assistance during the 
worst possible time in our lives, which continued, with grief counselling after 
Barclay’s passing.  I felt that I needed to do something to feel ‘useful’ again.  I felt very 
lost and wanted to show my thanks for what they did, by giving back to Heart House 
Hospice.

Here’s a reason to give back too
The programs that Heart House Hospice provides, in our communities of 

Mississauga and Brampton, are offered at no cost to all who wish to use their 
services...but unfortunately the funds they receive from the government are not 
enough to cover these expenses.  So, they rely on the generosity of people like 
you and me...they cannot survive without our help.

Please consider making a year-end tax-deductible gift today. You can 
make your donation online at www.hearthousehospice.com, or by calling  
Peter Mathewson at 905-712-8119 x 230, or by simply mailing back either a 
one time gift or selecting the monthly giving option.  Please do it before December 
31, so your 2016 charitable tax receipt can be issued right away.

Your donation will go to work immediately to help with the current needs of

After 
Barclay’s 
passing,  
I decided 
I wanted  
to give back.

November XX, 2016

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

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

2016 
HOLIDAY APPEAL

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

✔ Yes, I would like to make a tax-deductible gift to Heart House Hospice

We DO NOT sell, trade, or share our mailing list. 
Please check here q if we can acknowledge you as a donor in our newsletter  
and other publications q If you would like to remain anonymous.   
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

Provide your email and phone number in case we need to contact you: 

Email: ______________________________________________

Phone/Cell No.: _____________________________________

Here is my gift of:   $500   $250   $100   $50   $35  
  Other  $__________________

Method of payment #1
 I have enclosed a cheque payable to Heart House Hospice 

 

Method of payment #2
 Please charge my credit card:

M   M   Y   Y

Name on Card:       

Signature:      

Card Number
Expiry date

THANK 
YOU!

“My friends used to call me the happy

one, ‘The life of the party’, they would say.

“Today I might as well be dead. 

I am just 16 years old and I am

infected with HIV. I was diagnosed

with it one year ago. 

“After my initial HIV diagnosis 

I was devastated. How could 

this be happening to me? I am 

still so young I thought. I have 

hardly seen life and I would cry myself 

to sleep every night.

“I now take 23

types of pills to keep

me from getting

sick. I have to rely

on HIV treatments

to keep the virus

under control. This

has caused other

problems like lots of

side effects. At night I feel like I am dying,

my breathing pattern changes, and I start

to feel real ‘heavy’ during the day. I feel

like this is my last day. 

“If AIDS is ‘God's punishment for

homosexuality’, it doesn't seem to be

working. I am a just an average

Canadian teenager who had a crush on a

slightly older boy who I thought I knew so

well. I was not promiscuous; I just fell in

love with someone and we had sex but

the tragedy is that he did not know himself

that he was HIV positive. 

“Sure he had affairs with other girls

before me, after all he was older then me.

He did tell me about many of them but 

just like me I know that he too had no 

clue that he could be HIV positive or 

carrying the virus.

“I wish this story could be an upbeat

one but it’s not. Last year I spent some of

my happiest and saddest

moments. My boyfriend passed

away two months ago and it

was heart-breaking going to his

funeral. In spite of being so

mad at him for what he

unknowingly did to me, 

I still cared for him.

“My parents and grandparents feel

so helpless about what’s happening to

me and I can’t bear the pain of 

watching them grieve for me. 

“I will miss many things that a few

years ago I was so looking forward to

as a teenager. Things like: prom night;

pajama parties with my girl friends;

and just hanging out with friends.

“Now, I don’t have many friends and

some who were  friends now whisper

behind my back, ‘Here comes the skinny

one,’ they say and then they move away

from me. I feel like an untouchable.

“Yes, a lot has changed in the last year

but a lot has also remained the same.

“What's changed – is that I'm still

alive.

“What hasn't – is that millions are

dying right now.

“I really do feel that not enough is

being done to educate kids before they

become sexually active. 

“Some girls still think that being 

careful and responsible is to take the pill.

It worries me.

"It is bad enough that people are

dying of AIDS, but no one should die of

ignorance.”
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Dear Neighbour,

No parent should ever have to bury his or her own child, but four years ago,  
that’s what we had to do because life isn’t fair and depression can have brutal  
consequences.

Here is my son Randy’s story as seen through our family’s eyes.

Randy had a big heart—he was always there to help out; he happily mowed  
our neighbour’s lawn or shoveled snow.  When we went to sports events, he could  
never pass by panhandlers without giving them the change in his pocket.

He was an awesome kid!  Smart, thoughtful, and compassionate, he was  
liked and respected by all who knew him.  So no one saw this coming.

But through Randy’s eyes things were different

Randy was that shy kid in the corner at a party just waiting to go home.  Being an introvert bothered  
him and he disliked this about himself.  He never understood why anyone wanted to befriend him.  
Were they just being nice to him?  He lived behind a mask, which was painful and exhausting for him.  
Finally, this exhaustion took his life.

Randy was never diagnosed with a mental health issue because he hid it from all of us so very  
well.  He left us a journal and videos wherein he tried to explain his struggles.  That’s how we learned  
that he was living with depression and anxiety.

Living without Randy is agonizingly painful and a daily struggle.  We watch his friends as their lives  
are coming together and we often wonder:  Where would Randy be today?  Would he still be struggling  
in silence?  Would he have got the help he needed?  Would that help have made a difference?  We just  
wish we could have had the opportunity to help him; we would have done anything and everything for  
him.  But we never got that chance.  We were robbed of our son, and his siblings lost a loving brother.

Each year over a million teens and youth suffer from anxiety and depression, and 400 teens  
die by suicide in Canada.

This is the challenge we as a community are facing.

If a person has a disease they can get  
help immediately from the doctor,  
but, those suffering from mental health  
issues have to wait five months or longer  
to get an appointment with a counsellor.

continued over...

Randy Bagg
1994 - 2014

The counsellor will see you in five months

CMHA York and South Simcoe
Canadian Mental Health Association
1101 Nicholson Road, Unit 5, Newmarket ON L3Y 9C3 
T 905-841-3977 or 1-866-345-0183  
www.cmha-yr.on.ca | Twitter: @CMHAYork | Facebook: CMH

A good fundraising example  
of memorability is my latest  
CMHA’s Acquisition Mailing.  
It’s a cry for help, a mother’s  
plea. It came from a mother  
whose son committed suicide  
because of depression and anxiety issues.

Outer envelope

Letter (front)



Letter (back)Why is this happening? 

Because mental health is chronically underfunded. In fact,  
today provincially funded mental health receives only $3.5 Billion  
of the total healthcare share of $54 Billion. 

And the disease burden of  
mental health is 1.5 times  
that of all cancers combined  
and 7 times that of all  
infectious diseases.

1 in 5 Ontarians experience  
a mental health problem  
or illness in any given year.

Here’s how you can help.  CMHA York and South Simcoe  
relies on your generosity to help our neighbours in the  
community. So please consider making a donation of any  
amount you can afford right now.  

Because for children, and teens in particular, early treatment is important so they can get  
back to their education a.s.a.p.  Your gift will be an important investment in our children  
and our community.  

I have volunteered in the community all of my adult life, but after the loss of my son to  
depression and anxiety, I have focused my volunteer and fundraising interests on helping  
people living with mental health issues.  

I share my son’s story in the hope that if just one person hears it that may be in a dark place,  
they will reconsider the choices and seek help to get through this trying time.  I know that  
CMHA York and South Simcoe is not just a place for people with mental health issues—it is  
much more than that—it is a place for love and caring. 

So, if you are looking for a good local cause to support, look no further.

Sincerely,

Sandra Begg

P.S. It’s time to fund mental health and addiction care the same as physical health care. So, let’s  
      all pitch in!  Our reasons for giving are growing.

 

______________________________________________________________________________________________ 
Name (Please Print your name above) (Capital Letters)                                                                                      

_______________________________________________________________________________________________________________________________
Address (Street and number) (Capital Letters)  
                                                                                                                                       
_______________________________________________________________________________________________________________________________
City                                                                                               Province                                                                                            Postal code 

q Here is my gift of $________  
q Here is my cheque payable to: CHMA-YR    q Charge my credit card: q     q    q   
Card number: ______________________________________________________________________  Expiry date: ___________________________________
 
Name   on  Card   : ___________________________________________________________________        Signature  : __________________________________________ 

__________________________________________________   ___________________________________________ 
Phone (In case we need to contact you)                                                                             Email (In case we need to contact you)   

✔

Receipts are issued for all donations of $10 or more.        Charitable Registration No.12363 5535 RR001 

YES, I wish to help those suffering from anxiety and depression in our community.

CONTINUES ...
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Your	morning	
chuckle	
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One subscriber sent me this video.  
I have tried to track the source down 
with little luck, because it is an old 
video. All I could find out is that it was 
made in 1992 for a product called Talens 
Rubber Cement and it won the Grand 
Prix award at the Cannes International 
Advertising Film Festival that year, 

Enjoy! Here’s the link:  
https://youtu.be/CHX-4cKEQH4

CONTINUES ...
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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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