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1. Follow the Girl Guide Rule.
Have you ever noticed that the key to success for 

girl guides selling cookies door-to-door is how they 
start? 

“Would you like to buy the favourite mint box of 
cookies for $5?”

If you hesitate she will quickly say, “Well if you 
don’t want the mint cookies, how about the regular 
chocolate or the vanilla ones?  They’re $2 a box.” 
They start with the highest amount and then they 
work their way down.

And before you know it, they have made a sale. 
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The same principal applies to  
fundraising letters that include an ‘ask  
string’ or ‘ask ladder’ a line that goes 
something like this: “Please donate 
$25, $50, $100, or whatever you  
can afford today.”  

When you reverse the order of  
your ask string, you can raise 5%- 
10% more money from your donors.  

This means that instead of the ask  
string above, your letter should say:  
“Please donate $100, $50, $20, or  
whatever you can afford today?”  
It’s more effective.

Putting the highest donation 
amount first anchors a higher gift 
amount in your donors’ minds.
This is a classic example of an 
automatic response to a compromise. 
Our obligation to reciprocate to a 
concession is part of a compliance 
technique called the ‘rejection-then-
retreat technique’, where an item 
is presented at a higher price and 
if rejected another similar item is 
then presented at a lower price.

2: Who to target first 
for donations.

Board members, consultants, and  
other experts will tell you that you  
should think big and chase big  
donors.

Remember, income does not 
appear to affect the likelihood of 
respondents to donate to a charity.

About 70% of all money 
donated comes from individual 
donors, not foundations and 
other grantmakers.  So, 70% or 
more of your fundraising effort 
should be focused on finding and 
engaging with your donors.

Fact 1: Age is a big factor in giving  
and older donors continue to 
give more than younger donors.
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Fact 2: The biggest increase in  
population in Canada will be Baby  
Boomers.

It is also estimated that Canada’s 
population could exceed 40 million by  
2036. The ageing of the population is  
projected to accelerate rapidly, as the  
baby boom generation turns 65 during  
this period. The number of seniors  
could more than double, outnumbering 
children for the first time.

According to Stats Canada, from 
2009 to 2036, Canada’s population 
could grow from 33.7 million to 
between 40.1 million under the low  
growth scenario and 47.7 million 
under the high growth scenario. 
Canada’s population would age 
rapidly until 2031, by which time 
the  entire baby boom generation 
would have turned 65. 

• The proportion of seniors—
people 65 years and over—was 
8% of the population in 1960, 
14% in 2009, and is projected 
to be about 24% in 2036.

• Also, Canadians are now living  
longer.

Fact 3: Not everyone is on the  
Internet.

While Internet access is growing 
rapidly, there are still around one-
fifth of adults in Canada who 
did not use the Internet last year. 
This equates to nearly 9.7 million 
adults—a large segment of donors.

Here is a breakdown:
• Seniors (65 to 74) accounted for about  

one-half (51%) of non-users. The  
other (49%) were younger than  
(65) years of age.

• Nearly 4 in 10 non-users (39%) came  
from households in the lowest income  
quartile, while 6 in 10 non-users  
(61%) are from the other three  
quartiles. 

• The majority of non-users (62%) said 
they did not use the Internet because 
they had no need or interest, did not 
find it useful, or did not have time. 

• Over one-fifth (22%) mentioned a 
lack of skills or training, or that they 
found the Internet or computers too  
difficult to use. While limited access  
to a computer (12%), cost of service  
or equipment (9%) or age (9%) were  
other reasons cited for not going  
online.
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The reason: Security and other  
concerns.

• Of those who did not place an  
order or make a donation online,  
nearly one-third (32%) said that  
the main reason was that they  
had no interest, while almost  
one-fifth (19%) cited security  
concerns.

• Nearly two-thirds (63%) of users 
reported having experienced a 
computer virus at some point in  
the past. Of those who had 
experienced a virus, almost one-
half (49%) said that the virus (or 
viruses) resulted in the loss of  
information or damage to  
software.

• About (7%) of Internet users 
reported that they had 
experienced misuse of personal 
information online for example, 
misuse of pictures, videos or  
personal information uploaded 
on public websites. 

• Over one-third (37%) said they  
had received e-mails requesting 
personal information such as  

bank account numbers or  
passwords from a fraudulent  
source.

Source: Stats Canada — The 2010 Canadian  
Internet Use Survey was conducted in October  
and November as a supplement to the Labour  
Force Survey.

“The value of social media for 
fundraising is minimal today,” the 
Cygnus study authors wrote, “but 
is likely to be much more important 
soon when donors under 35 (86%  
of whom have Facebook accounts) 
develop a greater capacity for  
giving.” 

Don’t get me wrong, I am not 
suggesting that we abandon the
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latest shiny ‘new thing’ and revert  
to the old ways. This is certainly 
the wave of the future. 

Focus on how people behave, 
not the tools they use. I suggest 
you continue to attract the older 
donors, specifically the growing 
generation of Baby Boomers who 
have clout, influence, and money 
to support your cause through 
mediums that are still working  
quite well.

3: Involve the reader physically  
and emotionally.
Remember the poem: 

Tell me and I’ll forget, show 
me and I’ll remember, involve 
me and I’ll understand.

As Malcolm Gladwell, author 
of ‘The Tipping Point’, once said, 
“Good writing does not succeed 
or fail on the strength of its ability 
to persuade. It succeeds or fails 
on its ability to engage you, to 
make you think, to give you a 
glimpse into someone else’s head.”

INVOLVE THE READER —  
Physically. 

The more time they spend with  
your piece the higher the likelihood  
of response. Example: 

INVOLVE THE READER —  
Emotionally.

Bring your reader along with you  
into the world you are about to 
describe. Show them what is 
happening right now, how it is  
impacting people and what needs  
to be done. Tell a story and let  
your readers imagine they are right  
there with you. 

Just like a great novel, movie, play  
or documentary, a great story can  
transport your reader right into the  
thick of things.

Here’s an example of a letter that 
I think is brilliant and involving.
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Written by Father 
Bruce Ritter, founder 
of Covenant House. 
He managed to bring 
readers into his 
world and introduced 
them to the plight 
of children living 
on the street.
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4. Use Michael Masterson’s 4 U’s  
writing formula—urgent, unique, 
ultra-specific and useful.

Urgent. This gives the reader a 
reason to act now instead of later. You 
can create a sense of urgency by 
incorporating a time element. 

Imagine that you have had CPR 
training, and someone is having a  
stroke in front of you. As you rush to  
help, the first thing you would do is  
point to someone and shout:  
“You, call 911!”

You wouldn’t say, “Someone please  
call 911.” 

Why? Because there is no clear  
sense of urgency directed at anyone 
in particular, in the latter case. This is  
what psychologists call a “diffusion  
of responsibility”.

Also known as the “bystander 
effect,” this human trait allows us to  
assume that since you in particular 
have not been asked, then someone  
else will do what needs to be done.  
As a result, no one makes the  
life-saving call.

The Special Olympics Ontario 
mailing below generated the highest 
level of response ever. It was one 
of the last pieces I created for the 
client in the six years I had the 
pleasure of working for them.

Unique. Say or show something  
new or intriguing. 

Coloured envelopes and ornate 
designs are sometimes enough to  
get the package opened.

Yes, 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:

Email: ___________________________________________________________

Phone/Cell No.: ___________________________________________________

Card number:

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

m  m  y yExpiry date:

NOTE: SEE REVERSE TO PLEDGE AIR MILES

q I would like to volunteer. Please call (416) 447-8326
Please return this form with your donation in the postage paid envelope.
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

April 2012

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.

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. Even Mr. John Kouvelis of John’s Restaurant displays Doug’s 

Mrs. Jane Sample 00/X
1234 Main Street Apt 431 XX1234
Toronto, Ontario  M1M 1M1

Doug with his medals

THE DOUGLAS BOURGEAULT STORY

4 OOnnee  ttiimmee  PPaayymmeenntt  OOppttiioonn
q HHeerree  iiss  mmyy  oonnee  ttiimmee  ddoonnaattiioonn  ooff  $$  ____________________________________________________                        

MMoonntthhllyy  GGiivviinngg  PPaayymmeenntt  OOppttiioonn
q II  aauutthhoorriizzee  SSppeecciiaall  OOllyymmppiiccss  ttoo  wwiitthhddrraaww  $$__________________________  //ppeerr  mmoonntthh                          
MMeetthhoodd  ooff  ppaayymmeenntt  ##11::
q II  hhaavvee  eenncclloosseedd  aa  oonnee  ttiimmee  cchheeqquuee  ppaayyaabbllee  ttoo  SSppeecciiaall  OOllyymmppiiccss  OOnnttaarriioo  
q II  hhaavvee  eenncclloosseedd  aa  bbllaannkk  cchheeqquuee  mmaarrkkeedd  ‘‘VVOOIIDD’’    ffoorr  mmyy  mmoonntthhllyy  ggiivviinngg  ooppttiioonn..

(I authrorize Special Olympics to  withdraw 
the above amount on the 1st. of every month.)

MMeetthhoodd  ooff  ppaayymmeenntt  ##22::
q PPlleeaassee  cchhaarrggee  mmyy  ccrreeddiitt  ccaarrdd::  q q q

NNaammee  oonn  CCaarrdd

SSiiggnnaattuurree

Doug_Sara Albers  12-04-01  3:52 PM  Page 1
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Both of the FoodShare examples 
below became control packages.

Ultra-specific. Tease the 
reader into reading your letter. 

This Special Olympics acquisition  
mailing with the headline SPECIAL  
OLYMPICS ATHLETE 
COMPETES DESPITE DEATH  
OF FATHER. resulted in a 
tremendous response.

Useful. Using a strong benefit-
oriented headline on the envelope 
always appeals to the readers’ self-
interest and tempts them to open it.

This CIBC envelope did just 
that. It read: A 5-minute investment 
that can save you money every 
month. It generated a 10% 
response—something unheard 
of in the financial sector.

18 Wynford Drive
Suite 300
Toronto, ON
M3C 3S2

SPECIAL OLYMPICS ATHLETE COMPETES
DESPITE DEATH OF FATHER. (See Story Inside)



DIRECT FORUM J 2022

CONTINUES ...
PAGE 9

Finally, the answer to the eternal  
question: is it bad to talk about the  
negative side rather than the  
positive?

Negative approaches almost always  
work better. When you add a streak  
of outrage, it shows that you are  
passionate about your cause, and it  
often motivates donors to be  
receptive too. 

In an A, B test of two packages.  
Where package (A) below had a  
positive message.  

While, package (B) below, had  
a negative message.

The result: Package (B) the 
negative package received a 27% 
higher response; it got 12% higher 
average gifts and generated 18% 
higher revenue per thousand.

Why?

Because anger is a stronger 
motivator than happiness, which 
is another reason why negative 
political ads work better.

Case in point: Not only did 
Donald Trump get elected but his  
       ‘lock her up’ chant against    
       Hillary Clinton worked.

       For maximum effectiveness    
       don’t just give your donors the  
       bad news, but balance it out  
       with how it can be solved with 
       their help. 
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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 Services/Designers Inc. 
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Toronto, ON 
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