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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. A heartfelt thank you to all for
your response to my survey.

2. Six tips for membership
charities, on how to strengthen
the bond between you
and your members.

A heartfelt thank you
to all for your response
to my survey.

I greatly enjoyed the response to last month’s survey. While most of
you were kind enough to give me high marks for the information you
receive in my newsletter, I really appreciated the suggestion from Kristy
Taylor of one way to improve my newsletter.
Hi Billy,
The length of the articles is fine – but fewer at once would be easier to set
aside time for (I love your newsletter, and don’t want to rush through it as I find it
very valuable). If I knew it was going to take 2 mins, rather than 5, I would read it
almost as soon as I saw it was there.
Take care,
Kristy

I get it: we are all busy people, so I have decided to send you
short quick reads from now on.
CONTINUES ...
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Six tips for
membership charities
on how to strengthen
the bond between you
and your members.
A membership charity is
one that offer benefits for
its donors (aka members) in
exchange for membership
fees. This ensures a
sustainable funding source
for the charity while at the
same time it strengthens the
trust and involvement of its
supporters in the
organization.

often chasing the same group
of donors.
Ways to build a stronger
bond with your donors
include the following six
methods:
1. TIMING: Just
because you launch
your appeal in a
particular month does
not mean that your
members must renew
their membership
in that month. Give
them the flexibility to
decide when to join.

Unfortunately, in the
world of the good doers,
despite a vast amount of
good will, compassion and
sharing, there is also a good
deal of schadenfreude. Some
of that can be attributed to
Case in point: The Royal
the competition between
Conservatory of Music.
charities, because they are
When they hired me, their
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house membership list had
been dormant for several
years. After scrubbing the list,
a membership appeal was
sent to 5,586 lapsed members.
The key strategic
maneuver was to give
members the option to
become a member whenever
they chose to do so rather
than when the mailing was
sent.
Think about this—when
the membership fee for The
Royal Conservatory of
Music, starts at $100 and
goes all the way to $1,000,
then every membership
activation was vital.

CONTINUES ...
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And it worked in spades. It
resulted in a renewal win-back
rate of 70% of its members.

CONTINUES ...
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2. MAKE YOUR
COMMUNICATION
A TWO WAY
COMMUNICATION:
Make it interactive.
Find a way to have your
members get in touch with
you. That way they can tell
you how you are doing:
whether they are annoyed
with you or delighted with
you. People appreciate
telling you how they feel.
They like to voice their
opinion from time to time.

MARCHY 2022

In less than three years
the membership climbed
above 30,000. Kids across
Canada enrolled even
though the membership
fee was $1.
For their membership,
they received material that
was highly educational
and involving. They were
rewarded regularly with

discount coupons for
Lipton’s products for
creative writing and artistic
expression.
The children’s loyalty
was so strong they wrote
letters, expressed
themselves openly, and
even invited the fictitious
characters we had created
to their birthday parties.

The first membership
club I created for Lipton’s
was called ‘Lipton Super
Souper.’

CONTINUES ...
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Not only did we get a ton of responses
every month, but there is something very
intimate and magical about a letter or note
or drawing, which other mediums cannot
duplicate. Not only are these items
tactical—they are tactile. You can touch them
and save them and that adds to their charm.
It not only strengthens the bonds between
members and the organization, but it also
activates an emotional chord both ways.
Here’s another example that a donor
received as a personalized and handwritten
note from a child who had received a donation
for their classroom. It significantly boosted
results.

3. MAKE THEM FEEL SPECIAL.
Don’t just send them a membership
card but see how you can make
them feel special that they
belong to an exclusive group.
Case in point: Another Membership Club
that I created for Lipton’s was called the
Sunkist Fun Fruits ‘Wild-Things Club’.
It originated by placing a membership form
in the product package. The spokesperson for
the club was Safari Sam, a treasure hunter.
In the first year alone 4,000 kids signed up
and it grew by leaps and bounds. Membership
was $4, and the proceeds went towards
‘Saving the Elephants’ in Africa. At the end
of three years, we had over 40,000 members.
Entire classroom full of kids joined.
Both the clubs I created for Lipton’s
won a gold award from the Canadian
Marketing Association.
Not only did the kids receive a
Membership Card, but they also got a
Passport and Stickers to discover which
animals came from which part of the world.

CONTINUES ...
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One of the most important ways to create
a memorable experience is the celebration of
a birthday. Below is the birthday card from
the Fun Fruits ‘Wild-Things Club’ that
every child received on his or her birthday.
On the outside it said:
WE’VE JUST MADE AN IMPORTANT
DISCOVERY.

TIP 4. CREATE A MEMORABLE
EXPERIENCE:

Inside it said:

IT’S YOUR BIRTHDAY

For ecample, the events that people
remember the most vividly are:
•
•
•
•
•
•
•
•
•
•
•

Charity: water, took this to a whole new
level. In fact the charity grew out of the
ground-breaking idea that people could use
their birthday to raise money for the
organization.

Marriage
Birth of a child
Beginning a new school
College
Falling in love
First job
Separation
Death of a life partner
Retirement
Leaving home
Death of a parent

Acknowledging your donor’s birthday
can dramatically increase your donor’s
loyalty and Lifetime Value. For many
donors, especially in the older age group,
the happy birthday acknowledgement
could be the only thing they receive
during their day of celebration. Just
imagine its impact.
CONTINUES ...

PAGE 7

DIRECT FORUM

MARCH 2022

They saw a 27% increased response in
donations from existing donors and 208%
from lapsed donors!

Another important way to create peaks
and elevation moments is through the
celebration of results and victories your
organization achieves.

Again, celebrations, when they are linked
to the mission, are one of the reasons why
your supporters originally donated.
Re-activating that memory strengthens
their giving behaviour.

For example, UNICEF Italy sent this
Certificate of Appreciation to donors
outlining the results achieved thanks to
their support: the end of polio in Africa,
the end of maternal tetanus deaths in
India, and the end of the Ebola
outbreak in 2016.

5. PROVIDE SPECIAL INCENTIVES
TO YOUR MEMBERS.
Case in point, teachers who joined the
Teacher’s Club for Apple, that I worked
on, received this package and discounts
on Apple products.

CONTINUES ...
PAGE 8

DIRECT FORUM

MARCH 2022

6. DON’T JUST SEND THEM A
MEMBERSHIP CARD; ALSO
SEND THEM SOMETHING
EXTRA OF VALUE.

Like this educational and informational
poster below for kids who joined the Fun
Fruits ‘Wild-Things Club’ to hang on their
walls.

Can’t give your donors a discount or a
gift, then send them something of value.
This could be a informational poster, or
book, or a calendar, anything that members
perceive as valuable or helpful.

Remember, when you show
appreciation and involve your members in
your mission and your cause, that’s when
you have the greatest chance in terms of
of his/her attention and propensity to
stay and continue to give
back to your organization.

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 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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