- *‘

D\R_CT FORUM

MAY 2015 VOLUME 11 ISSUE 5

Direct Forum is a free email newsletter containing useful direct marketing tips, news updates and
how-to information. It’s convenient, informative and | am not trying to sell you anything!

1. Whatl learned about fundraising 3. Some brilliant DM ideas
from my 4-year old grandchild. from around the world
2. Here’s why we may need that are worth watching.

to go back to re-learn the
basics of letter writing!

What |l learned about

fundraising from my
4-year old grandchild.

One of the remarkable things To Play”, a charity I was

about young kids is their instinct working for at that time.
to help others less fortunate.

And some years ago my
grandkids, Mia and Esmé, then
close to seven and four, decided
to collect money for a charity 'r'.lt'.:.":':.'
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by opening a lemonade stand. i i
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[t was a perfect hot summer E
day and soon they did a
thriving business. They collected
$120 for their efforts.

I nudged them into
donating the money to “Right CONTINUES ...
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[ arranged for them to meet
the fundraising staff at “Right
To Play” and when they handed
over their hard earned cash,
every one was all smiles.

Except for Esmé; I sensed a

certain disappointment in her face.

“I don’t think we helped
any poor child,” she said. “Al]
we did was give the money
to some grownups.”

Here are 2 great lessons
that I learned from my
grandchild that day:

1. The alignment of values
matters to them

Children are fully aware of
their privileged economic status
and the income disparity that
they see around them. They are
keen to make an impact in the
lives of others less fortunate.

Children don’t see generosity
as just sharing of materials
or money. They are by nature
compassionate and concerned
about others (be it animals,
fellow humans or the planet).
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2. Charitable giving is all about
their overall experience

Maya Angelou’s said it best.
“People will forget what you
said. They will forget what you
did. But they will never forget
how you made them feel.”

And that is the crux of what
charitable giving is all about.

Remember, your donors need to
feel that they are a part of something
when they give. Make sure you
show them that they are making
a difference. For them that “feel
good” experience is the essence
of why they give to any cause.

CONTINUES ...
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Here’s why
we may heed to go back
to re-learn the basics of

letter writing!

During a recent conversation
with my friend David Foy,
Partner at Agency 59, he
casually mentioned one new
thing that frustrated him.

He said that during a recent
direct mail donor package
presentation, one of his young
clients remarked: “Could you give
that letter a more modern look?”

Really!

The role of the letter is
not to look modern but to
be persuasive and legible.

It has to do with selling your
cause, not looking pretty.

In fact, some of the most
successful letters that I have
crafted looked crude and

primitive—almost like they
were created by an amateur.

For example:

November 15, 2006

There are an

increasing number of people who are
doing everything they can, yet they are having a difficult
time buying food to feed their families.

And I'm writing to you because they need your help.
Some of them have lost jobs.

Some are sing
cut by 20 percent.

le parents on social assistance who’ve had their benefits

Some are what's referred to by policy makers as the ‘working poor’ --
people who have full-time jobs but still do not earn enough money to make
ends meet.

Many end up spending over three-quarters of their in
They have very little left over for food.

come on housing.

This request is urgent.

Will you send $17 to help these people in our community not suffer
because of lack of funds, by providing good, nutritious food for their
families?

FoodShare has developed pioneering food programs --

among them, The
Good Food Box -- that provide access to fresh

, affordable food for families.
Participating families order a large box of fresh fruit and vegetables

and pay just $17 at the beginning of the month. We
v, deliver a brimming box of food to a neighbourhood drop
Food' % Share

off.

Your matching $17 goes towards
creating a non-profit food distribution
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--Please turn over—
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\agi . oryono has enough good food to eat.
Isagine a evory person who drops into a sdelter
a program for 3 is offered a cup of warm deliclious
wel
gin ch aa L}
preferably two, ¢ y
Now, imagine an s
valued roodshare portes, fc 03 for

able food to countleasm people in your communities.

As the year € dravs to an end, it is heart warming to know
that YoodShare's Mgrama Lhis year — and every year Bave auch &
positive impa 3 tens of thousands %o are

n g of poople is our city.
literally charging the way food is seen in our society.

As we bogin to plan for 2007, we are writisg to thank you for
your help this year and to ask you to comtinue to be a part of
ToodShare's important work by supportisg us.
earlier letter that we are
200 Zastesn Avesue,

You may have heard or read in our
belng sprocted fIom our curreat location at
The good news is that after months Of uncertainty, weo will be
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Just look at the crude
garish illustrations.

The other thing to remember
is that most of the donors
who still give are seniors.

They do not fall for fluff.

Here’s why these pieces worked:

1. They included information that
was local and hit home.

2. They explained where the
donor’s money was going.

3. They took the donor on a journey explaining
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how a donation of just $17 could provide
fresh food for families struggling to
make ends meet. This made the donor
feel like an involved team member.

The charity imparted new information
about their relocation plan after they were
forced to leave their current premises.

They were easy to read and digest. Both
contained simple short words, which

are important components of a good
fundraising letter especially for scanners.

And both pieces became
Control Packages against which
all new creative was constantly
tested and measured. They
outperformed many other
pieces and ran for years,

I can’t stress enough
the importance of smart,
personalized, fundraising
appeals. At the foundation of
every good campaign is a well-
written letter that needs to be
persuasive rather than flashy.

So if the saying goes that
you can't teach an old dog new
tricks, I think it is also time to
teach young dogs old tricks—
by simply going back to the
basics of good letter writing.

CONTINUES ...
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from around the world
that are worth watching.
Volvo Car’s LifePaint. (UK) Water bottles to help elevate

some global issues. (Japan)
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This is a great idea to help cyclists
survive in traffic. LifePaint is a unique Advertising Agency: Dentsu, Japan
reflective safety spray. Invisible by

dayhght, it shines in the glare of car Here's the link to YouTube:
headlights.

https://youtu.be/HDcnquBBUo0

Here’s the link to YouTube:
https://youtu.be/ CfWzeGlaFvI

CONTINUES ...
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IKEA invitation (Croatia)

Susan G. Komen Race for the
Cure: The stitched shirt (USA)
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Advertising Agency: | TO NIJE SVE!, Zagreb, Croatia
Creative Director: Alen Kekic
Copywriters: Rona Zulj, Davor Stankovic

Art Director: Zvonimir Mandic Advertising Agency: Conill, USA
Account manager: Karmen Obradovic Chief Creative Officer: Javier Campopiano
Graphic designer: Martin Mrzljak Creative Director: Mario Granatur

Associate Creative Director: Federico Duran
Art Director: Damian Nufez
Copywriter: Manuel Urrea

Here’s the link to YouTube: Account Director: Sujei Sierra

. S Account Executive: Maria Grosso

http s:/lyoutu.be/E2wjl jjraYY Agency Producer: Allan Rivera

Production House: La Fabrica

Director: Andres Garza

Editorial: The Cut Club

Editor: Hernan Menendez

Here’s the link to YouTube:
hteps://youtu.be/dw58TVdeYEI
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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 again that your
name and/or e-mail address will
never be shared, sold, circulated,
or passed along to anyone else.

Designers Inc.

1806-77 Harbour Square
Toronto, ON

M5J 2S2

© Designers Inc.
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