
1.	 “The	medium	is	the	message.”			

2.	Who	says	you	can’t	change	the	
world?			

3.	Finally,	all	charities	need		
					to	learn	this	important		
					lesson	from	Senator		
					Elizabeth	Warren.

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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“The	medium		
is	the	message.”		

Remember that phrase.  
Well, it’s finally coming true.

“The medium is the message” was a phrase coined by University  
of Toronto Professor, Marshall McLuhan, meaning that the form of  
a medium embeds itself in any message it would convey, creating a  
symbiotic relationship by which the medium influences how the  
message is perceived. 

It has taken over 40 years for many of the new media to develop  
and evolve from online, social, to ambient media. Finally creative people  
from around the world are finding brilliant ways to make this statement  
come true to relay their message in different media in the most powerful  
ways. 

Let me share some examples so that you too can grab 
some nuggets and use them for your own future fundraising.
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This first example is from World Wildlife Fund (WWF): this  
campaign truly demonstrates how the medium played a key role in 
enhancing or influencing the message and made it much more  
powerful. 

This WWF campaign called, Don’t let this be my #LastSelfie,  
targeted a younger audience to increase donations for endangered 
animals.

They used Snapchat as their medium with these images below:

That’s because Snapchat is a photo messaging platform that is  
really popular with a younger audience.

Using Snapchat unique qualities as the medium.

When you use Snapchat, the image shows for a few seconds and  
then disappears never to appear again. This is exactly what is happing  
to endangered animals:  they are here today but may be gone  
tomorrow.
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WWF first sent these messages to a few influencers who they  
identified as having a large following of  
young people and asked them to be part of  
the campaign. 

Once the younger audience who  
followed these influencers saw these  
messages they also began to follow WWF.  

They too got these selfies of animals on  
their phone and took screen captures of the  
images before they disappeared and shared  
them with their friends on social media.  
It also asked the audience to go to WWF’s  
website to donate. 
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This allowed the campaign to be extended to other social  
platforms like Twitter and Facebook. 

Twitter post                                       Facebook page

The Result: 40,000 Twitter followers shared and posted 
 it in the first week. 

What is truly amazing is that 120M Twitter users saw it 
in the first week, reaching 50% of all active Twitter users. 

WWF reached their fundraising goal for the month in just 3 days.  

The campaign was also translated into 6 different languages and  
went viral around the world.

Now, that’s what I call a great way of using the medium as your  
message: matching the platform to the message.
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Here’s another example: The ICBL (International Campaign to Ban  
Landmines) in the UK mailed just one shoe to all members of parliament  
and the press with a message to ban land mines around the world.   
                                                                   We all  understand their mission:  
                                                            the ICBL wanted to ban landmines,  
                                                                which are the scourge of poor  
                                                                     countries.  Over one hundred  
                                                                      million un-detonated mines  
                                                                      still remain buried in 60   
                                                                      countries after wars and  
                                                                      armed conflicts. These buried  
                                                               landmines were placed to maim  
                                           or kill soldiers, but it is the civilian population  
                                 that suffer the most. 

      Princess Diana played a major role in promoting the ban on  
antipersonal landmines. The organization and its founding coordinator, 
Jody Williams, received the 1997 Nobel Peace Prize for their efforts.  
Sadly, still not part of the treaty, are the following countries: China,  
Egypt, India, Israel, Pakistan, Russia and the United States.     
       

Another example 
alongside on 
homelessness:
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And another,  
on blood shortage:

                                            Pollution: With the  
         title Catch of the day  
                                                   displayed in grocery stores.

And finally, a way to 
dramatize how food is being  
wasted every day:
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When Gandhi said,  
“Be the change you want  
to see in the world.”, no  
country took the idea that 
marketing can change the  
world to heart quite like India.

There’s a belief in India that 
you can fix any problem with 
marketing and creativity—in 
colloquial Hindi, this is 
called Jugaad—an approach 
to solving problems and 
changing things for the better. 

Either they are ignorant, 
foolhardy or overly brave. 
I am not sure which.

They look for solutions by 
looking for the answers in 
what’s available around them. 

It’s a creative approach that 
feels very close to my heart, 
because I too like to solve   

     problems in my own work  
     that way.  It embodies an  
     agile and entrepreneurial  
     spirit that we need real  
     creative solutions to change  
the world.  As the Honda slogan 
says: Hate something, change 
something, make something 
better (thanks Honda).
Here are 3 good examples:

First, called Sakhi, (meaning 
friend or buddy) it uses mobile 
phones to make women safer  
on the street. It gives women  
the confidence and reassurance  
to be more independent.  
Available to all women on the 
Vodafone network, it allows 
women to programme up to  
10 people to call automatically 
in an emergency and share 
location information. 

Who	says		
you	can’t	change	the	world?
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It also provides an emergency 
top-up so that you can call 
someone if you feel threatened, 
even if you have no credit. 

The power of these simple 
methods can’t be underestimated. 
For the launch a film was 
made by an all-female crew!

Vodafone Sakhi

Presenting Vodafone Sakhi, an exclusive safety service for women prepaid 
customers, focused towards giving them the confidence to live life fearlessly. Built for 
both smartphone and feature phone users, it can be activated over a simple call.

THIS VODAFONE CAMPAIGN ALLOWS THE FOLLOWING:
Emergency Balance: Call your loved ones from anywhere even at zero balance,  
and get 10 minutes of free calling.
 
Emergency Alerts: Share your location with those that matter, even without  
mobile internet on your phone.

Private Number Recharge: Recharge your number without revealing it to  
an unknown retailer. 

Here’s a link to the video: https://youtu.be/9Jy0dn-2g3w

Vodafone Sakhi 

  

Presenting Vodafone Sakhi, an exclusive safety service for women prepaid customers, 
focused towards giving them the confidence to live life fearlessly. Built for both 
smartphone and feature phone users, it can be activated over a simple call. 

  

Emergency	Balance	
Call	your	loved	ones	from	anywhere	even	at	zero	balance,	with	10	minutes	of	free	calling.	

  

Emergency	Alerts	
Share	your	location	with	those	that	matter,	even	without	mobile	internet	on	your	phone.	
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Second example: One of India’s 
Ayurvedic soap brands with 
a heritage of over 80 years, 
called Hamam soap,  has 
always supported mothers 
looking after their children

This project empowers women 
and lets mothers play an 
active role in creating a safer 
space for their daughters.

All their advertising inspires 
mothers to think about how  
to keep young women safe.  
And they’ve also infused the  
soap wrappers themselves  
with infographics to help  
women stay safe with  
self-defence instructions.
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Finally: The Times of India  
focused on the plight of  
outcasts, single women,  
widows and LGBTQ,  
during a religious festival  
called Durga Puja. 

Historically, only married  
women have been allowed  
to participate in this festival.  
If you’re single, widowed  
or LGBTQ, you can’t take  
part in the festivities or  
visit temples. 

The Times of India created  
a new symbol–the double-dotted bindi on the forehead and  
promoted the new inclusive celebration.

Here’s the video link: https://youtu.be/nvo4c6CqvX4
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Finally,	all	charities	need		
to	learn	this	important	lesson	
from	Senator	Elizabeth	
Warren.	
She personally takes the time  
to call small donors to  
thank them.  
Watch and learn.

Here’s, the link: https://nowthisnews.com/videos/politics/elizabeth-
warren-calls-small-donors-to-her-2020-campaign
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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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