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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. Now is Not the Time for
Charities to Stop Fundraising.   

2. Video of the month:
     #TwoBinsLifeWins.
3. My COVID-19 Poster

Now is Not the Time
for Charities to
Stop Fundraising

GIVE
I don’t know what is worse not to fundraise right now because it
looks bad or to go out of business because fundraising is stopped
during the COVID-19 pendemic, when your organization needs
it the most.
CONTINUES ...
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Should you still fundraise during
the crisis?

MAY 2020

If you’re about to send out a direct
mail appeal, here are three suggestions:

• Add a stop-press/lift note to explain
YES! You should not abandon
what you are doing in the face
fundraising efforts. Your cause is still
of the Coronavirus pandemic;
important. You still need funds to operate.
And most importantly, your supporters
• Make sure your donation form captures
will want to ensure that you are focused
email addresses and telephone
on the needs of your beneficiaries at a
numbers, explaining that they are
time of crisis.
important communication channels
should mail services be interrupted;
What’s more, you may have cancelled
• Consider an option to give monthly
an event and closed your charity shop.
gifts to last the duration of the
Your donors understand this, they still
pandemic.
care about your cause, they still want
to help.
For example, McGill University pressed
Don’t get me wrong, I am not
advocating that all non-profits should be
fundraising with reckless abandon right
now, but if your non-profit’s mission is
one that is directly impacted by the crisis
such as health care
or food banks, or if
you have a drop in
your number of
patrons, such as
visual and
performing arts organizations,
then you need to inform your loyal
donors that you need help.

Supporters completely understand
when food banks appeal for funds right
now. And they will understand other
needs as well.

on with its Giving Day on March 11 and
5,370 donors contributed $2.96 million,
a 25.5% increase from 2019. One of the key
reasons for its success was that it let donors
make the choice around when they give.

Here is a link to their website:
https://giving.mcgill.ca.
CONTINUES ...
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Remember the main purpose of your
fundraising programs.
Remember, as soon as someone
skips a year of giving, the chances of
recovering his or her donation drops to
1 in 5 (20%). If the donor then skips two
consecutive years, the chances of
recovering his or her gift drop
to less than 1 in 10 (10%). That’s the
real impact of not communicating
with them on an ongoing basis.
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•

•

This reaching out to your patrons or new
people may not bring the museum any
new donations right now, but what it
does do is add to the pool of new
prospects once they reinstate
their fundraising program;
Recruiting like-minded people now is
an excellent way to grow one’s network
and add new prospects for the future.

Remember, both Canada Post and the
US Postal Service (USPS) are still open.
In fact the USPS just delivered millions
If fundraising is not possible for you,
of pay-checks to people in need from
because you are a museum or a gallery
the US Government. There are other
in lockdown then consider other ways
ways too: online fundraising, emails and
to stay in touch with supporters.
peer-to-peer methods.
Send updates, share plans for when
My research tells me that the need
you can reopen, ask donors what they’re
for people to engage with charities that
most looking forward to again. Ask if
help others is still as powerful as ever.
you can offer your services digitally. It’s
important to stay in contact. Most people
feel isolated right now, so knowing
they’re still part of your community helps.
A great example of this is the
VanGoYourself Getty Museum challenge.
People responded with a lot of
enthusiasm and
flooded social
media with their
unique artistic
interpretations.
Here are some
fun examples.
CONTINUES ...
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Here are some case studies that prove that:
HONOURING LOVED ONES IN TIMES OF SOCIAL DISTANCING WITH
CROSSROADS HOSPICE SOCIETY:

• How their supporters can
Crossroads Hospice Society provides
participate: By registering online,
compassionate care to those affected by
pledging to “walk’, then sharing
the end-of-life experience in Port Moody
their individual fundraising
and the surrounding area. This year, in
pages to friends and family;
light of the recent pandemic, they have
taken their annual Hike for Hospice
• Ways to complete the hike:
virtual. Supporters are provided with an
Supporters are encouraged to hop on
opportunity to come together virtually,
their elliptical, treadmill or stationary
anytime and anywhere (indoors) to raise
bike, run up and down those stairs or
money while staying active, healthy and
get in their steps during their favourite
safe in the comfort of their homes.
YouTube workout!
• Their virtual fundraiser: “Hike for
• Their fundraising goal: $50,000.
Hospice” social distancing edition;
They have raised $1,400 so far.
• Duration: The fundraiser runs between
January 29th to May 3rd. Supporters can
choose when they “walk” and a virtual
celebration will take place on May 3rd;
CONTINUES ...
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on which hole they are walking, and
Youth Unlimited (YFC Toronto) supports
the total amount raised to date;
youth in the Greater Toronto Area by
connecting them with mentors who can
• Their fundraising goal: $90,000,
help them achieve their full potential
They have raised $65,000 so far.
and transform their lives. Even though
they are unable to host their annual
spring golf tournament fundraiser, it
didn’t stop them from taking everyone
to the green to “walk the course”.
• Their virtual fundraiser: “Together
for Transformation” virtual golf;
• Duration: Runs between
March 31st to May 12th;
• How their supporters can participate:
By virtually walking the golf course
and “taking a shot” in the form of one
or more donations. Donors who give
$250 and over receive various golfer’s
swag. Every day, an update is provided
CONTINUES ...
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PEACE COMMUNITY CENTER | EVENT CANCELLATION
Peace Community Center (PPC) converted Appeal Email 3 of 5:
a canceled in-person event into a multi• Between the event “cancellation”
touch email sequence. Rather than
email and the scheduled date of
hosting the event “virtually” at a set date
the event, five emails were sent,
and time, the content of the event was
each featuring someone who was
rolled out over a two-week period, with an
going to speak at the event;
ask and campaign progress communicated • Here is one of those emails, featuring
in each email.
a former service recipient:
Email #1 – Event Cancelation:
• 23% open rate, 3.4% click• Following a statewide shutdown, PCC
through-rate;
was forced to cancel an in-person
• Subject line: IT’S THE LAST DAY
event scheduled about two weeks
to stand with Hilltop students!
away. Rather than “canceling” the
event, they communicated that it would
be moving to an online format with
an unchanged fundraising goal;
• 43% open rate, 3.4% click-through-rate;
• Subject line: Important Update:
Learners to Leaders 2020.
•
•

CONTINUES ...
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Finally a Thank You Follow-up Email:
• Following a successful campaign,
a “thank you” email was sent
which also included a video;
• 42% open rate, 4.7% click-through-rate;
• Subject line: WOW! Thanks
to YOU Peace Did It!
• Here is a link to the video:
https://youtu.be/wqyhzR4Y4Uk

Result: This 5-Touch Email
Campaign raised over $118k.

KINDNESS WILL KEEP US
TOGETHER

The British Rd Cross has launched a
coronavirus-inspired marketing campaign
to showcase the human capacity to
support one another in times of crisis.
The charity’s agency VCCP has enlisted
11 UK-based artists, including graphic
artist, print-maker and designer Anthony
Burrill, who is best known for his
typographic, text-based compositions,
including Work Hard and Be Nice to
People.
For this campaign each artist has
produced their own artwork under the
strapline: “Kindness will keep us
together.” Black and white versions of
the artworks are available to download
from the British Red Cross online shop,
with donors encouraged to colour them
in and share them on social media.
There is also a range of merchandise,
including T-shirts and mugs, with
100 limited edition prints also on sale.
Here’s the link to the online shop:
https://giftshop.redcross.org.uk
CONTINUES ...
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Video of the month:
#TwoBinsLifeWins

Talking about
first responders
who make the
ultimate sacrifice
when they face
danger each day,
this campaign
called:
#TwoBinsLifeWins is about giving
voice to conservancy workers and their
families. In a bid to engage citizens
to adopt improved waste management
practices, Tata Trusts, through its
programme, Mission Garima, launched
the campaign: #TwoBinsLifeWins.

The campaign
brings to light
the story of a
child whose
father has to
separate waste
in sewers
because citizens
wouldn’t separate their own waste.
Unfortunately, the English translation
sub-titles are small so you may have
to view the video in full size.
Here’s a link to the video:
https://youtu.be/c13be-R6aAg

Credits
Advertising Agency: FCB Ulka, Mumbai, India
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My COVID-19 Poster

STAY
6 FEET APART
OR
GO
6
FEET
UNDER
TAKE YOUR PICK
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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.

PAGE 10

