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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. Why direct response?
Because you can’t manage or
improve what you can’t
measure.

2. A free calculating guide for  
    good measure.
3. My pick of the month:   
    World Vision

Why direct response?
Because you can’t
manage or improve
what you can’t measure.
My students often ask me why
I got into direct marketing when I
had a lucrative job at Ogilvy Mather.
I guess it’s because I like to see real
results.
One of the things that separates
direct marketing from advertising is
that direct marketing is measurable.

were being vandalized. This led
them to go to a subscription model.
They had to start from scratch
getting new subscriptions and from
what I heard back from the client,
they have increased the number of
subscribers from 0 to over 900 now
since we started a direct response
and ad campaign this June.

Don’t get me wrong, I still love
With direct response you can
advertising and have been doing quite
measure anything from response
a few ads lately for The Epoch Times.
rates to your return on investment and
The ads (on the next page) were
a whole lot more. (See next article
created after kiosks belonging to
for a list and how to do that.)
CONTINUES ...
The Epoch Times around Canada
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Initial Insert in Epoch Times

Series of Ads that ran in Epoch Times

Dear Reader:
We need your help

WHY SUBSCRIBE TO THE EPOCH TIMES?
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Dear Reader,

HERE’S WHY WE NEED YOUR HELP

It is said that “A well-read person is not one who has read a lot,
but a person who has read well.”

Because if you love brain-teasers,
we run challenging Sudoku, Kakuro,
and Crossword puzzles every week

And you, fit this category perfectly.
It is no secret that independent, fact-based journalism that
you enjoy reading, like The Epoch Times, is struggling
along with every other newspaper, largely because many
young people have turned to social media for the
information they seek.
A more serious issue for The
Epoch Times, however, has to do
with the problem of theft and
vandalism of our newspaper boxes.
In some cities across Canada, they
have been repeatedly attacked in
recent months, most likely because
of our reports on Huawei, the
Chinese Communist Party, or about
the series of articles on
torture in China. Readers have even called us, either to
report that there were no papers in our newspaper box,
or having witnessed the vandalism.
We are now obliged to turn to a subscription model,
but first we hope you will help us by answering some
questions (turn over for questionnaire) to ensure that the
price we charge is a fair one. For your participation you
will receive a personalized bookmark.

Free pickup
ends
in 2 weeks
24)Issue
SUBSCRIBE
NOW!
Don’t
Miss A(July
Single
FREE 2 months + discounted rate of just $3.50/week for a 12-month subscription

✔ Yes, I would like to subscribe to the expanded EPOCH TIMES

1 year,* at discounted rate of $3.50/week ($154.00 + $7.70 GST = $161.70)

* Best deal with 2 months FREE

3 months, at a discounted rate of $3.75/week ($48.75 + 2.44 GST = $51.19)
YOU CAN CANCEL ANY TIME - or be automatically renewed at the above discounted rates after that.
Name

OFFER ENDS JULY 31,2019
Method of payment #1
I have enclosed a cheque payable to THE EPOCH TIMES
Method of payment #2
Please charge my credit card:
VISA
MasterCard
Your privacy and personal data will be protected

Card Number

Expiry date M M Y Y

Address

Name on card:

City
Province

Postal Code

Signature:

Subscribe online: ReadEpoch.ca
By Phone: 1-800-766-0157

Telephone
Email

Or mail this subscription form to:
Reader Services, The Epoch Times, 530 E Kent Ave S., Vancouver, BC V5X 4V6

H5

This is your last free copy of The Epoch Times

KNOWLEDGE IS POWER

SUBSCRIBE NOW!

Avid readers like you read our newspaper because of the
high quality of journalism and the issues we cover. You
wish to be knowledgeable about national and international
affairs, to be well informed about things happening around
you — from decisions made in Ottawa, Washington, Wall
Street, or in China to events that occur around the world
that affect you and your loved ones.
A NEWSPAPER UNLIKE ANY OTHER

We will not be dettered in continuing to bring you
independent news coverage: from reporting on important
people, places, and events to coverage on China, where our
network of insiders helps tell behind-the-scenes stories that
can’t be found anywhere else.
We will continue to cover social and moral issues, as well
as report on a variety of topics: from arts and lifestyle, to
classical culture, and traditional values and norms. This is
because The Epoch Times still believes in the old-fashioned
tradition that media has an important overriding responsibility: to inform and uphold a moral and just society and to
respect your right to form your own opinion.

GET THE NEWSPAPER YOU LOVE,
DELIVERED RIGHT TO YOUR DOOR.
FREE 2 months + discounted rate of just $3.50/week for a 12 month subscription

✔ Yes, I would like to subscribe to the expanded EPOCH TIMES

1 year,* at discounted rate of $3.50/week ($154.00 + $7.70 GST = $161.70)

* Best deal with 2 months FREE

Thank you.
Sincerely,

3 months, at a discounted rate of $3.75/week ($48.75 + 3.44 GST = $51.19)
YOU CAN CANCEL ANY TIME - or be automatically renewed at the above discounted rates after that.
Name

Cindy Gu, Publisher
Cindy
Gu you will get in the future, as a subscriber, is a
P.S. What

more robust newspaper that delivers news that matters,
with a global view from national to international affairs
and cultural phenomena. Best of all it will be delivered right
to your door!

TURN OVER FOR QUESTIONNAIRE

OFFER ENDS JULY 31, 2019
Method of payment #1
I have enclosed a cheque payable to THE EPOCH TIMES
Method of payment #2
Please charge my credit card:
VISA
MasterCard
Your privacy and personal data will be protected
Card Number
CVV Number

Address
City

Expiry date

M M Y Y

Name on card:

Provence

Postal Code

Signature:

Subscribe online: ReadEpoch.ca
By Phone: 1-800-766-0157

Telephone
Email

Or mail back this subscription form to:
Reader Services,The Epoch Times, 344 Consumers Road Toronto, ON M2J 1P8
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Direct Mail is also the original
social media tool. It is a great way to
tell a powerful story.
Case in point: The Wall
Street Journal’s “two young
men” letter raised over a million
dollars in subscriptions. (Email
me and I will send it to you.)

I use direct mail effectively to raise
thousands for charities each year.
This Heart House Hospice
year-end mailing (below) raised 300%
more than the average donation they
were generating because it told a very
personal story of loss of a loved one.
-2-

YEAR-END APPEAL
1-855 Matheson Blvd. E., Mississauga, ON L4W 4L6

hard for children to express the sense of loss they are feeling.
That’s why I love the events that utilize arts and crafts. It has given my
kids a way to express how much their Dad meant to them.
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November XX, 2018
<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3>

All the programs that Heart House Hospice provides are offered at
no cost to those who wish to use their services...but sadly the funds they
receive from the government are not enough to cover their expenses. So,
they rely on the generosity of people like you and me.
Ella and Lucas
Please consider making a year-end gift today. Simply mail back either a
one-time donation or, better still, select the monthly giving option. You
can even donate by calling Peter Mathewson at 905-712-8119 x 230 or
donate online at www.hearthousehospice.com.

Dear Ms. Sample,

Your gift will go to work immediately to help Heart House Hospice
continue to provide essential programs and services. They helped us through our difficult
loss and they continue to support us on our journey. Without their support and guidance,
I wouldn’t be where I am today.

The holidays are almost here… a difficult time of year for anyone
who has lost a loved one.
Two years ago I lost my beloved husband, James, to pancreatic cancer.
Our children, Ella and Lucas, lost their fun-loving Dad. He was only 45
and battled bravely, but in the end, his medical treatments became
ineffective. It was at that time, his doctor told us about Heart House
Hospice and the HUUG Program.

If you too believe, as I do, that the programs that Heart House
Hospice provides are important, then this holiday season share
some comfort and joy! For every $250 donation you make,
a grieving child will get a teddy bear.
Your gift, especially at this time of the year, will enable
Heart House Hospice to continue to provide essential
services to so many grieving children and their families.

Initially, I was hesitant to accept any help. There was so much happening
in our lives, I didn’t want there to be more change. But, I felt lost and
helpless, and needed more than just our friends and family support.
Our Hospice counsellor, Leora Kleynhans, guided and supported us
through the difficult steps we had to take. I remember her words, “This
moment will strengthen your trust with your children and give them time
to prepare.” Some families don’t get that time. She motivated me every
step of the way to find the inner strength to become the guiding light for
my children.

I still miss James; I miss hearing his voice, and his laughter.
The children miss his presence in their lives, his humour, doing
fun activities with him and all the love he gave them. I now know that loss leaves a heartache
no one can heal, but love leaves a memory no one can steal.

James was the
most fun-loving
Dad to Ella and
Lucas.

So, don’t forget to tell your loved ones how special they are to you. Here’s wishing you
and your family a Happy Holiday!
Sincerely,

I saw first-hand the compassionate care Leora provided. She made a
world of difference.
Heart House Hospice was of great assistance to Ella and Lucas. Their
HUUG counsellor, Kimberly Blackmore, met the children several times while
James was still alive. On one visit, James and I made our handprints on a
ceramic plaque, one for each child. Their counsellor chose the words
“these hands will hold your heart forever” to be hand painted on it.

Grace Belvedere
P.S. I have learned that hospice heals in many ways. Their counsellors, and volunteers
care for the entire family not just the patient. So, join me in helping Heart House
Hospice. Your donation before December 31, will ensure that you will get your 2018 charitable
tax receipt right away by email.

Since James’ passing, the children and I continue to attend monthly
events by the HUUG Program. My children get to meet other children
who have also lost a parent. They’ve made friends, and I have found a
community of other families and a place that understands us. It’s always

YES! I WISH TO HELP GRIEVING CHILDREN & THEIR FAMILIES.
Here is my gift of

$35

$50

I prefer to donate $ ____________

$100

$250 $500 gives
gives 1 child 2 children
a teddy bear a teddy bear

PAYMENT METHOD

Card Number

We DO NOT sell, trade, or share our mailing list.
To volunteer, please call 905-712-8119.
Please return this form with your donation in the postage paid envelope.
Official receipts will be issued for gifts over $25.

THANK YOU!

To help a child all year long, select the monthly giving option on reverse.

MONTHLY DONATION OPTION
q YES! Here is my monthly gift of: q $5 q $10 q $15 q $25 (gives 1 child a teddy bear) q Other $ ________
q I have included a VOID cheque. Please debit my bank account in the amount above

I have enclosed a cheque payable to Heart House Hospice
Please charge my credit card:

made these
stepping stones in
our garden where
they plant flowers
in memory of their
Dad every spring.

q
Expiry date

q
M M Y Y

q Please charge my credit card: q

q

Card Number:

You the Payor, may revoke your authorization at any time, (in writing or by phone) subject to
providing notice (not to exceed 30 days.) To obtain a sample cancellation form, or for more Name on Card:
information on your right to cancel a PAD Agreement, contact your financial institution or
visit www.cdnpay.ca.
Signature:

Expiry Date:

M M Y Y

Name on card:

Signature of Account Holder

Signature of joint Account Holder (if applicable) Phone:

Signature:

Name (please print)

Name (please print)

Email:

Telephone:

Date

Date

Email:
. I would like to receive my tax receipt by email

You have certain recourse rights if any debit does not comply with this agreement. For
example, You have the right to receive reimbursement for any debit that is not authorized
or is not consistent with the PAD Agreement. To obtain more information on your recourse
rights, contact your financial institution or visit www.cdnpay.ca.

This donation is being made on behalf of:
q an Individual
q a Business
(Monthly donations will be processed on the 15th of each month and
can be cancelled at any time)

Heart House Hospice, 1-855 Matheson Blvd. E., Mississauga, ON L4W 4L6
Tel: 905-712-8119 • Fax: 905-712-4029 • Charitable Tax No. 132155011 RR0001
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A free calculating guide for
good measure.
Everything in direct marketing is measurable.
So, here’s how to calculate what’s important:
1. Response Rate.
The Formula: Take the number of gifts
received in response to a direct mail
campaign and divide by the total number
of pieces mailed; then multiply by 100 to
calculate the response rate as a percentage.
Number of Gifts
Number Mailed

x 100 = Response Rate

Number of Gifts

Gross Revenue

= Cost to acquire new donor

5. Donor Retention Rate. Donor retention
is critical to a charity’s long-term success
as attracting new donors is always more
costly to a charity than keeping the ones
you’ve already converted. The formula:
Look at the number of new donors from the
previous year and then divide by the number
of those same donors who gave this year.

= Average Gift

3. Return on Investment (ROI). To measure the
return on investment for a direct mail campaign
is also to calculate the cost to raise a dollar.
The Formula: Take the total direct costs and
divide by the gross revenue to yield a cost per
dollar raised.
Total Costs

Total Costs
# of Donors

2. Average gift size.
The Formula: Divide the total revenue
achieved by a campaign, or a segment of a
campaign, by the number of gifts received to
yield the average gift — another very basic
measure of fundraising performance.
Total Revenue

4. Cost to Acquire a new donor. Since donors
usually have a value far beyond their initial
donation, sometimes fundraisers will focus
on the cost to acquire a donor. This measure
will be useful when you consider the likely
lifetime or long-term value of a newly acquired
donor. If it costs $40 to acquire a donor, but the
long-term value of that donor is $120, then the
investment is more than justified. The Formula:
Total cost divided by the number of donors.

= Cost per dollar raised

# of new Donors from previous year
= Donor retention rate
# of Donors who gave this year

6. Cost per Piece.
The Formula: Divide the
total cost of a mailing by the number mailed.
Total Costs
Number Mailed

PAGE 4

= Cost per piece
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7. Average Annual Contribution per Donor.
This measure can be applied to the whole of the
donor base or to various segments. For example:
the average annual contributions of new donors,
i.e. donors acquired in the current year, can be
compared with the average contributions of repeat
donors who have given year after year without
lapsing. The formula: Total revenue divided
by total individual contributions per donor.

10. Recurring Gift Percentage. How often
do your donors repeat gifts? This calculation
allows you to look at which of the donations
you receive are from donors who gave in the
past. Identifying which donors are giving over
and over again allows you to create targeted
campaigns that gently nudge repeat donors
to give more while encouraging one-time
donors to give again. The Formula: Parse the
number of gifts from repeat donors (donors who
Total Revenue
gave during the previous time period and the
= Average annual gift per donor
current one) from new donors and compare.
Total Individual contributions per donor
8. Number of Gifts Per Donor. Donors who
make several gifts within the year will be
much more valuable both in terms of their
total contribution and in their propensity to
renew. Thus, considerable effort is expended
in trying to elicit second and third gifts from
new and renewed donors. The Formula:
Measuring the average number of gifts
per donor will allow the fundraiser to see
how effective these activities have been.

Compare:
1. # of Gifts from repeat donors previous year
2. # of Gifts from new donors this year

Total Gifts

Step One: Take a cohort of newly-acquired
donors. (A cohort is a group of donors who
share a common characteristic—in this case
acquired in the same year.)

Total Donors

11. Long-Term Value (LTV). The fundraiser
must also be interested in the long-term value
of donors: how much does the average donor
contribute to the cause during their lifetime as a
donor? Long-term value measures can be quite
complex. Two techniques for calculating longterm value are included below. The formula:

= Number of Gifts/Donor

9. Attrition Rate. Some fundraisers prefer to
measure the number of active donors who fail to
renew in the following year. This is known as the
attrition rate. The Formula: Divide total number
of non-responders by the number of active donors
from last year’s number and multiply by 100.
# of Non-responders

x 100 = Renewal Rate
# of active Donors (previous year)

Step Two: Measure the revenue from those
donors over a reasonable period (e.g. 5 years).
Step Three: Subtract the costs associated with
acquiring and re-soliciting the whole cohort.
Step Four: Divide the result by the number
of donors in the original cohort.
Step Five: Re-evaluate the acquisition (or
re-solicitation) costs in the light of the
resulting long-term value.

CONTINUES ...
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My pick of the month:
World Vision

World Vision
is doing something they’ve “never done
before” to empower kids in extreme
poverty across the world. For the
past 70 years sponsors have picked
the child they want to support but the
global Christian organization based in
the United States is launching a new
initiative so kids can now choose their
sponsor in a program called “Chosen”.

Then the
community gathers for a celebration
called a “choosing party” where kids
pick out who they want to sponsor them

This year the program started with
people signing up and deciding to be
“chosen” by submitting a photo online or
in-person at a church or Christian concert
partnering with World Vision. The photo
was then sent to a community where
World Vision works to be displayed with
other potential sponsors.

The sponsor then receives a photo
of the child who chose them holding
their own photo. The World Vision
president said they’ve already seen
an “instantaneous connection” as
the correspondence continues
through prayers and letters.
Here are two video links: The first one
explains the process as to how they did it:
https://youtu.be/w9Q16FOj6rw
And this one has one sponsor’s
reaction: https://youtu.be/_9lABOR7nRM
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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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