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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. Six tested tactics to help
improve your year-end
fundraising appeal.   
2. Here is a list of Freebies and
cost-effective Resources to  
help your Charity.

3. The Palau Pledge: A great
     video about visiting
     and leaving an island
     in pristine shape.

Six tested tactics
to help improve your year-end
fundraising appeal.

I

t’s that time of the year again when you should be planning
your year-end appeal and so here are my six suggestions that
will help you improve your fundraising results.
TACTIC 1: USE YOUR DONOR DATA AS FULLY AS
POSSIBLE.
Segmentation: Even though segmentation is key to every appeal,
I am going to go against the grain and recommend that, when it
comes to your year-end mailing, you target as many donors in your
file as possible, except those who asked you not to mail to them.
My reason is simple, most donors give only once a year and
CONTINUES ...
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and 28% of nonprofits generally raise
between 26-50% of their annual
funds from their year-end appeal.

2016
HOLIDAY APPEAL

855 Matheson Blvd E, Mississauga, ON L4W 4L6.

November XX, 2016
<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3>

Example: Heart House Hospice
2016 appeal alongside.

Dear Ms. Sample,
The Holidays are almost here...a time for caring and sharing...

On average they mail to about 5,000
donors per mailing but the year-end
mailing is sent to over 7,000 donors.
That mailing raised two and half times
more funds than the regular mailings.

...so I open my heart and share with you what Heart House Hospice did for
the person dearest to me. On May 8, 2014, I lost Barclay Edward, my beloved
husband. We met in 1974 and we became a couple in 2002.
Thanks to the people at Heart House Hospice, Barclay passed away in dignity
and at peace. He had Chronic Obstructive Pulmonary Disease (COPD) and was
on oxygen 24/7 for 7 years.
I have seen first hand the kind of care our counsellor at Heart House Hospice
provided. She made all the difference in the world. She became my rock and helped
us both have many difficult conversations to get us through the hardest times that
we were facing. She was truly an angel to both of us.
Heart House Hospice provided us with such compassion and assistance during the
worst possible time in our lives, which continued, with grief counselling after
Barclay’s passing. I felt that I needed to do something to feel ‘useful’ again. I felt very
lost and wanted to show my thanks for what they did, by giving back to Heart House
Hospice.
Here’s a reason to give back too

TACTIC 2: LET YOUR STORY
MAKE THE ASK.

The programs that Heart House Hospice provides, in our communities of
Mississauga and Brampton, are offered at no cost to all who wish to use their
services...but unfortunately the funds they receive from the government are not
enough to cover these expenses. So, they rely on the generosity of people like
you and me...they cannot survive without our help.

Direct mail is still one of the best
ways to tell your story and it continues to
outperform digital channels, including
email, online display, paid search and
social media (Source: DMA Response
Rate Report 2017).
Direct mail continues to show strength
in many areas, despite slipping from the
second most used media type to third in
2017. To quote from the report, “Direct
mail produces the best response rate, but
at a cost: it has the highest CPA of any
medium.”

After
Barclay’s
passing,
I decided
I wanted
to give back.

Please consider making a year-end tax-deductible gift today. You can
make your donation online at www.hearthousehospice.com, or by calling
Peter Mathewson at 905-712-8119 x 230, or by simply mailing back either a
one time gift or selecting the monthly giving option. Please do it before December
31, so your 2016 charitable tax receipt can be issued right away.
Your donation will go to work immediately to help with the current needs of

✔

Yes, I would like to make a tax-deductible gift to Heart House Hospice

Provide your email and phone number in case we need to contact you:
Email: ______________________________________________
Phone/Cell No.: _____________________________________

Please check here q if we can acknowledge you as a donor in our newsletter
and other publications q If you would like to remain anonymous.
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.

$100

$50

$35

Method of payment #2
Please charge my credit card:

<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3>
We DO NOT sell, trade, or share our mailing list.

Here is my gift of:
$500
$250
Other $__________________

Method of payment #1
I have enclosed a cheque payable to Heart House Hospice

Card Number

THANK
YOU!

Expiry date

M M Y Y

Name on Card:
Signature:

.
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

Once again, direct mail response
rates rank stronger than digital
channels, sometimes exponentially:
at 5.1% for house lists and 2.9% for
prospect lists, mail response rates
consistently exceed the 2% response
While 19% of survey respondents said rate of all digital channels combined.
they planned to decrease their usage of
Besides, awareness and engagement
direct mail in the coming 12 months, the
are two of the main benefits that direct
DMA study is quick to remind readers
that the annual predictions of the decline mail can deliver.
CONTINUES ...
in direct mail never fully materialized.
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TACTIC 3: CUSTOMIZE YOUR
Example: SECOND HARVEST appeal.
APPEAL.
Total gifts were $128,830 compared to
$102,816 the previous year—an increase
If you must segment anything it should
of $26,014 from the year before.
Not only did the outer envelope pique
the reader’s interest, an all out effort
was made on many fronts to reach
DIRECT MAIL (COPY & ART DIRECTION)
out to donors
after the mailing.

be how you talk to different donors in your
database. Don’t just fire off one appeal to all,
but change your communication to cater to
each type of donor.

99 Harbour Square, Suite 1407, Toronto, ON M5J 2H2 • T: 416.203.9787 • F: 416.203.3568
Email: designersinc@sympatico.ca • billy@designersinc.ca • Web: www.designersinc.ca

Even if their first donation was made on a
whim, donors who’ve given at least once are
still supporters and not strangers. Thus, the
messages you craft to them…and other types
of donors…should be considered carefully.
Outer Envelope

How you talk to someone who gave $5
eighteen months ago is substantially different
My challenge from Second Harvest was
from what you should say to someone who is
to improve on last years effort.
a loyal repeat donor.
SECOND HARVEST

Result:
This 2007 November mailing more than
doubled the average gift size from new
prospects from $56.73 last year to
$117.31 this year,

Change one segment or more in the appeal
to reflect the different types of donors you are
talking to as listed below:

It improved the average gift size from
house donors from
$253.07 concept
to $287.82
Selected

one or more
Total gifts wereChange
$128,830 compared
to
segment
toofreflect
$102,816 last year
an increase
over
donor
25% from the year
before.
Change one or more
segment to reflect
Letter
donor
Change one or more
segment to reflect
donor
Change one or more
segment to reflect
donor

Lapsed
Donor
New
Prospect
Multiple gift
Donor
Non-frequent
Donor

What else needs to change?
CONTINUES ...
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Method of payment #2
q I prefer to use my charge card: q

Ms. Sample
1234 Any Place
City, Province, A1A 1A1

DIRECT FORUM

Name on card:

Charitable Registration No. 11928 13687 RR0001
1102 Broadview Avenue, Toronto, Ontario M4K 2S5
Phone: 416-425-6348 x 224; Fax 416.425.4056

✔

Ms. Wendy Freeman,
President, CTV News, Bell Media
299 Queen Street West
Toronto, ON, M5V 2Z5

CONGRATULATIONS!

Many of them have had very unfortunate experiences at a very young age.
Some never had a happy home and some had to leave their parents’ home simply
because they got pregnant, or were abandoned by the very person who got them
pregnant.
More than 80% of those who come to the Massey Centre are poor, and have
lived in appalling conditions of poverty and hardship all their lives.
The reason why I am writing to you is because I know women are the first
to help other women. The recent march by women around the world after the
US election✔is strong proof of their support of other women.
YES, I WANT TO HELP YOUNG PARENTING MOMS NOW!

Method
of payment
#1
A SECOND
CHANCE.
Here is my gift WE
of: qTHINK
$XX q THEY
$XX qDESERVE
$XX
DON’T YOU?
q I have enclosed a cheque payable to Massey Centre
q Other $ ______
Method of payment #2

Please consider making a donation of $36, $50, $100 or whatever amount you
q I prefer to use my charge card: q
q
are comfortable with. It will ensure that every mom who leaves Massey Centre
Ms. Sample
Card Number:
leaves with a plan and the necessary skills and
confidence required in succeeding
1234 Any Place
Expiry
Date:
both as an individual and a mother.
City, Province, A1A 1A1

q

q
MM Y Y

Name on card:

Name on card:

• Your gift will ensure that our doors are
always open to young pregnant or
Signature:
whoPhone:
have nowhere else to go or no one to

Example: Here are three versions of
the same Massey Center letter

Ms. Sample
1234 Any Place
City, Province, A1A 1A1

May 15, 2017

But what about the women at the bottom of the heap… the most
neglected and marginalized women … young moms and their babies
who are estranged from their families and friends and are now
residing at Massey Centre.

Method of payment #2

Signature:

Receipts are issued
for all donations
$20 or
more.
parenting
mothersofand
their
babies
Charitable Registration No. 11928 13687 RR0001

Phone:
Email:

1102 Broadview Avenue, Toronto, Ontario M4K 2S5
Phone: 416-425-6348 x 224; Fax 416.425.4056

I prefer to join the Best Start Monthly Giving Program (at the back)
You can even make your donation online at www.massey.ca

1102 Broadview Avenue
Toronto, ON M4K 2S5
Phone: 416-425-6348 x 224
www.massey.ca

You can even make your donation online at www.massey.ca

This is truly a well-deserved honour.

Expiry Date: M M Y Y

1102 Broadview Avenue, Toronto, Ontario M4K 2S5
Phone: 416-425-6348 x 224; Fax 416-425-4056

I prefer to join the Best Start Monthly Giving Program (at the back)

You are a role model to all of us women here at Massey Centre, and we are very
proud of your achievement.

Card Number:

Receipts are issued for all donations of $20 or more.
Charitable Registration No. 11928 13687 RR0001

Email:

Congratulations on being selected as one of “WXN’s 2016 Canada’s 100 Most
Powerful Women.”

q I have enclosed a cheque payable to Massey Centre

q

Phone:

Dear Ms. Freeman,

Method of payment #1

q I prefer to use my charge card: q

Ms. Sample
1234 Any Place
City, Province, A1A 1A1

OCTOBER 2018

Signature:

1102 Broadview Avenue
Toronto, ON M4K 2S5
Phone: 416-425-6348 x 224
www.massey.ca

YES, I WANT TO HELP YOUNG PARENTING MOMS NOW!

Here is my gift of: q $36 q $50 q $100
q Other $ ______

q

Expiry Date: M M Y Y

Receipts are issued for all donations of $20 or more.

Here is a list:
1. Use a slightly or totally different letter.
2. Put a different P.S. or note in the
margin – maybe make the P.S. or note
look handwritten.
3. Hand-address the envelope and/or
letter.
4. Include a private event invite with your
letter.
5. Note the donor’s previous gift amount
and suggest a matching or increased
amount.
6. Offer a premium as a token of thanks
for an anticipated gift.

q

Card Number:

Email:
I prefer to join the Best Start Monthly Giving Program (at the back)
You can even make your donation online at www.massey.ca

1102 Broadview Avenue
Toronto, ON M4K 2S5
Phone: 416-425-6348 x 224
www.massey.ca

May 19, 2017

Ms. Sample
1234 Any Place
City, Province, A1A 1A1

This letter is not about us.
It is about you.

May 15, 2017

This letter is not about us.
It is about you.

Dear Ms. Sample,

Dear Ms. Sample,

When people ask me what makes Massey Centre different, I proudly reply that
with the help of our supporters, young lives are changed.

When people ask me what makes Massey Center different, I proudly reply
that with the help of our supporters Massey changes lives.
Supporters like you are the real heroes behind our successes.

Our supporters are the real heroes behind our successes.

Without your generosity in the past, many of the young lives we changed
would have been tragically different.

Without their generosity, many of the young lives changed would have been
tragically different.

YOU ARE VERY IMPORTANT TO US!

YOU TOO CAN PLAY A VERY
IMPORTANT PART IN THEIR LIVES.

Your support means more than just shelter and a safe supportive
environment for young pregnant moms and their babies who are
estranged from their families and friends and now reside at
Massey Centre.

Your support right now will mean more than just shelter and a
safe supportive environment for young pregnant moms and their
babies who are estranged from their families and friends and now
reside at Massey Centre.

Your donations go to work immediately helping young women who
live at the bottom of society’s ladder... those often most neglected
and marginalized, many who have had horrible experiences at a
very young age. Some never had a happy home and some had to
leave their parents’ home simply because they got pregnant or were
abandoned by the very person who got them pregnant.

Your donation will go to work immediately helping young women
who live at the bottom of society’s ladder…those often most
neglected and marginalized, many who have had horrible experiences
from a very young age. Some never had a happy home and some had
to leave their parents’ home simply because they got pregnant or
were abandoned by the very person who got them pregnant.

More than 80% of those who seek shelter at Massey Centre are poor, and
have lived in appalling conditions of poverty and hardship all their lives.

More than 80% of those who seek shelter at Massey Centre are poor, and have
lived in appalling conditions of poverty and hardship all their lives.

LET’S SHOW THEM THAT THEY ARE
NOT ALONE OR FORGOTTEN.

LET’S SHOW THEM THAT THEY ARE
NOT ALONE OR FORGOTTEN.

Please consider making a donation of $36, $50, $100 or whatever amount you
are comfortable with. It will ensure that every mom who leaves Massey Centre
leaves with a plan and the necessary skills and confidence required in succeeding
both as an individual and a mother.

So, please consider making a donation of $36, $50, $100 or whatever amount
you are comfortable with. It will ensure that every mom who leaves Massey Centre
leaves with a plan and the necessary skills and confidence required in succeeding
both as an individual and a young single mother.

• Your gift will ensure that our doors will always remain open to young
pregnant or parenting mothers and their babies who have nowhere else to go

CONTINUES ...
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TACTIC 4: SHOW DONORS WHERE
TACTIC 5: SHOW YOUR DONORS
:stnih emoS
WHY
YEAR-END FUNDRAISING
nTHEIR
o-nur gnoMONEY
l—gnittahc eWAS
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•
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s SPECIAL.
A
crucial
part
of
your
year-end
appeal
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spent donors’ previous funds. Before anyone three reasons:
ROTS RUOY .5
opts to give you a donation they like toYknow
The vast majority of donors make their
si noitnetta s’ redaer ruoy teg ot syaw lufrewop tsom eht fo1.enO
where
and
how
you
spent
their
previous
gifts.
.)lamina/nosrep/dlihc( laudividni eno no sucof os ,gnilletyrotgifts
s
during the holidays because the
lanoitome na sekirts taht eno yllaicepse ,yrots lanosrep a etaerC
Because competition for donor dollars
notions of “charity” and “selflessness”
laitnetop morf esnopser retteb a sticile netfo yrev sihT .drohc
in November and December is so fierce,
.sronod gnitsixe roand “community” are heightened.
the success of your year-end appeal could
2. They want to help people.
depend on4 how well you present this fact.
3. They like to take advantage of the
Example: United Way, Montreal,
charitable giving deduction on next
back page of letter.
year’s tax form. (This is especially true
for major donors, for whom tax
HOW YOUR DONATION HELPS
deductions are a big concern.)
Promoting the inclusion of isolated people means helping them live a fuller,
more active and more rewarding life. We want everyone to play their own role in society
and help their community grow.

Break

Help

the isolation of
seniors

people in crisis

The Association pour aînés résidant à Laval
helps seniors stay active and engaged in
their neighbourhoods. Their activities include
collective kitchens, where seniors can learn
to make healthy meals and develop their
autonomy and independence, which is an
excellent way for them to build social ties.

So, don’t be afraid to acknowledge
the “holiday-ness” of your ask.
Make your donors feel like they’re
participating in something special,
thoughtful and intentional as they end
the year.

In 2015-2016, the Suicide Action Montréal
hotline was available in Greater Montreal 24 hours
a day, 7 days a week, 365 days of the year.
During the year, Suicide Action Montréal
received a total of 23,177 calls. The agency
also provided essential support by helping more
than 100 people bereaved by suicide.

Promote

Support

the integration
of immigrants
or refugees

the social
inclusion of people
with disabilities

Example: CMHA envelope
2017

In Montreal, the Centre social d’aide aux
immigrants has let over 1,100 refugees start
their new lives on a solid foundation by
helping them find an apartment, buy food
and clothing, enroll their children in school
or daycare, and look for a job or go back
to school.

YEAR-END
HOLIDAY APPEAL

J’me fais une place en garderie helps parents
with a child with a mobility impairment aged 5
and under to find a daycare accredited by the
government of Quebec. With this daycare spot,
children with an impairment can still develop
their full potential while their parents go back
to work or to school. In fact, 75% of parents
have a job or are enrolled as students one year
after their children start attending daycare.
In the past 20 years, over 1,000 children have
been placed at a daycare service.

Follow us!

centraide-mtl.org
493 Sherbrooke Street West, Montreal, Quebec H3A 1B6
Phone: 514 288-1261 • Fax: 514 350-7282 • dm@centraide-mtl.org
A tax receipt for the current year will be issued for donations of $20
or more mailed by December 31.

<Ms. Joan Sample>
<Address 1>
<Address 2>
<Address 3>

I have two important questions for all parents.

Help us change lives.
Return the pledge card
with your donation right now!

(See inside)

THANK YOU!

217–V3–LT-A

I want to direct my donation to one or more of Centraide’s four areas of action!
q I want to support
Centraide’s overall mission

OR

q Take care of the essentials
q Break social isolation

Benefits of monthly donations
Help Centraide throughout the year with a monthly

q Support youth success
q Build caring communities

q I already contribute to the Centraide campaign
at my workplace:

PAGE 5
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TACTIC 6: AS MUCH AS HOW
SIGNIFICANT YOUR MESSAGE
IS, IT IS EQUALLY IMPORTANT
HOW AND WHERE YOU
SPREAD YOUR MESSAGE.
Use multi-media: The year-end
giving appeal is a great time to hit all
of your fundraising hot spots. That
means you should never limit yourself
to just one solicitation method.
The best year-end fundraising
campaigns are multichannel affairs.
• Direct mail
• Email
• Website
• Social media
EMAILS: Still the cornerstone of
digital fundraising, emails at the end
of the year take on a special urgency.
Remember that 12% of all giving
happens in the last three days of the
year. And nothing beats reaching out
to your donors with a follow-up email.
It’s a great way to show urgency.
Make every email count. Invest time
in crafting a compelling message worded
just so. Each email should have a bold
call-to-action and a clear link to donate.
Example: This follow up email before
the year-end produced good results.
CONTINUES ...
PAGE 6
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WEBSITE: Your website is an integral
part of your fundraising initiative. It
never sleeps, never asks for a raise. It just
sits there beckoning others to enter.

SOCIAL MEDIA: Social media
offers a great way to dip your toe
into new ways of fundraising—from
Facebook to Crowdfunding.

However, at the end of the year,
your website needs some special
attention. When your year-end
campaign launches, you need either:

Example: The charity Shades of Hope
raised about $38,000 for their new
animal shelter on the crowdfunding
site: GoFundMe.

• New webpage content that reinforces and
expands upon your campaign concept or
• A unique landing page on your
website for the year-end campaign.
Example: During most of the calendar
year, the charity:water homepage
looks something like this:

But after Thanksgiving, it changes to this:

CONTINUES ...
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Here is a list of Freebies and
cost-effective Resources to
help your Charity.
The nonprofit sector’s biggest challenge is lack of funds. With low budgets and
lots of spending constraints, staff at most charities continue to struggle to raise
funds. So, here are some freebies and other economical resources that your
nonprofit organization can benefit from.
MailChimp:
MailChimp offers free email
marketing to nonprofits that have fewer
than 2,000 email subscribers and that
send less than 12,000 emails per month.
Like Vertical Response, MailChimp
offers a 15 percent discount to nonprofits
that surpass 12,000 email sends. Here is
the link:
http://www.mailchimp.com/

program eligibility and how to apply,
here is the link:
http;//www.google.com/nonprofits/join/

YouTube Nonprofit Program:
If your organization isn’t already
taking advantage of this program,
it should be! Video is a powerful
method of storytelling and sharing
your organization’s impact. Not only
is YouTube the most popular videosharing platform, videos hosted
Google Grant.
on YouTube can also drive search
Google Grant offers $10,000 worth
results! This means your video
of free search advertising money each
content has the potential to reach large
month for nonprofits that manage a
audiences through Google searches.
“GrantWords” account. Qualification is
Information on getting involved
easy and simple as Google only requires
that your nonprofit be based in one of the can be found on the YouTube
site at https://bit.ly/2wsRAs9
many countries Google specifies in its
policy (50 countries including Canada).
To learn more about this program,
CONTINUES ...
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Facebook:
In April Facebook announced that
it was launching new fundraising
tools in Canada that it hopes will
make campaigns for donations on
the platform more impactful.
The technology giant says it will
eliminate the platform’s fees on
fundraisers for personal causes.
Facebook will also add new categories
for fundraisers related to family,
faith, travel and volunteering.
It has started piloting a feature
in the U.S. that lets people pledge
to match donations made through
Facebook. Now Facebook hopes to roll
out the tool internationally to countries
allowing Facebook-based donations,
which currently includes Canada.
Visit: facebook.com/fundraisers

Link: https://www.canva.com
FREE PHOTOS SITES:
Here are some links to sites with
interesting photos to choose from.
Gratisography:
Offered by Ryan McGuire who has
a distinct style, but his photos do stand
out! The link:
http://www.gratisography.com/
Unsplash:
This is a collection of photos
from many artists, from beautiful
scenery shots to people pictures.
Although you are not required to
credit the artists, you really should.
The link: http://www.unsplash.com/
Pexels, Pixabay:
A good collections and easy
to sort photos. The links:
http://www.pexel.com/
http://www.pixabay.com/

ONLINE GRAPHIC DESIGN
TOOLS:
Canva:
Canva is a graphic design resource
that offers a free premium membership
to any registered nonprofit. It allows
users to design presentations, social
media graphics, logos and much
more. Canva has thousands of various
template layouts to choose from which
makes design easy for even a novice.

Death to the Stock Photo:
Sign up for free and get packs of
photos to download on a regular basis.
The link:
http://www.deathtostockphoto.com/
CONTINUES ...
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TEXT-TO-DONATE:
CHARITABLE GIVING:
I am no expert in this field, but then
again, I don’t need to be. Text-to-donate
is just one more fundraising tool that
helps raise small amounts of funds mainly
by mobile devices…the way of future
fundraising with the most potential.
Text-to-donate in Canada is made
possible through the Mobile Giving
Foundation Canada (http://mobilegiving.ca),
a registered charity whose purpose it is
to enable text message donations for the
benefit of registered charities in Canada.
Text-to-donate is a strategic partnerships
that MGFC has established with:
• The Canadian Wireless
Telecommunications Association;
• The Mobile Giving Foundation U.S.;
• The Canadian Wireless Operators;
• And the charitable organizations.
What does it cost to run a
mobile giving program?
The details on cost depend on
various factors such as how many
keywords are being used at one time.
To give you an idea of what to expect,
running a campaign for one year can
cost between $2,000 to $3,000.
For more information on cost details
specific to a campaign you’re considering

running with your charity, please
contact support@mobilegiving.ca.
Example: Breakfast Clubs of Canada
asked for small $5 donations: “Just
text BREAKFAST to 45678 to donate
$5 to Breakfast Clubs”

DIRECT MAIL:
Finally, I would feel very guilty if I did
not provide anything from my end to
add to this mix. So here is my offer:
• I will audit your next
direct mail package for free
• Get my students to help your
charity raise funds via direct mail
or online in September 2019 for free
(This year is already booked.)
• Create your next direct mail
package at half-price. (One time
offer).
Email me at: billy@designersinc.ca

PAGE 10
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The Palau Pledge:
A great video about
visiting and leaving an island
in pristine shape.

To curb ecological damage caused by
booming tourist numbers, a bold new
visa entry process was created for Palau.
Visitors to the Pacific island-country
had to make an environmental pledge
stamped in their passports.
The agreement – dedicated to Palau’s
children – was a formal promise to act in
an environmentally responsible way on
the island…and it worked.		
Link: https://youtu.be/iylktdq1sIs

Credits
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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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