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The Holiday Season is fast approaching 
and according to Neon One: 53.8% of  
non-profits start planning their year-end  
appeal in October.

That’s because... roughly one third  
(31%) of annual giving occurs in  
December. 

So, aim for a drop date of mid-to-late  
November or early December, since they  
are the most popular months for making  
year-end donations.

Plan your appeals early, because                                   
#GivingTuesday falls on November 30  
this year and you want to take  
advantage of that too  

Here are some helpful tips from the  
Pros:

TIP 1. According to Blackbaud Analytics, 
the chart below shows how and to which  
medium donors give.
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DONOR RETENTION RATES

AGE ONLINE
ONLY

OFFLINE
ONLY

MULTI 
CHANNEL

18 - 24 19% 24% 50%

25 - 34 22% 25% 55%

35 - 44 21% 24% 54%

45 - 54 21% 24% 52%

55 - 64 22% 26% 58%

65 -74 24% 29% 62%

   75+ 26% 26% 59%

The takeaway from this chart is that as 
you can see your most loyal donors, the ones 
over the age of 55, give to a multichannel 
appeal.

• Baby Boomers give an average of 
$1,212 USD annually (NeonCRM).

• Gen Xers give an average of $732 USD 
 annually (NeonCRM).

• Millennials give an average of $481 
USD annually (NeonCRM).   

TIP 2. Siegfried Vogelle, German 
researcher: Your direct marketing piece has  
22 seconds to live. 

The first 8 seconds are spent on deciding  
whether or not to open the envelope. 
Another 4 seconds go into examining the  
contents inside and the last 8 seconds in  
scanning the letter and deciding whether to  
read it, keep it for further review, or  
discard it.

This means that your outer envelope must 
catch your recipient’s attention and inspire 
enough curiosity for them to open it. 

Here are three methods to do that.

1. Create intrigue as to what’s inside. Do this 
by showing half a statement on the envelope.

 

2. Inspire Curiosity in the form of a question 
questions prompt answers and this could be 
enough to get the reader to open the envelope.

 

 
3. Consider that often the best teaser, on the 
outer envelope, is no teaser at all. 
 
Fundraising letters are almost always crafted 
to mimic personal letters, so teasers may well 
cheapen or undermine the effect the writer 
hopes to achieve. In fact, extensive testing 
suggests that response isn’t necessarily higher 
when you use a teaser, even when it seems 
eminently appropriate to do so.  
(see image overleaf)
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Acquitation Mailing for UNHCR

 Outer envelope, Letter and Cardboard Insert Result: Three times 
more donations than 
any other mailing.
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TIP 3: John Shoemaker’s ‘lead with your  
strongest point’ rule. 

“When I review my writing, or especially 
others, I find they almost always leave the 
most potent point to the last line,” says John  
Shoemaker. “So I simply move it to the first  
line. Instant improvement.”

For example: A mailing by a church  
in India sent a letter promoting the Bible  
with the headline: The Hero gets killed in  
the end.

TIP 4: Elsworth Howell, founder of Grolier 
Enterprises, pointed out: Direct mail is 
basically an impulse sale. Sad stories could 
misfire unless they have a happy ending. So,  
make your story optimistic and even  
joyous.

For example:

 

TIP 5: According to Pamela Grow: Direct 
mail is still the most popular medium for 
year-end fundraising. “Think of your own 
beautiful direct mail piece serving as the 
foundation of your multichannel appeal. 
Everything else—your email, your social 
media, your website—revolves around it.”

TIP 6: Bob Hacker’s WIIFM (what’s-in-it- 
for-me) rule:

“The WIIFM is a cardinal rule that must be  
addressed first and foremost to persuade your  
audience to respond.”



TIP 7: Denny Hatch’s ‘emotional 
triggers’ rule to succeed. 

He identified over twenty triggers 
that work. Make sure you use one of 
them in your copy. They are: fear, 
greed, guilt, exclusivity, anger, salvation, 
flattery, etc. “If your copy is not dripping 
with one or more of these, tear it up 
and start over,” he recommends.

TIP 8: Dr. Frank Luntz’s rule of hidden  
miscommunication. 

“Sometimes fundraising packages 
communicate the very thing we don’t 
want them to—like an empty back 
page of a letter. It is a minor irritation 
for a donor to see paper wastage, or 
packages printed on a coated stock.”

TIP 9: Jack Maxson’s rule of persuasion:

He said, “Probably well over half our  
buying decisions and responses are based  
on emotions, so call them forth whenever  
you can.”

TIP 10: Mal Warwick’s rule of successful 
writing says that we should make different  
sections look different. 

“The reader gets bored easily and if 
they see something with the same style 
throughout, it will look like a lot of  
reading, which means work.”

TIP 11: Dean Rieck’s rule of design. Make  
the design active. 

“Neat, tidy, linear layouts make the 
piece feel settled, peaceful, and still. This 
is not what you want. You want a design 
that feels active and, therefore, spurs 
action. Use bursts, callouts, tilted pictures, 
arrows, or whatever you need to create  
this feeling.”

TIP 12. Ted Kikoler’s rule for keeping  
readers engaged.

“Keep the reader’s eye moving and the 
mind interested. Not bored or distracted 
either by the monotony of the copy or 
by any words that can jar or distract.”

For example:
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TIP 13: Joan Damico’s “so what” rule.

“If after reviewing your copy, you think 
the target audience would just respond 
with ‘so what,’ then keep rewriting until 
they can see value in your message.”

TIP 14: Danny Hatch’s 20 point checklist:  
IF YOUR LETTER USES any of the  
following words: “I,” “We,” “Us” or  
“Our(s).” Get rid of them! And replace  
them with the word “You”. 

For example:

TIP 15: Barnaby Kalan’s ‘write like  
people talk’ rule.

Use a conversational, natural 
style. “Write like you talk,” says 
Barnaby. “Speak in language that’s 
simple and easy to understand. Write 
the way your prospects talk.”

For example:
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TIP 16: My theory why Storytelling works  
best.

“We humans are hardwired to respond  
to stories. That’s why every culture uses  
storytelling to pass down vital traditions  
and values.

“Neuroscientists would tell you that the  
brain processes facts and stories differently. 
Your brain naturally becomes more 
skeptical when you hear facts first. But 
stories have the opposite effect. Your brain  
gets absorbed in the story and it drops its  
guard. That emotional bond with the story 
then allows any facts that follow to seem  
more real.”

For example:

 

Result: This mailing had a 25.76% 
response—that’s a donation from 1 out of 
every 4 people and an ROI of over 103.5%. 
Plus people even commented positively on 
the mailing.

TIP 17: Global Trends suggest: don’t  
neglect mailing to your staff and  
volunteers.

“85% of volunteers donate to the 
nonprofits that they volunteer for 
(Global Trends in Giving Report).

TIP 18: Don Kanter’s rule on selling.

“The trouble with most writers is that 
they think their job is to write copy. That is 
equivalent to a salesman saying his job is to 
talk. The real job for both is TO SELL.”

TIP 19: Mal Warwick, author of 
How to Write Successful Fundraising 
Letters, suggests, “ Give your readers 
a reason to send money NOW”

Add a sense of urgency to your  
appeals. For example: 

 

OR

r VISA         r MasterCard         r American Express   

Card # _____________________________________________________________________________ Expiry________ / ________

Name on Card _______________________________________________________________________________________________
                                       Please Print 

Signature ___________________________________________Telephone ______________________________________________

<seq>

I’ll make a monthly gift to support War Child’s vital work:

r I authorize War Child Canada to withdraw the above amount from my bank account on the 15th day of each month (or the next        
      business day). I’ve enclosed a blank cheque marked “VOID”.

r I authorize War Child Canada to charge the above  amount to my credit card on the 15th day of each month  (or the next business day).

Create a Legacy
Your  Will is your ultimate expression of the values and beliefs you hold in life. When you leave a gift in your Will, you join many other War 
Child legacy donors in securing the future of children who face the devastating effects of war. Supporting War Child through a gift in your 
Will provides peace of mind knowing that your interests, passions, values and beliefs will continue to be expressed.

We sincerely value and cherish the trust and confidence you are placing in our work. We promise that every conversation we have with 
you about your Will is confidential. We encourage you to contact us to learn more about our programs, so that you can ensure your gift is 
directed to the area that interests you most.

r   I’d like to learn about including War Child in my Will.
r   I have already included War Child in my Will.

You may pause or cancel your monthly gift at any time by notifying War Child 
Canada in writing. Please allow at least two weeks’ notice before your next 
scheduled donation date to process your request. For more information on 
your right to cancel a pre-authorized debit agreement and your recourse 
rights, please contact your financial institution or visit payments.ca.

Today’s Date _____________________  Start Date _____________________

Signature ________________________________________________________  

This donation is made on behalf of:   r An Individual     r A Business 

67 Mowat Ave, Suite 248, Toronto, ON M6K 3E3
Toll-Free 1.866.927.2445
warchild.ca
Charitable Registration # 872374426RR0001

Thank you!

Donate online at warchild.ca/donate

67 Mowat Ave, Suite 248, Toronto, ON M6K 3E3
Toll-Free 1.866.927.2445   l   warchild.ca   l   Charitable Registration # 872374426RR0001

I want to empower more 
women like Samah by 
joining War Child’s Heroes 
monthly giving program!

DM-H221   <Package ID>   <Constituent ID>   <seq>

Primary Addressee
Address Line 1
Address Line 2
City, Province  Postal Code 

seq

Please continue reading…

June 28, 2021

Primary Addressee
Address Line 1
Address Line 2
City, Province  Postal Code 

Dear Primary Salutation,

For the last two decades at War Child, we have witnessed 
the power of women and girls to overcome incredible odds in 
the face of adversity. 

While women and girls often bear the worst of war, we’ve also seen that – time and time 
again – they are essential to the rebuilding of communities after conflict and crisis.

I’d like to introduce you to Samah Marok, a 27-year-old mother of three from South Sudan. 
Samah is a member of the Rocrocdong community, which has been long affected by conflict and 
famine. 

For years, Samah ran a small tea stall that provided her and her family with a meagre living. 
However, her access to food and resources was very limited, and she and her family faced a real risk 
of malnutrition. 

Sadly, Samah’s story is not unique in South Sudan. Years of civil war, limited access to seeds 
and technology, and erratic rainfall have disrupted the ability of communities to plant and harvest 
crops. The country has been at risk of catastrophic famine since its founding in 2011, with 7.7 million 
people now facing severe food insecurity.

Our team in South Sudan knew that women were one of the keys to resolving this crisis. Women 
provide the vast majority of agricultural labour in South Sudan. However, they have traditionally not 
enjoyed equal access to agricultural services or control over what is being grown, how produce is 
sold, and how the proceeds are spent.

That’s why War Child launched a comprehensive effort to train women in South Sudan, providing 
them with the knowledge, tools, and seeds to become better farmers so they could produce food for 
their families and for their communities.

Samah was one of the many women that we were able to help with this program, which has 
changed her life: “I did not go to school until the age of 21, years after I got married. But when War 
Child introduced the agricultural program, I joined immediately. I have now learned basic practices, 
including how to plant and harvest crops so I can support my children and my community.”

r $y         r $yy        r $yyy        r $yyyy        r Other $________   (Minimum $5/month)



TIP 20: And finally my favorites, four 
rules by David Ogilvy, my ex-boss:

• “If it doesn’t sell, it isn’t creative.”

• “Never stop testing.” 

• “The headline is the ‘ticket on the 
meat’. Use it to flag down readers 
who are your prospects for the 
kind of product you are selling.”

• “All rules were meant to be 
broken sometimes.”

CONTINUES ...
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Dear Ms. Sample, 

On November 6, Heart House Hospice celebrates 35 years of delivering 
compassionate, community-based hospice palliative care in Mississauga and 
Brampton. Celebrating this milestone would not be complete without you.  

After all, it’s people like you, your friends, and your family who have 
donated generously to letters like this one or have purchased tickets to one of 
our many events. Your support has helped to keep us going so that we in turn 
have been able to provide compassion, support and advocacy that lessens the 
distress of serious illness and loss on individuals, families and our community.  

              We’ve come a long way since we first opened our doors  
                         three and a half decades ago. Our journey began around a 
                          dining room table, when our founder Ms. Laurie Bennett, a  
                          palliative care professional at a local hospital, realized the  
                        need for hospice care to help her 18 terminally ill patients  
                    who wished to live at home at the end of their lives. So, with her one 
volunteer, a hospice was created to help them. 

A year later, in 1986, our team of dedicated volunteers had grown to 60,  
we were now officially a registered charitable organization with the  
Canada Revenue Agency and we received our first grant from the  
Region of Peel; with that our hospice organization evolved from a  
dining room table and became Hospice of Peel. 

In 2002, under the direction of Deborah Lavender, we developed and 
launched our Day Hospice program, formed a partnership with William  
Osler Health Centre and we moved to our current office location at 855  
Matheson Blvd East. The theme of our annual gala that year was A Nautical 
Fantasy and a new focus on federal health care reform raised the profile of  
conversations about hospice palliative care.

Theresa Greer became the Executive Director  
in 2004 and that year the organization grew its  
Hospice Day program from one to two days a week.  
2004 was also the year of the first Hike for Hospice  
fundraiser \and the launch of the Golf Classic,  
now known as Golf Fore Hospice. 

YES! I WISH TO DONATE TO YOUR 35TH. ANNIVERSARY

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.                                      

.
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

Here is my gift of   $35   $50   $100   $250   $500                                                                  
I prefer to donate $ ____________  

 Help us save money by opting in to receive your receipt by email.
Your email address:______________________________________
Your  phone number: _____________________________________

Telephone: 

Email: 

PAYMENT METHOD

 I have enclosed a cheque payable to Heart House Hospice 

 Please charge my credit card:

M   M   Y   Y

Name on card:       

Signature:      

Card Number
Expiry date

q            q           

November XX, 2018

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

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

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

“I’m incredibly proud 
of the 35 years of in-
home hospice support 
that Heart House 
Hospice has provided 
to Mississauga.” 
—Frances Henderson,    
    Donor and Volunteer

“Losing your partner 
is the hardest thing, 
but with the help I’m 
receiving from Heart 
House Hospice, I am 
learning to be at peace 
with the inevitability 
and unpredictability  
of life” 
– Bereavement  
   Individual 

“I really appreciate 
the visits from you and 
the peace of mind that 
comes with your prom-
ise to continue  
to support my mom 
after I die.”  
- Palliative Individual

1-855 Matheson Blvd. E.,  
Mississauga, ON L4W 4L6
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Sandy Hook Promise, the non-profit that aims to prevent gun 
violence in schools, has returned with another powerful  
campaign by Alex-Henry Rubin and BBDO NY. 

The heart-wrenching video features survivors of school 
shootings reciting lyrics to Katy Perry’s pop anthem Teenage 
Dream—a stark reminder of innocence lost and lives forever 
changed.

Their subdued delivery and faraway stares of the participants 
completely transform the song’s free-wheeling optimism into 
something cryptically painful.

Link to video: https://youtu.be/T254_J8Vcvw
 

 

Video of the month:  
The Sandy Hook Promise.

Credits
Agency: BBDO New Yor      Director: Henry-Alex Rubin
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Inspiration4, spaceship with  
4 civilians, returned from orbit 
Saturday, September 18, 2021 
raising over 222 million for  
St. Jude Children’s Research  
Hospital in the process.

Though the campaign goal was 
met, it will continue raising  
money through February 2022. 

Shift4 Payments CEO, Jared 
Isaacman, chartered the mission 
with a $100 million contribution 
to launch the St. Jude effort.  
Donations have been accepted 
since February, but shortly  
after the spacecraft safely landed 
in the Atlantic Ocean on  
Saturday, Elon Musk—the  
founder of SpaceX, the company 
behind the space mission— 
tweeted he would commit $50 

million to push the campaign past 
its goal.

Watch the video: Time in  
Disguise - Kings of Leon (LIVE) 
- First Musical NFT in Space |  
St. Jude & Inspiration4

Here’s the link to the video:  
https://youtu.be/Y_HGZ65LCqU

In Case You Missed It:  
A Campaign that’s  

Out of this World.



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 article 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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