
1.	I	admit	I	am	a		
one-man	band.			

2.	 If	a	picture	is	worth	a		 	 	 	
	 thousand	words,	then	why		
	 don’t	more	charities	use		
	 them	in	their	appeals?

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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I	admit	I	am	a	one-man	band.

		
		

A few weeks ago I had lunch with Michael Gregory.  
Michael is an advertising consultant and his firm is  
called Gregory Communications. He is also a  
subscriber tothis newsletter.

We soon discovered that we have a lot in common,  
having worked at many of the same advertising  
agencies like Foster Advertising and Brann  
Worldwide. We also realized that we both know  
many of the same people in this business.

Michael was very kind in telling me that he really  
enjoyed reading my newsletters. He said, “I like your 
writing style, it is easy to read and you reintroduce  
many direct marketing principles that we sometimes  
have forgotten or ignore.” 

And then came the big surprise when he asked  
me: “But who does your design work?”

I thought that the very name under which I publish  
my newsletters —Designers Inc.—was a clear enough  
clue. 
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I guess I was wrong. Yes, I did design  
the Designers Inc. logo and am proud of it.  
But there are other things that I am equally  
proud of as a person who works alone doing  
both: writing and designing for my clients  
and myself.

I fell in love with the advertising and  
design world after completing my Bachelor 
of Science degree so I joined J. J. School 
of Art in Bombay. Next, I went to Germany 
for further education at the Hochschule für 
Gestaltung (Advanced School for Design)  
patterned on Bauhaus Attitudes.

What I learned there was far more than 
design or advertising. It was a combination  
of being a craftsman and artist; it combined 
art, industrial design, film, printing and  
advertising design. 

One day you worked on 
the Corporate identity 
Design for Lufthansa…
deciding how big or 
where to place the logo 
on a cutlery holder or 
cup of coffee; to actually 
designing and building  
the products. 

The next day  
you were asked  
to work on all  
the material for a  
German Pavilion 
for a world’s  
fair, from posters 
to videos to even  
display stands. 

The basic ideology of the school was that  
the entire human environment should be 
the area of design activity.

When I came to Canada I  
worked in the book department at  
Reader’s Digest. My job was to  
design two volumes of books titled: 
The Canadians at War 1939/45.

 

 
A third shorter manual  
called: The Tools of War  
1939/45 included all the  
armorment and maps in  
the Second World War. 

How you crop each  
picture and how you frame  
each image or juxtapose them in relationship  
with each other is the true art of design.
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Here is a spread from the book. 
 
 

What I am proudest of is not that the 
books won an Award for Design or an 
Award for Printing, but because the books 
had to be printed on a 2-colour press, I used 
two black inks to enhance all the images.  

I was handed a cupboard full of 
photographs, some 7,000 or more, many  
from archives from around the world but 
most came from Canadians. Many had 
faded over time or they sent us 16 mm film 
strips too small to see minute details until 
you blew them up and they told a story.

While I was still in College in India, I also 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
worked for 7 years with my Dad in the film  
industry. Yes, Bollywood and I both learned  
from him to artfully frame and compose a shot.
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My Dad, Kidar Sharma, visited 
Hollywood as part of an Indian film 
delegation and of all the famous actors  
and directors he met he spent the most  
time—two weeks—with Walt Disney. 
My Dad wanted to know more  
about how he composed  
each frame. 

Disney said when  
they parted, “You know  
Kidar, I don’t believe in  
reincarnation, but some  
how I feel we were once 
brothers.” Disney then  
gave him a signed cell  
of Bambi that now  
proudly hangs on  
my wall. 
 

So I guess there is confusion as to what 
I really do. 

To get a sense of what I have learned and  
what I practice as a writer and designer, art  
director, visualizer, teacher or conceptual  
artist, here is a video that I use to teach  
                       my students.

It’s called Composition 
in Storytelling by Lewis 
Bond and is worth watching 
so blow it up as full screen 
on your computer.

Here is the link:  
https://youtu.be/CvLQJReDhic

The truth is, I am 
just another storyteller.
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The basics of direct marketing  
fundraising letter writing.

1. MAKE IT A PACKAGE DEAL
 Don’t just start writing a letter; think about the whole package   
 including the outer envelope, the contents of the letter, the Post   
 Script and the donation forms.

2. EVERY LETTER THAT IS NOT PERSONALIZED IS  
 COMPROMISED
 Your database contains a list of your donors by name, address,   
 and postal code. Address your donors by their names. If you   
 are writing to an acquired list of donors you should have their   
 names too.

3. GRAB THEIR ATTENTION
 Your first line is crucial. If you don’t capture their attention at   
 the very beginning they will not bother to read your letter.
 Some hints:
 •  Issue a command: Here is a most unusual Greeting Card. But   
     please don’t keep it!
 • Make it newsworthy: Every day 750 people die of HIV/AIDS in  
  Kenya.
 • Ask an intriguing question: What’s the biggest thing you can fit  
  into an envelope?
 • Start telling a story: Johnny is going to see his dad today. And  
  he is terrified.

4. MAKE IT CONVERSATIONAL
 Writing a letter is like starting a conversation; you’re breaking  
 the silence. It should be full of “you” and “our” and “we” and   
 “your” but mostly “you”—because you are talking to your donors  
 and want them to recognize your belief that they are important.
 Some hints:
 •  Keep sentences short as if you are chatting—long run-on   
  sentences are daunting to read; 
 • And do remember to include that word “you” (The word YOU  
  is GLUE)
 
5. YOUR STORY
 One of the most powerful ways to get your reader’s attention is   
 storytelling, so focus on one individual (child/person/animal).   
 Create a personal story, especially one that strikes an emotional   
 chord. This very often elicits a better response from potential   
 or existing donors.

It’s Not Just What You Say.

It’s How You Say it.

Story telling is the most 
powerful form of
communication.

4
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I have always believed that impactful 
ideas can change the way people 
interact and engage with the public 
service sector. Images we use have 
the power to inspire people to donate 
and participate toward improving the 
quality of life in people’s lives.

Distilling complex story ideas  
into simple, striking images is  
infinitely more difficult than it  
appears to be. But think about  
what really sticks in people’s  
minds  

Surprisingly, many of the  
pieces we remember have a  
strong visual appeal and 
leave a lasting impact. 

For example: the thousands 
of ads for Absolute Vodka.

 

If	a	picture		
is	worth	a	thousand	words,	

then	why	don’t	more	charities	
use	them	in	their	appeals?
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 So why aren’t more images, if they 
are truly worth a thousand words, in our 
charitable appeals?  

Simple striking images can convey a 
meaning or the essence of the piece of 
communication more effectively than 
words can.  Remember,  this kind of 
execution and thinking can only come  
from a visual person like an art director.  
Like the examples below.

I am a strong believer that what  
we need more of are images that tell  
a story. We get distracted by things  
like whether to present happy or sad  
images in our appeals. 

Here is my contribution to this 
effort. For Integra Foundation, I used 
an image of just the shadow of a child 
on a swing alone in a deserted park to 
evoke the isolation felt by children who 
are teased and bullied, children with 
mental health issues such as ADHD. 

Imagine always being lonely - never being
asked over to a friend’s place or invited to a party.
Worse still what if you wanted to have a party
yourself, but no one was willing to come. 

For some kids with learning disabilities, life is
very lonely. They are shunned, teased and bullied
by their peers because they are different.

But there is help. Integra has been improving
the lives of children and youth with learning 
disabilities since 1967.

Today’s overwhelming demand for services
means we need your support. Please fill in the
form alongside, call 416-487-HELP (4357) or 
log on to www.integra.on.ca and contribute now. 

When you donate to Integra you help 
children with learning disabilities 
realize that they are not alone.

I would like to donate the following amount to Integra: 

! $100  ! $75  ! $50  ! Other $___________________

Name

Address

City Province Postal Code

Income tax receipts will be issued for all donations of $10 or more.
Charitable Registration No. 10750 9390 RR0001

Mail back to: Integra , 25 Imperial Street Toronto, Ontario, M5P 1B9

Improving the Lives of Children & Youth with Learning Disabilities

WHWHEEN JON JOHHN N 
HHAAD ID IMMAAGGIINNAARRYY FFRRIIEENNDDS S AATT AAGGE FE FOOUUR R 
HHIIS PS PAARREENNTTS S TTHHOOUUGGHHTT IITT WWAAS CS CUUTTE.E.

NNOOWW AATT AAGGE E TTWWEELLVVE,E,
TTHHAATT’’S S AALLLL HHE HE HAAS.S.
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The PSA for Integra had the same 
theme and image, except that the 
rhythmic sound of a creaking swing 
going back and forth heightened the 
effect. When the camera pulled back 
it revealed a barren playground.

While for The Hincks Centre I used an 
image of a child in the doorway witnessing 
a family dispute. Small details like the 
side lighting on her face and her feet 
touching are clues of her being confused.

I have even used images that tell a  
story in my direct mail appeals, like the  
one alongside which  
captures all the joy  
and exuberance of an  
unexpected win by  
a Special Olympics  
athlete.

Or below the image  
  of a faded rose to  
                    tell the  
                    story of   
                  enduring  
              love for a  
              Heart House 
                  Hospice 
                 appeal.

      Finally, I have one more  
        question for all charities  
        to seriously think about. 

        Shouldn’t you get an  
     art director or designer  
    involved with your next    
   fundraising appeal? 

   It just may make a 
   huge difference.

.



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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