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CONTINUES ...

These are the words that my father once said  
to me when I worked with him. 

My father, Kidar Sharma*, was a famous 
director/writer in Bollywood and I was lucky 
enough to work with him for a few years as an 
assistant director, assistant cameraman and even  
as an actor. 

His words, “make it visual” have stuck with me  
and they have become my guiding principle when  
I worked in the advertising world and even now as  
a creative source for charities. 

Advertising agencies team up an art director and  
a writer to help make the words of the writer come  
alive or stand out.

* For those who are curious about him, here’s a link to what is written about him:  
https://bollywoodirect.medium.com/tribute-to-kidar-sharma-a-multifaceted-genius-of-indian-cinema-on-his- 

20th-death-anniversary-4f079ce63dc6,
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As an art director in the  
advertising business, the  
words, “make it visual” 
helped me win over 80  
national and international 
awards, and winning awards  
is a necessary factor if you 
want to move up the ladder 
in the advertising world.

Why is it  
that the words  
 

“make it visual” are so 
 important?

It’s because studies 
show that people 
remember: 10% of what 
they hear, 20% of what 
they read, but 80% of  
what they see. 

This is because the 
 
 

 human brain processes 
visual cues faster than the  
written word.

So, the real power lies  
in visual content.

Case in point, my latest 
piece, for the Institute 
for Advancement in 
Mental Health (IAM).
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Visual content can 
include graphics, videos, 
images, illustrations, 
photographs, and even copy. 
It should be the backbone 
of your appeal regardless of 
the platforms: direct mail, 
emails, or social media.

People are more likely 
to engage with, process, 
and remember content 
with some visual element. 
Remember you only have 
5 to 10 seconds to catch 
your reader’s attention.

 

Another great example is 
this direct mail piece for 
Sea Turtle Rescue Fund.



Or use a few icons to help  
indicate where you  
wish to donate your  
money as shown 
alongside.

Or icons to 
demonstrate how your 
funds were used.
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Here is a  
powerful but  
simple visual  
for femicide  
in India.

Headline:  
IN INDIA  
THOUSANDS  
OF GIRLS  
GET KILLED  
JUST  
BECAUSE  
THEY ARE  
GIRLS.
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Or this poster for Gynaecological Health. HEADLINE: SPEAK OPENLY 



And this poster for the school of  
visual arts.

HEADLINE: WE ARE ALL AFRICAN

CONTINUES ...
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Consider this Ad for Melanoma for the 
American Academy of Dermatology, 
with the headline: 80 PERCENT OF 
SUN DAMAGE OCCURS BEFORE 
AGE 18.

Copy: You look good today, but  
underneath it’s not pretty. Use  
sunscreen, protective clothing  
and common sense.

PAGE 8

DIRECT FORUM SEPTEMBER 2021

CONTINUES ...



This ambient piece for Red Cross.

Typography with two messages. 
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This ad that illustrates a great slogan.

Yes, it’s true a picture is worth 
a thousand words, but you can 
“make it visual” even in copy. 

Although I was hired as an art  
director at Ogilvy & Mather Advertising 
in Toronto, I found myself writing copy 
for many a client. 

Here’s a headline that I wrote for 
Sears weather-beater outdoor deck paint: 
‘Make that one coat a raincoat’, it did 
so well that we had to pull the ad after 
two months because the entire  
inventory was sold out from coast-to-
coast

Copy comes alive when you use a 
metaphor. 

Metaphor is a Greek word meaning to 
“carry across” or “transfer”. A Metaphor 
is a figure of speech that combines two 
different thoughts transferring the  
qualities of one onto the other even 
though the two may be quite unrelated.

Shakespeare’s very famous metaphor, 
“All the world’s a stage, and all the men 
and women merely players.” is a good 
example.

Once when David Ogilvy was making
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a pitch to a client he said. “Ladies and gentlemen, 
unless your advertising is built on a big idea, it 
will pass like a ship in the night.”

Instantly, the client thought, “A ship in the 
night?  No, we can’t have that!” and David won 
the pitch.

However, the master of them all when it comes 
to metaphors was Muhammad Ali. He was as 
quick with his verbal jabs as he was with his fists. 

Here are some of his gems:
“Float like a butterfly, sting like a bee.” 

“I’m so mean I make medicine sick.” 

“I’m so fast that last night I turned off the 
light switch in my hotel room and was in bed  
before the room was dark.”

As the writer Samuel Delaney once wrote:  
“Talented writers make things happen in the 
reader’s mind.”

That’s what “make it visual” is all about and 
that’s how when you “make it visual”, it adds that 
certain stickiness to your communication and that’s 
when you have a better chance that it will be  
remembered.
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Here’s how to nudge your donors  
gently to motivate them to make a gift 
before you mail your year-end direct 
mail piece.

It’s called a “warm-up” prelude piece 
prior to your end-of-year direct mail  
appeal, and it’s as a cool method of 
“priming” your donors while at the same 
time it’s a great way to make them feel 
important, appreciated and happy. 

And who doesn’t want to feel  
important, appreciated, and happy with 
the charity they support?

 
Here are a few tactics:
1. A week after your  

November/December mail drop, 
set aside 20-30 minutes for board 
members to make calls to current 
donors they may know.  

Alternatively, you could send each 
board member a list of names  
and numbers to call at their  
convenience. 

2. Email or mail your Annual Report 
to high-end donors who made a 
donation in advance of your direct 
mail drop, with a little thank you 
note. Highlight their name and add 
a sticky note on the page where 
their name appears. This will com-
municate to them not only that their 
gift mattered in the past, but will 
also nudge them to make a dona-
tion to your year-end appeal again. 

3. Finally, send them a token of  
appreciation. It’s called ‘surprise 
and delight’ and I used it  
successfully to raise thousands for
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How	to	warm	up		
your	donors	to	ensure		

a	better	return	on	
investment	(ROI)		
on	your	year-end		

direct	mail	ask.



CIBC when I worked for them. 

When I used this tactic for a charity 
I found it to be equally successful. Case 
in point: for the charity Integra, I sent a 
personalized bookmark to each high–end 
donor.  These personalized bookmarks 
helped collect $10,600 and got a 45% 
response. 

Would donors discard a bookmark 
with their own name on it?  Not in a 
million years

 

Did you know that I could 
help you write or design 
your next direct mail  
package? 

Just like I have helped all 
these charities, listed below,  
that I have had the honour 
to work for over the years.
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• Amnesty International
• Arthritis Society -  

Ontario Division
• Barnaby Hospital  

Foundation
• Breakfast for Learning
• CANFAR
• Canadian Olympic  

Foundation
• Canadian Bible Society
• Canadian Liver  

Foundation
• Canadian Paraplegic 

Association
• CMHA, York and South 

Simcoe
• Cancer Research Society
• CARE Canada
• Canadian Women’s  

Federation 
• Cancer Research Society 
• Christian Children’s  

Fund of Canada
• Covenant House  

Toronto
• Crossroads International
• Diabetes Canada
• Easter Seals Ontario
• Easter Seals Canada
• Heart & Stroke
• Heart House Hospice
• Good Neighbours Club 

(HAVEN)
• Institute for  

Advancement in Mental 
Health (IAM)

• Interval House
• Integra Children’s  

Mental Health

• IWK Foundation
• Juvenile Diabetes 

Research Foundation 
Canada 

• Leukemia & Lymphoma 
Society of Canada

• Osteoporosis Canada
• The Massey Centre  

for Women
• Make a Wish Canada
• National Arts Center 

Foundation
• Plan International  

Canada
• Pollution Probe  

Foundation
• Prostate Cancer Canada
• Right to Play
• Royal Conservatory  

of Music
• Save the Children  

Canada
• Second Harvest
• Special Olympics  

Ontario 
• Shades of Hope
• Toronto International 

Film Festival
• Tourism Toronto
• Toronto Humane Society
• University of St.  

Michael’s College
• United Way Montreal
• UNICEF Canada
• UNHCR: United Nations 

High Commissioner  
for Refugees

• War Child, Canada



I won’t show an image of the 
video because I don’t want to 
spoil the surprise. Just watch.

Here’s the link to the video: 
https://youtu.be/d-XHPHRlWZk
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Video	of	the	month:		
How	to	look	your	best	the	

morning	after.

Credits
This YouTube video was created by Makeup Artist, Lauren Luke 
as a anti-domestic powerful PSA for the Charity Refuge



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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