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tomahern
Sticky Note
"True believer"? This phrasing directly pulls emotional triggers like "salvation" and "belief."

It raises the stakes by forcing the recipient to answer a mental question immediately with a yes or no.

If the answer's yes, many people will feel they MUST open the envelope.

And for those who still don't get it, there's the clear call to action in emergency red: OPEN THIS!

tomahern
Sticky Note
The eye-abducting graphic design of this package is by Christina Sciullo. She's a professional who works in advertising and volunteers as the Steel Yard's designer. She is a major asset. Her posters for Steel Yard events are collectors' items.

tomahern
Sticky Note
This is a very elegant envelope with a minimum of information and all its focus on a screaming offer (as it should be).

People usually look at both sides of the envelope. The designer, Christina Sciullo, used the back flap to feature discreetly just one piece of information: the all-important web address, where a donor can make an online gift.

tomahern
Sticky Note
This direct mail appeal was a distinct success for a small arts organization with a limited list of friends. Within a month of its mailing in December 2009, donors had "purchased" $35,000 worth of days, to keep the Steel Yard open for business. Gifts have closed the deficit gap (so far) for 267 workdays. The goal for this appeal is $45,000. Checks continue to arrive.



tomahern
Sticky Note
Notice the brevity of the opening paragraph.

The first sentence of a direct mail letter is where you hook the reader. You will hook very few readers with dense paragraphs. Start short: here, 9 words ending in an ellipsis.

Also, notice how personal the statement is. The more personal your letter is, the more people will read it.

tomahern
Sticky Note
Notice how quickly the letter gets to the point.

Good direct mail explains itself right away. It's only polite to explain why you're intruding into someone's home.

tomahern
Sticky Note
Here's the rationale. It simply explains the true situation that the Steel Yard finds itself in.

Every letter needs emotion, rationale, and "mechanics" -- an easy way to make the gift.

tomahern
Sticky Note
In journalism, this is called a "nut graf." It's a BRIEF summary of the who, what, why, where, when. Here, it's a brief reminder of the Steel Yard's scope, its keynote programs.

Notice that it serves two purposes: (1) to remind the reader about the programs they admire and participate in; and (2) to lead the prospect's mind back to the offer: $131 in philanthropy buys a day at the Steel Yard.

tomahern
Sticky Note
Notice how neatly the designer dealt with the board of directors list. By making it vertical, she gets it out of the way. If the reader wants to read it, he'll have to turn the page (which makes the list into an involvement device, a good thing in direct mail; the longer they hold the page, the more likely they are to respond).

Steel Yard's novel solution turned a liability into an asset. The convention of running a list of the board of directors on direct mail stationery is generally speaking a BAD idea, because it drags the eye away from the letter. The letter is the hero. It needs a lot of white space. It needs the reader to focus.

Whether or not to include the board of directors in direct mail would make a decent topic for a longer discussion, but not here. Leave it at this: if you do NOT include a list of the board of directors on your direct mail appeals, in 999 cases out of 1,000, you'll be improving your likelihood of raising money. Believe it or not.

tomahern
Sticky Note
Notice the use of themes (threads) that tie the parts of the letter together.

Here, the theme of the Steel Yard's future is raised for the second time. It appears again near the bottom of this first page. Another theme: Steel Yard true believer.

tomahern
Sticky Note
Not "sure we can raise right now...." Why is the Steel Yard saying this?

For a very good and proven reason. This is an example of an emotional trigger that psychologist, Robert Cialdini, calls "scarcity."

It goes something like this. When you tell people that a thing they value might cease to exist without intervention, their tendency (and it's a strong tendency) is to try and preserve that thing. Call it your Inner Rescuer. It's also a form of greed. (I'll take informed self-interest any day.)

One of the things the Steel Yard needs to do, to ensure its long-term survival, is build a bigger base of repeat donors. They're starting here, but talking about the gap that only philanthropy will fill.

It's important that your prospects know your organization is donor-dependent, as this letter stresses explicitly a couple of paragraphs later.

tomahern
Sticky Note
This is a membership drive that doesn't use the word member. It substitutes, instead, the empowering, angelic label "true believer."

We all want to belong. The True Believer designation offers us membership in a pretty cool tribe. 

tomahern
Sticky Note
Enlist your donors in a fight, a struggle to achieve a worthy goal -- and you're likely to have more donors.

Philanthropy is not about making gifts. It's about winning fights. Every appeal letter is really a micro-campaign.

tomahern
Sticky Note
This is a letter that passes the "you test" with flying colors. The word "you" is everywhere -- as it should be. You is glue.



tomahern
Sticky Note
Notice that the letter gives full credit to the donor for any accomplishments. This is how you properly write "donor-centric" materials. You don't say "We've changed...." You say, "You [the donor], by your gifts, have changed...."

tomahern
Sticky Note
Because underlines, and other forms of emphases like boldface and italic, tend to draw the eye, many people will read them first, before the rest of the letter.

Use this to your own advantage. Make and reinforce your offer in these emphasized bits of text.

And don't emphasize TOO much. If you emphasize a lot, the trick doesn't work. Here, the writer has underlined four key statements. That's probably about the limit for emphases on one page.

tomahern
Sticky Note
This is where the Steel Yard shows it real personality as a creative, fun place to hang: Drake has replaced her official title, executive director, with a title that makes her part of the tribe, one with the donors -- Executive True Believer.



•  I want to buy ____ days of the Steel Yard’s future at $131  TOTAL ______

•  I want to support a week for $ 917______

•  I'm so excited I'd like to support one day a month all year at 1572 ______

•  I'm such a true believer that I want a whole month at $3,930 ** ______
   (** Prefer to pay monthly? See below) 

•  Date/s I’d like to put my name on: __ / __ /, 2010 (additional dates here: ______ )

•  I'd like to honor _________ (please contact me to send my honoree a note)

•  YES! I'm a Steel Yard true believer but I can’t buy a full day. Please accept my donation of _____ instead

•  YES I'm a Steel Yard true believer  and I would like to make monthly payments of _________ 

YOUR INFO
• Check-payable to the Steel Yard

• Credit card (MC VISA AMEX DISCOVER) 

• Name as it appears on card 

• Number

• Security code

• Visit www.thesteelyard.org to donate online.

May we publish your name in our donor list?      YES       NO

The Steel Yard is a program of the Woonasquatucket Valley Community Build,

a 501c3 nonprofit organization. Your donation is tax deductible to the extent of the law.

 

name: 

                                                                                                

city: 

address: 

phone:

phone:

 state:           zip 

Exp date

WAYS TO PAY

27 Sims  Avenue Providence, RI 02909  www.thesteelyard.org  T 401-273-7101  F 401-2739-7105

YES! I‘m a steel Yard true believer!

(please charge to my credit card)



Dear Jane Person,  
 
I am writing to you as a Steel Yard true believer to ask you to buy a day of the 
Steel Yard’s future.  It only costs $131.  
 
Here’s the future you’ll be investing in:  
 

a generation of young people whose artistic interests are encouraged and 
honored.  

 
 neighborhoods made beautiful through public art.  
 
 small, non-traditional creative businesses that grow and succeed.  
 
 an economy made invincible by a steady level of investment in local 
 creative vision. 
 
In short: a community conceived, designed and built by those who use it.  
 
A tall order? Perhaps. But it’s being nurtured and grown at the Steel Yard every 
single day. Well within reach? Yes, but only if you’ll help by buying a day of the 
Steel Yard’s future.  
 
I know you understand how important this tall order is. I know because you 
continue to volunteer, attend events, take classes, and choose us for your 
philanthropy. You do this at a time when everyone needs more and we all have 
less. You do this because you are a Steel Yard true believer.  

You’ve already helped reinvigorate the industrial arts in Rhode Island by 
introducing thousands of individuals to the power of making things out of steel 
and clay, glass and iron. You’ve nurtured artists as individual business owners 
by commissioning your projects locally. You’ve changed out streetscapes by 
choosing our street furniture over a catalog’s. You’ve changed futures by 
supporting our youth programs. 
 
KEEP? LOSE? : Inspired by the power of your conviction, others have chosen to 
provide their own financial support for the Steel Yard’s capital projects. Because 
of you, our site is at the mid-point of a 1.2 million dollar, EPA-and privately-
funded environmental cleanup. The combined power of these investments in our 
future recently motivated a family foundation to make a gift that has reduced our 
mortgage debt by one-half.   
 
Most importantly, because of you, the Steel Yard is an organization that cannot 
afford to fail.  
 

tomahern
Sticky Note
This is the FIRST draft of the letter. The idea is here, but the letter is still a little slow. Direct mail has to be fast, fast, fast. You only have a few seconds of the reader's patience and attention.

Compare this first draft to the letter that was actually sent, and you'll discover little tweaks here and there that improved the reader's ability to skim and understand.



So I’m asking for your help. I’m asking you to buy a day of our future for $131.  
 
We’ve already done as much as we can to offset the shortfall. Our staff has 
voluntarily worked without pay for two days each month since July and all of us 
will be furloughed for the entire month of January-the month least likely to 
impact our services and programs. With an otherwise lean budget, there is 
nothing left to cut. But there are still plenty of leaps of faith to be taken.  

 
Tall orders require leaps of faith. Tall orders require boldness and commitment. 
They require sacrifice. Tall orders demand that you see there is something 
bigger than yourself.  
 
Tall orders demand true believers. True believers like you. 
 
Please help us raise $48,000 to close the remaining gap in our 2010 budget. 
Please join us in a bold, committed leap of faith.  

In only costs $131 a day. What day will your day be? 

Buy as many days as you’d like. Buy a day in honor of someone you love. Buy a 
Steel Yard day instead of a holiday gift.  

Or get together with your friends and buy a week (you’ll all get lovely notes!).  

Looking forward to seeing you here in 2010 (because I know I will!). 

 

Drake Patten 

Executive Director 

 

ENVELOPE TAGLINE:  

Steel Yard true believer? Open me.  

 

 
REMITTANCE CONTENT: 
YES! I ‘m a steel Yard true believer ! 
I want to buy __days of the Steel Yard’s future at $131  ______ 
Date/s I’d like to own: ________, 2010 
 



YES! I’,\m a steel Yard true beleiver but I can’t buy a day. Pleae accept my 
donation of _____ instaed 
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