
W E’RE TAUGHT that successful
fundraising rests on mutually sat-
isfying relationships between a

nonprofit and its donors—relationships built
through dialogue. But how many of us practice
what so many experts preach? 

Some of the most brilliant fundraising in
the world these days comes from the
Australian agency Pareto Fundraising. The
package illustrated here is a superb example of

the care, sensitivity, and thorough-going com-
mitment to dialogue that characterizes
Pareto’s work—and helps explain how the
agency routinely draws double-digit responses
from its mailings.

This mailing represents an early stage in
the development of a dialogue between The
Cancer Council New South Wales (Kings Cross
NSW) and its donors. Its centerpiece is a
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AND THE WINNER IS . . .

Dialogue!
BY MAL WARWICK, EDITOR

Join Mal Warwick and
dozens of other top fundraising
and marketing speakers at the
exciting new Bridge Conference,
July 8-10, in Washington DC.
Click here for more information. 

                       

http://www.bridgeconf.org/
http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
http://www.nswcc.org.au/
http://www.nswcc.org.au/
http://www.malwarwick.com/learning-resources/e-newsletters/images-archive/the-cancer-council.html
http://www.malwarwick.com/learning-resources/e-newsletters/images-archive/the-cancer-council.html
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“2007 Supporter Survey.” Unlike most other
“surveys” employed in direct mail fundraising,
this one is genuine: Not only
are the questions obviously
sincere and serious, but all
answers are later tallied and
the information appended to
individual records on the
donorfile. Subsequent appeals
will then be personalized with
multiple-variable copy that
takes individuals’ answers to
the survey questions into
account. 

The contents of this
thoughtful, well-written pack-
age include:
nnA light grey window carri-
er printed in blue only, bearing a postal indi-
cia—and without a teaser;

nnA three-page (two-sheet) letter on A4 let-
terhead printed in black with blue and yellow

highlights on page 1;
nnA four-page (two-sheet)
A4 booklet-style survey, per-
sonalized on page 4 and print-
ed in full color on one side;
nnA postage-paid, white
reply envelope printed black
only. 

Congratulations and Successful
Direct Mail, Telephone & Online
Fundraising Award Certificates to
The Cancer Council New South
Wales, P.O. Box 572, Kings Cross
NSW 1340, Australia and to
Pareto Fundraising, 133 Dowling
Street, Woolloomooloo NSW 2011,

phone +61 2-9380-8414, fax +61 2-9380-8419, Web
www.paretofundraising.com.   

Continued from page 1
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“Not only are the
questions

obviously sincere
and serious, but all
answers are later

tallied and the
information

appended to
individual records
on the donorfile.”

http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
www.paretofundraising.com
http://ga1.org/malwarwick/join.html


order in a timely fashion 
nnIf the exchange records are out of balance.
(Say no if the exchange balance is greater than
three times the usable universe. If you haven’t
yet used the list, don’t extend the exchange past
one test usage.)
nnIf the organization has views counter to
your own group
nnIf an organization mentions your nonprofit
in any way in its mailing

55.. DDoonn’’tt bblloocckk oouutt mmaaiill ddaatteess
Some list owners block out particular mail
dates, but I don’t recommend it. You lose valu-
able exchange opportunities and rental rev-
enue. You also may alienate organizations
whose lists you’ll want to mail. 

66.. CCoonnssiiddeerr wwhheetthheerr tthhee oorrggaanniizzaattiioonn iiss ““ccoomm--
ppeettiittiivvee””
Some list owners block particular premiums if
they themselves are mailing the same sort of
premium at the same time (such as calendars
or holiday cards). 

But deciding whether a group’s mailing is
competitive can be tricky. Donors to competi-
tive organizations are probably some of your
best prospects, so I see little benefit in keeping
them from using your list.

77.. MMaakkee ddeecciissiioonnss ssppeeeeddiillyy
Behind most clearance requests are anxious
mailers who need your names. And if they can’t
get them, they’ll turn to another list owner.
Strive to answer list requests within 48 hours.

88.. KKeeeepp yyoouurr lliisstt cclleeaann!!
A responsible list owner regularly updates its
list. Larger files (100,000+) should be updated
monthly, small- to mid-size lists (5,000+) every
3-6 months. A newly updated list will boost
requests for its use—and increase revenue.

Suzie McGuire is a Consultant at
Mal Warwick  Associates Inc., 2550
Ninth Street, Suite 103, Berkeley CA
94710-2516, phone (510) 843-8888
ext. 250, fax (510) 843-0142, Web
www.malwarwick.com. e-mail suzie
@malwarwick.com.

Screening list usage requests
BY SUZIE MCGUIRE
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Where’s Mal?
June 6-8, 2007 – New Orleans LA
AFP New Orleans Conference
Pre-conference Master Class:
Problem-Solving for Advanced
Practitioners
Keynote: Rising to the Challenge
Workshop: How to Write Successful
Fundraising Letters
Workshop: Direct Mail Fundraising
101
More info

June 28, 2007 – Webinar Resource
Alliance / Forum for Fundraising
Surviving the Minefield of Direct Mail
Fundraising
More info

July 9-10, 2007 – Washington DC
AFP/DMAW “Bridge to Integrated
Fundraising” Conference
Workshop with Tony Elischer, Kay
Sprinkel Grace, and Norma
Galafassi: Windows on the World:
Inspiration and Brilliance from Across
the Globe,
Workshop: Putting the Power of
Word-of-Mouth to Work to Raise
More Money for Your Organization
Workshop: The Copy Clinic
Master Class: Problem-Solving for
Advanced Fundraising Practitioners
Site: Washington Hilton Hotel
More info

September 24-25, 2007 – 
Kansas City KS
Philanthropy Midwest Conference
Workshop: How Special Events Can
Help You Raise More Money
Workshop: Seven New Challenges in
Direct Mail Fundraising
More info

October 23-26, 2007 –
Noordwijkerhout, The Netherlands
27th International Fundraising
Congress
Master Class on essentials of direct
mail fundraising, mini-course on
socially responsible business, work-
shop on direct mail
Site: NH Leeuwenhorst Hotel
More info

O n  L i s t s

I F YOU make your donor or membership
list available for exchange or rental by
other fundraisers, here are eight do’s and

don’ts to consider when you receive requests to
use it.

11.. IInnssiisstt oonn rreevviieewwiinngg tthhee mmaaiilliinngg ppaacckkaaggee
The onus is on the mailer to give you a fair rep-
resentation of what will be mailed to your
donors. When you receive a sample it should
include the outer envelope, letter, reply device,
and any other enclosures). Get all the compo-
nents, since sometimes teasers, photos, or in-
serts are controversial and may pose problems.

22.. BBee wwaarryy ooff ffiirrsstt--ttiimmee uusseerrss
Make sure the organization is legitimate, that
it understands the “rules” of usage, and that
it’s financially sound. Request prepayment in
advance, a full sample mailing piece represen-
tative of all packages being mailed, a copy of
the organization’s 501(c)(3) letter, and a list
rental agreement that spells out the rules of
usage. Also, make sure the list is being shipped
or e-mailed to a legitimate service bureau and
not to the organization itself. 

33.. IInnvveessttiiggaattee ccoommppllaaiinnttss
If you receive a complaint from a donor on
your list who’s receiving mailings from other
organizations, determine whether she’s get-
ting mail from a specific organization or from
many. If she’s concerned about a particular
organization, alert the organization’s list bro-
ker so the donor can be put on a suppression
file for that particular organization when it
conducts a merge/purge.

If your donor has an issue with getting
direct mail in general, immediately take her
off your exchange and/or rental file. And
remember to offer an opt-out clause in all your
own mailings to donors. 

44.. BBee pprreeppaarreedd ttoo ssaayy ““nnoo””
Decline usage to another organization:
nnIf the sample includes offensive images or
language 
nnIf the organization refuses to make its own
list available on a reciprocal basis
nnIf the organization hasn’t paid for a prior

http://www.kcphilnet.org/page/74932/;jsessionid=dbpgsrje2
http://www.kcphilnet.org/page/74932/;jsessionid=dbpgsrje2
http://www.bridgeconf.org/
http://www.resource-alliance.org/section.php?sectionid=5
mailto:mal@malwarwick.com
http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
mailto:suzie@malwarwick.com
mailto:suzie@malwarwick.com
http://www.malwarwick.com


Savvy?
New research by the Pew
Internet & American Life Project
categorizes information and
communication technology
users into 10 distinct groups.
Overall, the study found that
49% of all American adults “only
occasionally use modern gad-
getry”—while “many others bris-
tle at electronic connectivity.” At
the other extreme, some 8% are
“deep users of the participatory
Web and mobile applications”
and another 23% are “heavy,
pragmatic adopters.” In the mid-
dle are 10% who rely on cell
phones for “voice, texting, or
entertainment” and another 10%
who are invested in technology,
but find that “connectivity is a
hassle for them.” To read the full
report, click here. 

M Y RULE of thumb has always been
to write a package that’s as long as
it needs to be to tell the

story and make the case. I suggest
you judge for yourself whether the
delightful little annual appeal
shown here accomplishes that. 

Any direct mail donor in the
United States who isn’t familiar
with Special Olympics (Washington
DC) simply hasn’t been paying
attention—especially one who, like me, has
previously contributed to the cause.
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E x t r a !

Admittedly, it’s been awhile since I’ve sent any
money to Special Olympics, but you can figure

that out, too, with a careful read-
ing of the text. 

The only quibble I have with
this mailing is the lack of a signa-
ture on the back panel, which fea-
tures a “handwritten” Dear Friend
note. Otherwise, this is a superb
example of an economical and
effective appeal that clearly gets

its point across. 
—M.W.

“...write a
package

that’s as long
as it needs

to be...”

Brevity!

http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
http://www.specialolympics.org/
http://www.malwarwick.com/learning-resources/e-newsletters/images-archive/special-olympics.html
http://www.pewinternet.org/


The direct mail - major gift parallel
BY MARIA JORDAN
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Conferences!
I’ve said many times before that
the International Fundraising
Congress, held annually each
October in The Netherlands by
the London-based Resource
Alliance, is the world’s best
fundraising conference. If you’re
an experienced fundraiser and
can afford to attend, I’m certain
you’ll find every penny well
spent. 

If your travels are limited to
North America, I strongly sug-
gest you consider the Bridge to
Integrated Marketing and
Fundraising Conference. This is
the second year that the Direct
Marketing Association of
Washington and the
Washington DC Chapter of the
Association of Fundraising
Professionals have teamed up
to present what’s already the
continent’s (and probably the
world’s) second biggest
fundraising conference. 

This year’s Bridge Conference
will feature many of the most
skilled and authoritative presen-
ters in Canada and the U.S.—
as well as a group of the leading
speakers from the International
Fundraising Congress, including
Tony Elischer, Bernard Ross,
Kay Sprinkel Grace, Norma
Galafassi, and (blush) yours
truly in a special track created
expressly for North Americans.
Check it out!

—M.W.

H a n d s  O n

H AVING COME from a background
of planning and implementing
annual funds and direct mail cam-

paigns, the world of major gift fundraising
seemed to me like a different world where
only fundraising gurus dare to tread. Not until
my recent work at an independent school did
I come to realize the very real parallel between
direct mail and major gift fund-
raising. Indulge me as I share
with you this “light bulb”
moment!

In direct mail, one of the key
components to success is identi-
fying our most likely prospects:
those with the greatest interest,
ability, and impetus to give. What
have their giving patterns shown
us? What has our exposure to
them been? And what do we know about
them? The difference being in direct mail we
address these components as segments, in
major gift fundraising we address these ele-
ments as they relate to specific individuals. 

Next we need to identify what their inter-
ests are. Do they give to a specific application
of our work? Do they give to our annual fund
because they love our mission or do they have
a specific area of interest? The same applies to
a major gift prospect. Identifying what you
will ask for is also important in a major gift
Ask. If you approach your prospect with an
Ask to Project A, and they really care about
Project B, you may end up with no gift or a
smaller gift than you had hoped for. For this
reason, in both cases personalization is impor-
tant, as cookie cutter Asks will greatly reduce
your success rate.

It’s also very important to determine the
best person to ask for the gift. In direct mail,
the signatory has a significant impact on our
results. Is it someone the prospect respects,
trusts, and believes? One of the benefits of the
face-to-face major gift Ask is that you can have
two “signatories” make the Ask. This helps in

two ways: First it makes the prospect feel
important as two representatives took the time
to make the visit. And second, it allows for one
solicitor to provide any technical or program
information and the other to make the ask on a
peer-to-peer level. In both cases, it’s important
that whoever makes the Ask (the signatory in
direct mail or the solicitor in major gift

fundraising) must first have made
her or his own contribution to the
cause to be most effective.

More times than not we send
direct mail to our prospects’
homes. This gives them the oppor-
tunity to spend time with our
appeal in the comfort of their own
home at a time they choose to read
and respond. Most major gift Asks
also take place in the comfort of

the prospects home. Again, the request takes
place where they feel most comfortable and
most in control and at a time which they’ve
agreed to give you for the purpose of discussing
the request.

Finally, both methods require a specific and
meticulous plan for stewardship. In neither
case can we grab the cash and run, for we’re not
in the “cash-grab” business. We’re striving to
build relationships, with individuals commit-
ted to helping others and making our world
better than when we inherited it. If we fail at
stewardship, all our efforts of research, prepa-
ration, and solicitation, were for naught. 

Although the placement on the giving pyra-
mid of direct mail and major gift Asks are very
different, the steps are quite parallel. One of
the biggest differences may just be the eupho-
ria you feel once you have secured a six-figure
gift. Best of luck!

Independent fundraising
consultant Maria Jordan, CFRE
may be contacted at 331-684
Warden Avenue, Toronto ON M1L
4W4, phone 416-302-1173, e-mail
maria_jordan@rogers.com.

“Identifying
what you will
ask for is also
important in 
a major gift

ask.”

mailto:maria_jordan@rogers.com
http://www.bridgeconf.org/
http://www.bridgeconf.org/
http://www.bridgeconf.org/
http://www.resource-alliance.org/index.php
http://www.resource-alliance.org/index.php
http://www.resource-alliance.org/subsection.php?sectionid=5&subsectionid=140
http://www.resource-alliance.org/subsection.php?sectionid=5&subsectionid=140
http://www.malwarwick.com/learning-resources/e-newsletters/archives.html


C HECK OUT the choices available on
the response device of this appeal
from the University of Michigan

College of Literature, Science, and the Arts 
(Ann Arbor MI). Can you deduce why I might
feel the College’s “Development, Marketing &
Communications Department” has gone over-
board? Good grief! If I were inclined to send
the College some money—I’m not—it could
take me all week to decide how to designate
the gift!

Unfortunately, it’s not just the overkill on
donor choice that weakens this appeal. Check
the letter copy, too. When
you read the lead phrase,
“Albert Einstein said,”
how likely is it that you’ll
read any further? Maybe
1 on a scale of 0 to 10? 

Now skim through
the copy and note how
many times the words

Overload!
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Tips & Timesavers
Are your organization’s fundrais-
ing letters flat and dull? Here’s
one way to enliven your text,
increase the organization’s credi-
bility with donors or prospects,
and ultimately boost revenue:
include juicy facts.  

What’s a “juicy fact?”
Consider these examples:

“Our work in Sierra Leone
resulted in the enrollment of
thousands more young girls in
school.” That’s a simple fact.
“Our creative new initiative to
pay parents to send their chil-
dren to school resulted in the
enrollment of 10,000 young girls
in just one province of Sierra
Leone.” That’s a juicy fact. 

“An operation by one of our
surgeon’s saved little Juan
Pablo’s life.” (Simple fact.) “Our
senior surgeon, Dr. Henriquez,
extracted the tumor from Juan
Pablo’s lung, saving his life.”
(Juicy fact.)

“Did you know that cancer is
the second leading cause of
death in the United States,
claiming more than half a million
lives each year?” (Simple facts.)
“Did you know that 1,500 people
die of cancer in the United
States every day?”
(Juicy fact.)

Try it. 
Send your own

Tip or Timesaver by
e-mail to mal@
malwarwick.com.

E x t r a !

“need” and “support” are used, or at least
implied. 

Where are the donor benefits? Are they
limited to “showing your gratitude” to the
Chemistry Department? And where on earth
did they dig up the Chemistry Department,
anyway? To the best of my recollection, I took
a chemistry course my very first semester at
Michigan, and never another one. I graduated
with a degree in history!

What gives? Not I!
—M.W.

http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
http://www.malwarwick.com/learning-resources/e-newsletters/images-archive/university-of-michigan-ls.html
http://www.lsa.umich.edu/lsa/home/
http://www.lsa.umich.edu/lsa/home/


$25, or more in its Annual Appeal. Note the
brevity of the letter—a mere 114 words
including the salutation and signature!—and
the no-nonsense pairing of fear and hope.
These elemental emotions may be all it takes
to awaken the conscience and generosity of
the Canadian public. Note, too, the “Single
Gift Donation” form that’s relegated to the
back of the letter and response device. 

—M.W.

C ONTRAST this package with the
elaborate survey package featured as
this issue’s “Winner” on page 1. Both

are appeals about cancer from their respective
countries’ leading cancer-research organiza-
tion. However, in terms of format and
approach, they could hardly be much differ-
ent.

Here, the Canadian Cancer Society (To-
ronto ON) seeks monthly donors of $5, $10,

Hope! Competition!
Ever feel like there’s more and
more competition for that direct
mail fundraising dollar? If so,
here’s a statistic that confirms
your worst fears: According to
FFuunnddrraaiissiinngg SSuucccceessss, the
Internal Revenue Service char-
ters nearly 2,500 new charities
each and every month!
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http://www.malwarwick.com/learning-resources/e-newsletters/archives.html
http://www.cancer.ca/
http://www.cancer.ca/
http://www.malwarwick.com/learning-resources/e-newsletters/images-archive/canadian-cancer-society.html


Subscribe!
It doesn’t cost a nickel to 
subscribe to MMaall WWaarrwwiicckkÕss
NNeewwsslleetttteerr:: SSuucccceessssffuull DDiirreecctt
MMaaiill,, TTeelleepphhoonnee && OOnnlliinnee
FFuunnddrraaiissiinngg. At a cost of just the
few seconds it takes to enter
your e-mail address below, you’ll
receive 12 idea-packed issues,
one every month. 

For a FREE subscription to this
newsletter, click here.

To do a friend a favor by sending
a free issue of MMaall WWaarrwwiicckkÕss
NNeewwsslleetttteerr, click here.

Affection!

F ROM THE LEAD to the close, and con-
sistently throughout, this excellent
high-dollar renewal letter from the

Global Fund for Women (San Francisco CA)
shows the genuine affection that its President,
Kavita Ramdas, holds for the donors who make
her work possible. 

The Global Fund’s unique high-dollar pro-
gram, Inspiration Partners, doesn’t require any
minimum annual gift amount. This reflects the
deeply held philosophy of the organization
that hierarchies, especially those based on abil-
ity to give, run counter to its values. What’s
more, they fail to recognize the heroic efforts
of its partners in 160 countries around the
world to contribute resources to the best
of their own ability. 

[Please note the gift amount cited on
the response device in this sample doesn’t
match that in the body of the letter. This
reflects a mismatch between the two ele-
ments in the sample package only and
not in letters actually mailed to donors.]

Take a look at the brochure enclosed
with this letter. If you’re a regular reader
of this newsletter, you’re well aware that

I’m no fan of brochures in direct mail fundrais-
ing. More often than not, they depress rather
than boost response. This elegant little
brochure is an example of the exception to the
rule: It’s totally focused on the Ask in the let-
ter. There’s ample information about the bene-
ficiaries of Global Fund’s work—but it’s all pre-
sented in the context of the benefits that come
to Inspiration Partners because of their gener-
ous contributions. 

Normally, I refrain from featuring packages
created by my own agency in this newsletter.
This one is an exception. I couldn’t resist!

—M.W.
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