“Tom Ahern ... 1s one of the

country’s most sought-after

creators of fund-raising

messages.” ~ The New York
- Times, Nov. 2016
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YOU SERVE

AT THE

PLEASURE

OF YOUR

DONORS

o e Better Fundraising co.
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“Donors are staggeringly
ignorant of the causes
they support.”

Richard Radcliffe




DONORS MAY BE IGNORANT, but what they
DO have in abundance are their own
personal values, interests, beliefs,
connections, experiences, upbringing, lost
loves, secret passions, regrets, fears,

angers, hopes, and built-in empathy...



LOCAL"

Donors want to see the life-changing difference they
make on their neighbors and in their communities.
Giving locally allows them to do that.

NN

Here’s an example of one of the pillars TrueSense Marketing developed
forits Salvation Army clients.

Source: TrueSense Fundraising Field Guide
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Inside this envelope ...
one of Greater Toledo’s darkest secrets

OUTBOUND ENVELOPE

MY OWN BACKYARD

© 2020 Joyaux/Ahern



“WAS THE ENEMY
DEFEATED AT ALL?”




If there are no problems
to solve, donors have
nothing to do.

AAAAAAAAAAAAAAAAA



THE SOLE (SOUL)
PURPOSE OF DONOR
COMMUNICATIONS




Special!

Updated! Thanked beyond
expectations!
Deeply appreciated! On a journey!

To-ma R%‘prywtrw
doner-feel:-- -
Needed! g-QQd 11

°Important!
Surprised!

Informed!

© 2020 Joyaux/Ahern 11



i
: This Coupon Entitles Bearer to

ONE FREE
n Entitles ) HUG |

Redeemable Anytime

----------------------

This Coupon Entitles Bearer to

ONE FREE
HUG

----------------------

----------------------

newsletters and your social
posts are your HUGS!

hern | wvw.AHERNCOMM.com






As marketing guru Seth
Godin once blogged, our
target markets are often
“lazy people 1n a hurry.”
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Network for Good



Start short

“Now 1f the first sentence 1s so
Important, what can you do to make It so
compelling to read, so simple, and so
Interesting that your readers — every one
of them — will read it In its entirety?

The answer: Make it short.” ey
COPYWRITING

T Dty Galdv o

Joseph Sugarman, Adweek Copywriting Handbook. = &&=



How great the ORG. is = 54,470 in gifts

b At Gillette, Medical Pioneers

Set the Standards for Spine Care

How great the DONOR is = 549,600 in gifts
Zawadi Says, “Than pl”

You Helped a Tanzani

d Tall on Her Own Two Feet

1,000% INCREASE!!! yum
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q_l\l ) Chula Vista
N . Medical Center

XXXX

Dear [Salutation),

Now | e @umbh_ 10 ask c!p in turn
. The cause for ent health care, r community, needs

®, sider becoming its champion . by making a gift to

me to Sharp Chula Vista as a patient, in need of help

that profound act of trust

Sharp Hea Foundation?

As a patient, xpenenced figamed Sharp Chula Visgys
award-winning hea I sincerely hoff ere satisfied wi
outcome

What patients perhaps don't realize s just much these good
outcomes depend on the generosity of people li d other
residents in our commumity

Philanthropy makes a huge coatnbution here at Sharp Chula

Vista
iﬂ makes a serious difference...
The truth is this. name amy top hospital in America ang
discover that behind its continued success stand thousands of

sacrificing benefactors They are our champions

Great — and ever-improving — health care is no accident. It
depends in cnitical ways on the generous hearts of donors

(Over please

Donor generosity helps Sharp Chula Vista sustan its acclaimed
f excellence * That margin makes all the differe NSures
th & d others who rely on Qh.arp Chula Vista have a sposal

Brought in 35K+ NEW Donors fon; an Instltutlon

0 please conswder Sharp Chula Vista w ec1s10ns al
charitable giving

I know there are many good chag
Please know how honored we are w
Sharp HealthCare Foundation. The ca
Vista 1s, in part, made possible becausd\g
excellence!

Bill Luttlejohn
CEO and Senior Vice President
Sharp HealthCare Foundation

PS — Heanng the words “t @ from a patient means more to a
caregiver than any prestigious Ngglafie or award he or she can receive

1 sk : ognize a doctor, nurse or other
caregivel fugh St Heallb( are Foundation's Guardian Angel

Oxram. It will be a special/ honor s
ife 1n an important way )
wa#online To do so, visit us ) W

select Sharp HealthCare Foundation

I ho |@ ead the enclosed note from Josh Denny, RN,
Guardian Ang prent
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ONLY A FEW THINGS MATTER

MENTAL NODS

Dr. Siegfried Vogele




WHAT AN “IDENTITY” LOOKS LIKE




Common emotional triggers used by
copywriting pros in fundraising

Anger Greed
Duty Guilt
Exclusivity Hope
Fear Salvation

Flattery



4 elements of a good appeal offer

ne problem is easy to understand.
ne solution Is easy to understand.
ne cost Is a good deal.

Steven Screen, Nonprofit Storytelling Conference, November 2015

© 2020 Joyaux/Ahern

I'here’s urgency to solve the problem now.
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Grade level = 12t" (8th or below is recommended)
Reading ease = 38 out of 100 (55 and above are recommended)

I hope this email finds you well and you and your families staying healthy and safe. In this uncertain time of
national health concerns, economic upturns, and a rapidly changing political landscape, it can feel like we’ve
been siloed into a system unable to change or adapt. The financial, structural, and procedural challenges faced
everyday by our schools and our communities are becoming g and more apparent by the day as the impacts of
COVID-19 become clear.

Since moving to [city] five years ago, | have heard of and p R pir|
resilience coming alive in the face of incredible challenges fof 'LINE
will rlse to the occasion at this time to get in action to ensure those most impacted™ PA

all worked so hard to make better. If our leadership network€an be oT Ser®
community’s effort to respond to the current crisis and our collective recovery, plea
[email address]

BUILT TO FAIL (hard to skim)




HAVE A BIRD WRITE THE APPEAL

Tripled response.

Creative: Agents of Good, Toronto
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