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*******************************************************************************************
Direct Forum is a free e-mail 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!  

This month's topics:

1. Here’s more proof that Direct Marketing works — especially for charities.

2. How to design a successful DM package

3. Creating and testing a great DM piece — two valid reasons why you 

   should hire a professional

4. When are customers or donors most receptive?

**************************************************************

Here’s more proof that Direct 

Marketing works — especially for

charities

Last month I spoke about a study conducted jointly by 
research firm Millward Brown, Bangor University and
the United Kingdom’s Royal Mail that proved that direct
mail creates a significantly longer-lasting impression 
on certain areas of the brain compared with digital 
marketing and could therefore have a bigger impact 
on the recipient.

Now another study conducted by Blackbaud Inc.

reports that the majority of nonprofit donors prefer to give

by mail. The only other significant donations received by
most charities are donations acquired through online 
solicitation. 

However, a large percentage of these donors, first 

acquired by online giving, do switch to direct mail giving

in subsequent years. And when you convince them to do
this, you significantly boost the long-term value of these

new donors.

The Internet continues to become increasingly important
acquisition channel, but it has still not proven to be as 

effective for retention as direct mail, so use them both.

**************************************************************

The above two-page mailing for 

Special Olympics Ontario called 
‘OPERATION SPONSOR AN 

ATHLETE’ generated over $78,000

while a seriers of four online appeals
only generated about $5,000, but

they did succeed in attracting new
donors.

� I have enclosed a donation of $ ___________
� Here is my email address, send me a list of atheletes: 
____________________________________________
� Please select an ahlete for me

November, 2010

Dear Mrs. Sample,
This is the first time I’ve ever sent out such an appeal, so I hope that you will take a moment

to read on.

But first I want to thank you on behalf of all Special Olympics athletes for supporting them
all these years and for helping them create healthy, vibrant and fulfilling lives. 

Now more than 350 athletes, plus their coaches, managers and volunteers, are hoping to go
even further with your help. They will be competing in the upcoming 2011 Winter Games in
Thunder Bay ( January 20th – 23rd, 2011). All of them are committed to doing their best and have
been training hard to ensure they cross the finish line. 

The problem is getting them to the starting line —  transporting them is the “single”
biggest expense due to the remoteness of the city. 

That is why we have launched OPERATION SPONSOR AN ATHLETE. You can 
sponsor any athlete by donating any amount you can. Even your Air Miles Reward Miles would be
most welcome. Please send us your email address so that we can send you short biographies of the
athletes competing. If you don’t have an email address we can select an athlete for you.

Your participation along with your fellow supporters will ensure that no one is disappointed.
Without the help of caring people like you, we have no one else to turn to. 

Sincerely,

Glenn MacDonell
President & C.E.O

P.S.  This is an ‘urgent’ appeal because funding for transportation is crucial. Remember, the
benefits to the athletes are enormous. Also the community of Thunder Bay will benefit as they
partner with Special Olympics Ontario.

Mrs. Jane Sample
1234 Main Street Apt 431
Toronto, Ontario  M1M 1M1

OPERATION
SPONSOR AN ATHLETE

Yes, I would like to SPONSOR AN ATHLETE to the 2011 Winter Games �����
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Mrs. Jane Sample
1234 Main Street Apt 431
Toronto, Ontario
M1M 1M1 
��
���� ����	
�������

���������

	
����
��������
���
����������������


� ��4,2)"�)'(#�1,�3,)2+1##/���)#�0#�!�))����
�������
	

�)#�0#�/#12/+�1&'0�$,/*�4'1&�6,2/�",+�1',+�'+�1&#�-,01�%#�-�'"�#+3#),-#�
�$$'!'�)�/#!#'-10�4'))� #�'002#"�$,/�%'$10�,3#/�����
�,+$'"#+1'�)'16�,$�6,2/�%'$1���#��--/#!'�1#�1&#�02--,/1�,$�#�!&��+"�#3#/6,+#�,$�,2/�",+,/0���&�+(0�1,�6,2��4#�!�+�!,+1'+2#�1,�-/,3'"#��� #11#/�.2�)'16�,$�)'$#�$,/�-#,-)#�4'1&�'+1#))#!12�)�
"'0� ')'1'#0���/,*�1'*#�1,�1'*#���-#!'�)��)6*-'!0��+1�/',�#5!&�+%#0�'10�",+,/�)'01�4'1&�,1&#/�/#-21� )#�+,+�-/,$'1�,/%�+'7�1',+0�'+�,/"#/�1,�/#!/2'1�*,/#�-#,-)#�1,�,2/�$�*')6�,$�02--,/1#/0��
�$�6,2�",�+,1�4'0&�6,2/�+�*#�1,� #�#5!&�+%#"��-)#�0#�)#1�20�(+,4������6+$,/"��/'3#���2'1#�
�����,/,+1,���+1�/',���
��
�	���#)�����
�������
	
���51�		�����,))��/##��������


�����
�&�/'1� )#�1�5��,������
���
��������



How to design a successful DM

package 

Last month I wrote about how to write a successful

letter. This time let me show you a few design 

techniques to help you improve response.

1.   INVOLVE THE READER — Physically

One way to capture your reader's attention is by adding

an extra object in the package to make a point.

It you pique your audience’s interest enough, they will

be motivated to look deeper, become engaged and 

will be more likely to respond.

Below is a simple example of an acetate sheet added 

to a Mercedes-Benz mailing done in Germany. It

demonstrates the promptness and simplicity with

which your windshield glass would be immediately 

replaced if it chips.

FAST AND EASY. The mailing above showed a picture of the front windshield with a crack

through the envelope window. The only piece inside was an insert — a piece of acetate which,
when pulled out, clearly demonstrated the simplicity with which Mercedes-Benz would promptly

replace your windshield for free if it got chipped.



2.   USE AN IMAGE TO MAKE A STRONG IMPACT

It’s true, ‘a picture is worth a thousand words.’ 

Here are the front and back of an insert. that proves

my point.

3.   GET THEM FROM THE START

Sometimes the most dramatic way to relay a message

is right up front on the envelope. 

Here a great example of one such mailing. 

The charity CrisisLine used the string and button on the

envelope to demonstrate how donors could save lives.

By simply untying the string and freeing the noose from 

Front of insert Back of insert



possible suicide victims, it showed donors how easy and

vital it was for them to get involved. 

4.   USE AN INSERT AS A PROP TO TELL A STORY 

Here’s a piece I produced for FoodShare using a

packet of Sugar as a prop to talk about Diabetes that

is affecting so many of our children today. 

My friend Michael Johnson of HJC new media refers to

this as a ‘McGuffen’ — the object that drives the story.

I have done this with great success for UNHCR, 

Integra and Interval House to name just a few.



5.   USE THE MATERIAL ITSELF TO MAKE YOUR 

     POINT

Here’s a great mailing where the piece of wood itself was

shipped to talk about SKILSAW’s capability and the offer

available to the customer.

******************************************************************

Creating and testing a great DM

piece — two valid reasons why you

should hire a professional 

I know this may sound self-serving, but be honest. Few

business owners or charities have the skill to create a 
direct mail piece like the ones I have shown here and in
my other newsletters. Sure, in-house staff can come up

with something at a lower cost, but it will most likely be

matched by a lower response. Those who do farm out the
project, often end up hiring the person who quotes the 
lowest price which again may elicit the lowest return. 

Before you think you are saving money, remember that old

adage - “you get what you pay for”. 

Not testing — dumb or dumber. Then there is the 

great advantage of testing. It’s referred to as “scientific
marketing” and that is not hyperbole. Testing and retesting

are our stock-in-trade and the basis for Predictive or 

Deductive Modeling.
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DIRECT&PERSONAL
by Billy Sharma

Sharon Oatway
She is as unique as the many hats she has worn in her very successful and colourful career.

here is nothing conventional 
about Sharon Oatway. Starting 
from the very beginning and all 

through her career, everything that she has 
accomplished has been non-traditional 
and varied.

When I went to interview her at her 
o,ce at Queens Quay she proposed 
that we walk down to the Toronto Music 
Garden along the lake. “It’s much nicer by 
the lake,” she observed. 

The Toronto Music Garden is a beautiful 
park, inspired by Bach, with a swirling path 
through a wild.ower meadow. It’s the 
ideal place to sit and soak in nature and 
listen to a charismatic person talk about 
her interesting life and career.

“At 18 years of age I bypassed university 
and headed east leaving my hometown of 
Steveston, a small Japanese 'shing village 
just outside of Richmond B.C., on a whim 
to pursue fame and fortune in Toronto,” 
Sharon told me. “I had never been to 
Toronto and knew only one person. I was 
fortunate to land a training position with 
Wang Laboratories who, luckily, had just 
launched one of the world’s hottest o,ce 
automation systems. Within months 
I went into sales and I bought my 'rst 
house a year later.”

“My sales experience led me to Philips 
Information Systems where I become 
Director of Marketing. The ‘80s were heady 
days as I traveled the world and had a 
personal secretary who brought me tea in 
a china cup and took down 180 words per 
minute shorthand.  

“As the youngest and only female 
director in the division worldwide at 
the time, many of my colleagues had 
been with Philips longer than I had 
been alive. There was a lot of turnover 
at the executive levels and as each new 
executive came and went, so too did 
the vision and approach to running 
the business. While one CEO was very 
marketing or sales oriented, another 
was all about pro't or investments in 
technology or export. It was a fabulous 
learning experience and more than made 
up for my lack of formal education.

“Then I decided I wanted to pursue a 
more creative career and did a short stint 
managing Royal Trust’s Annual Meetings,” 
says Sharon. It was at the end of the 'nal 
show, with balloons falling and Jackie 
Richardson singing the Royal Trust theme 
song, that Sharon found out she was four 
months pregnant!

With a big smile on her face she 
continued: “Now I have a fabulous 
23-year-old daughter, Samantha, who 
recently graduated from the University of 
Western Ontario and is currently travelling 
around Australia. Given that I was a single 
parent for most of her life, she always did 
her homework at a desk next to mine in 

the o,ce.
“My daughter has most certainly 

shaped the person I am today. I was 
a single mother in a city without an 
extended family, so Samantha and I made 
up the rules as we went along. As those 
with kids know, you learn so much about 
who you really are at your core through 
parenting. Being a mom was the most 
challenging job I have ever had but I am so 
fortunate to have had the experience.”

“After having my daughter, Royal Trust 
hired me as the Director of Special Projects 
with the mandate to launch Canada’s 
'rst branchless bank. I was new to direct 
marketing and bank operations but I had 
the best teachers, Mona Goldstein and 
Marilyn Stewart (the heads of the two 
direct marketing agencies Royal Trust 
had hired: Wunderman & Ogilvy Direct). 
They taught me about the art and science 
of direct marketing while David Cooper 
helped me understand 'nancial services.  

“In my early direct mail days in banking 
we worked with 23 di-erent legacy 
systems, CRM and database marketing 
were only pipedreams. Needless to say, list 
management was a challenge. We once 
dropped a line of credit o-er that was 
addressed ‘Dear Mr. Deceased: Given that 
you are a valued customer we would like 
to extend this o-er of a line of credit…’ 
We had inadvertently mailed all deceased 
customers! All hell could have broken 
lose but instead we received a number of 
replies from their spouses con'rming that, 
yes, their spouse was a valued person. 
Phew!

“We also dropped our 'rst direct mail 
campaign for mutual funds to arrive in 
mailboxes on Monday, October 19th 1987, 
a.k.a. Black Monday, the day when stock 
markets around the world crashed!”

In 1993 Sharon moved to CIBC as 
General Manager of Direct Response.

“It is always great to be able to leverage 
hindsight and I was able to set-up another 
direct marketing channel at CIBC – this 
one bigger and some might say better. 
It was a fully self-contained business 
centre – direct mail, call centre and back 
o,ce processing – and really leveraged 
the bene't of full integration. We had the 
chance to re'ne our direct mail and call 
centre capabilities and dabbled in some of 
the new, emerging technologies.” Sharon 
promised her team at CIBC that if they did 
well at the CMA awards show, she would 
dance on the table. To no one’s surprise 
they won many awards and so, true to her 
word, she got up on the table and began 
to dance. 

“While I was gyrating on the table at 
the CMA Awards, a photographer took my 
picture and I was the centre spread of a 
trade publication the next month.”

Sharon has worked in many 'elds, 

moving from industry to industry in many 
capacities: Wang (sales); Micom/Philips 
(sales and as Director of Marketing); Royal 
Trust (Director of Direct Marketing); CIBC 
(General Manager of Direct Response); 
Unitel (Director of Residential & Small 
Business); Just Vacations (Vice-President); 
Customers By Choice (Owner/President), 
Wunderman (President of Customer 
Relationship) and now at VereQuest as 
Owner, President & Chief Experience 
O,cer.

Sharon feels that the main reason for 
this is because, as she explained with 
a glint in her eye, “I guess I am highly 
curious and that comes from my very 
short attention span and the blank sheet I 
started with, where anything is possible.”

On a more pensive note, she adds, “as a 
single parent and entrepreneur there has 
not been a lot of time for extra-curricular 
activities. I have travelled a fair bit for 
business and pleasure and I am an avid 
photographer. I particularly like to go o- 
the beaten track whether it is the back 
allies of Hong Kong or the wilds of South 
Africa. I love home renovation – or at least 
did! I am into a 've-month renovation that 
was complicated further by a sewer back 
up. Argh!

“I also host Madame O’s Martini 
Madness. The early events began as a way 
for me to stay in touch with my friends, 
colleagues and former employees. In 2005 
my nephew, Jamie White, went to Lesotho 
to work at an HIV/AIDS Clinic. We passed 
the hat at a Madame O’s Martini Madness 
and the money raised launched the G.R.O. 
Foundation, which for the last 've years 
has actively supported HIV/AIDS artisans, 
grandmother poultry farmers and at-risk 
teenagers in Lesotho.”

When asked about the people she 
admires Sharon names Claude Legrand, a 
global leader in innovative thinking. “He 
has been a mainstay in my life for many 
years, both professionally and personally. 
In addition to being a key supporter in 
the past he has also helped my current 
business VereQuest over the years, He 
and his company, Ideaction, have been 
instrumental in helping us see potential 
markets, products, services and processes 
in a new way, truly breakthrough thinking 
that has led to breakthrough results.

“And speaking of important people 
in my life, for years I only thought about 
Rich Richardson as a good old print 
salesman who seemed to be blessed 
with eternal youth. It would take years 
and many lunches at the Boulevard Club 
to understand the breadth and depth of 
this remarkable man’s life. This very busy 
entrepreneur, father and husband always 
found the time to do more – whether for 
a charity or a friend. When talking about 
retirement he would always remind me 

‘never quit working or you will die.’ I was 
so moved by the way others remembered 
him. He left quite a mark on our industry 
and on me.” 

“There was a moment in my career, 
while working for another entrepreneur, 
that I felt I could not continue. Unethical 
business practices and long hours had 
taken their toll. It was at that point that I 
made the move to consulting. As a single 
parent, it was certainly a scary decision 
but, in hindsight, the best move for me. 
Importantly, the bad behavior of bosses 
past is ever-present in my mind as I 
make decisions about how to manage 
VereQuest.

 “They say you can learn as much or 
more from disastrous bosses as you 
can from great ones. I have had lots of 
opportunity to learn over the years – from 
blatant, daily sexual harassment, bullying, 
late night calls and public humiliation. 
There are still many executives who feel 
the only way to manage employees is 
through domination and intimidation.”

Sharon started VereQuest in 2002. 
“I realized that if we really listened to 
customers, they would leave us clues 
about what was important to them and 
how we could turn them into advocates 
for our company. VereQuest (which is 
Latin for ‘seeking truth’) set out to capture 
this information in ways that could be 
leveraged for sales, marketing, operations, 
product development, etc. 

“VereQuest,” as she explained, “is 
a customer experience monitoring 
and consulting 'rm. We listen in to 
the interactions customers have with 
companies to uncover the ‘clues’ they 
leave us that are related to loyalty, sales 
opportunities, operational improvements 
and more. Our teams of Customer Insight 
Specialists are highly skilled coaches 
able to provide the kind of just-in-time 
feedback needed to drive and sustain high 
performance. 

“When VereQuest was launched, I felt 
strongly that how the company was built 
and run was perhaps more important than 
what we did. Therefore, before writing the 
business plan, I developed the Guiding 
Principles for the company – rules about 
how we would build VereQuest.  This has 
been invaluable throughout the years not 
only as a bellwether but also for decision-
making.

“Naturally, there were many times over 
the years when I wondered if self-
employment was worth it. I sometimes 
have longed for the stable days of 
corporate life and the steady income. 
Then I would get a call from a client or an 
employee with a new idea or project. Or 
remind myself of the .exibility I have in my 
life as a result and how challenging it was 
to be a full-time corporate executive and 
a mother. Thoughts of calling it quits were 
usually short-lived.

“I have always worked at something 
since I was 14; I was very active in my 
high school as the head cheerleader 
and president of student council. I even 
convinced the school board to allow me to 
work in lieu of classroom time. My 'rst job 
was in the typing pool of B.C. Telephone 
Company and I have never looked back. 

“I am very happy with where I am at 
right now. I have had an amazing career so 
far and living and working in Toronto has 
been both exciting and ful'lling.”

The direct marketing industry and I 
both agree that she has had a wonderful 
and diverse career and we are glad she 
stayed in Toronto. After all, how else would 
I have ever discovered the wonderful 
Toronto Music Garden?

Billy Sharma is president and creative director 
of Designers Inc., Toronto. He can be reached 
at designersinc@sympatico.ca or by calling 
him at: 416.203.9787

T

 “I realized that if we really listened to 
customers, they would leave us clues 
about what was important to them and 
how we could turn them into advocates 
for our company.”



Make a smarter decision. The direct mail industry has no

shortage of wonderful pros and great talent. I have been

talking about them every month in my column for Direct

Marketing for over seven years. By using and relying on

their knowledge, you can increase ROI faster and spend

less money doing it. A body of tested, retested, predictive

knowledge is part of what makes direct mail more than

“just another medium.” 

With today’s tight budgets, gaining an edge is a clear and

distinct advantage. So, if you want to get a bang for your

buck I suggest investing in a professional for the job.

Direct mail is still the best alternative to talking to your 

potential prospects or to your donors. 

If budget is a problem, many consultants, including myself,

will offer an analytical service or a test mailing for a very
small fee. The first can identify problems with your current
direct mail piece and provide potential solutions. The latter
will let you really see for yourself what works best.
******************************************************************
When are customers or donors most

receptive? 

Timing — the importance of talking to your customers at
the right time. Here’s a hint that is quite rudimentary — a
person with a fresh supply of money is far more likely to
buy or be more charitable than one who’s nearly strapped
for cash themselves. 

So what is the best time to approach customers or donors
you ask? It’s simple - it should be just after payday.

Research shows that people’s motives change depending

on where they are in their pay cycles. They are most 
receptive to a sales pitch when they have cash. 
Conversely, as the payday slips further away, they are less

likely to buy. My recommendation therefore is to try and

get your mailing out there at the start or the middle of the
month (two average payday periods practiced by most

companies) rather than at any other time.

****************************************************************
OPT IN, OPT OUT, OPTIONS:

• To unsubscribe, send me an e-mail simply saying, "Please, remove".

• To participate, send me an e-mail with your suggestions.      
• To post a comment, please include your name, e-mail address and your thoughts.

Let me remind you again that your name and/or e-mail address will never be shared, sold,

circulated, or passed along to anyone else. 

1407-99 Harbour Square, Toronto, ON  M5J 2H2 Tel: 416-203-9787 Fax: 416-203-3568 

Email: designersinc@sympatico.ca • Web: www.designersinc.ca © Designers Inc. 

IT’S

PAY DAY!


