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▪ Celebrating 35 years as a professional fundraiser in July

▪ Specialties: direct response fundraising, individual giving, copywriting

▪ Currently doing a paternal leave cover as Manager, Annual Giving at 
Women’s College Hospital Foundation in Toronto

▪ Longtime AFP member + volunteer; most recently served on the 
Education Advisory Committee for AFP ICON 2026

▪ Volunteer ambassador for CFRE International since 2018

▪ Canadian ambassador for the International Fundraising Congress (IFC) 
in the Netherlands from 2009 to 2020; continue to volunteer

About Me – Sonya Swiridjuk, CFRE



Overarching Purpose of DM Tactics

❖ Increase response rate

❖ Increase average gift

❖ Decrease costs



A. THE BIG PICTURE



1. Have a Detailed Plan

▪ Strategies & Activities

▪ House, Acquisition, Special Projects

▪ Themes & Creative

▪ Drop Dates

▪ Budget

▪ Projected Costs, Revenue, Net

▪ Written Narrative



2. Maximize Windows of Opportunity

▪ House → Renewals vs. Specials

▪ Acquisition

▪ Seasonality

▪ Program-related

▪ In the News



3. Test

▪ Increase response rate

▪ Increase average gift

▪ Increase conversion rate

▪ Reduce costs

▪ Test one thing at a time

▪ Test BIG things

▪ Results must be actionable



4. Analyze

▪ By Campaign

▪ Monthly

▪ Quarterly

▪ Annually

▪ Year-over-Year

▪ Audits → Program, Data

goodworksco.ca/2026-direct-mail-benchmarks

https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/
https://www.goodworksco.ca/2026-direct-mail-benchmarks/


5. Integrate with Other Channels

▪ Telemarketing

▪ Online

▪ Social Media

▪ Capital Campaigns

▪ Community

▪ Events



5. Integrate with Other Channels



B. OUTER ENVELOPE



6. Use Different Sizes to Stand Out, Create Interest



7. Pique Curiosity with a Tagline



8. Determine Your Postage

▪ Customize your postal indicia ▪ Use first-class stamps for 
high(er) end donors and 
special mailings



8. Determine Your Postage

▪ Customize your postal indicia



9. Hand Address Recipient’s Name & Address

▪ Live handwriting → staff, volunteers

▪ Automated handwriting machines

❖ Handwriting isn’t just for OEs! Also use in letters, replies, and inserts.



10. Be Creative!

▪ Reverse Window ▪ Design ▪ Colour



C. LETTER – STRUCTURE



11. Increase Readability

▪ Indent paragraphs

▪ Vary sentence & paragraph length

▪ Choose font size & type carefully

▪ Bold, underline & italicize key points

▪ Use subheadings

▪ Be clear & concise

▪ Spell out acronyms

▪ Allow for white space



12. Make It Long… or Short!

▪ Your letter should be as long as you need it to be to effectively 
make your case for support



13. Write How You Speak

▪ One-to-one communication

▪ Conversational tone

▪ Contractions are friendly ☺

▪ OK to break grammar rules



14. Connect with Different Personality Types

▪ Amiables → You

▪ Expressives → New

▪ Analyticals → True

▪ Bottom-liners → Do

Tom Ahern, The Psychology Behind 
Great Communications

DONOR

You

New

True

Do



15. Use Twice as Many You’s (than I, We, Our…)



15. Use Twice as Many You’s (than I, We, Our…)



D. LETTER – CREATIVE



16. Include Stories

▪ Bring the problem, need, and solution to life

▪ Can be a full-fledged story, quote, and/or testimonial

▪ Create a story bank



16. Include Stories



17. Feature Photos

▪ Helps bring your story and/or ask to life

▪ Provides visual interest

▪ Gives your eyes a chance to rest

▪ Can help integrate other components (OE, reply, insert)



17. Feature Photos



17. Feature Photos



18. Add a Johnson Box

▪ Found at the top of a DM letter

▪ Contains the letter’s key message

▪ Draws the reader’s attention and entices them to read the rest



19. Vary Your Signatories

▪ Presents different perspectives of your case

▪ Helps to keep your content fresh, interesting, and informative

▪ Offers more options to connect with the reader

➢ Pro Tip #1: Blue signatures raise more money.

➢ Pro Tip #2: Have only one person sign your letter or email 
(remember, it’s a “one-to-one” communication). Use a lift 
note if there’s a second person who also needs to sign a piece 
or have the second person sign the follow up.



19. Vary Your Signatories



20. Integrate Design Elements from OE

▪ Brings cohesiveness to your package



E. REPLY FORM



21. Choose Your Size Wisely

▪ Goal: Make it as easy as possible 
for the recipient to respond



22. Promote Monthly Giving



23. Promote Planned Giving



24. Encourage Monthly & Mid-Level Donors to 
Stretch Their Giving



25. Leave Room to Breathe

Left: Too much 
content squished in

Right: Better!



F. REPLY ENVELOPE



26. Size It Up! 

▪ Ensure your reply form fits in your reply envelope



27. Use Colour to Create Visual Interest



28. Take Advantage of Available Space



29. Pay for Return Postage… or Not? 

▪ Test to see what works best with your donors

Left:
Organization pays

Right:
Donor pays



30. Don’t Use This Message 



G. THE EXTRAs



31. Get Personal

▪ Use the recipient’s name → salutation, body copy, reply form, 
outer envelope, inserts, premiums

▪ Tailor the ask → amount, gift history, program/area(s) of 
interest

▪ Develop variable paragraph copy for different 
audiences/segments

▪ Apply coding to enhance tracking and analysis → Donor I.D. #, 
campaign, package, segment



32. Use Premiums

▪ Include a premium to boost:

✓ Response rate

✓ Supporter engagement

✓ Acquisition efforts



32. Use Premiums
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32. Use Premiums



32. Use Premiums

➢ Pro Tip #1: Test premium(s) in key/anchor campaigns, special 
donor mailings, and acquisition.

➢ Pro Tip #2: Track performance of premium-acquired new 
donors vs. non over a one- to two-year period to determine 
net profitability.



Select Resources

▪ Association of Fundraising Professionals at 
afpglobal.org

▪ Canadian Marketing Association at 
thecma.ca

▪ Tom Ahern at aherncomm.com

▪ Lisa Sargent at lisasargent.com

▪ Jim Hilborn at hilborn-civilsectorpress.com

▪ Showcase of Fundraising Innovation and 
Inspiration at sofii.org
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Sonya Swiridjuk, CFRE

Fundraising Consultant & Copywriter

715-1000 King Street West, Toronto, ON  M6K 3N1

Phone: 416-979-7878

Email: swiridjuksonya@hotmail.com

Thank You!

P.S. If you’d like the PowerPoint version of this deck so you can make the 
scanned images larger to read, drop me a line and I’ll send it to you via 
Dropbox. Thanks again!

mailto:swiridjuksonya@hotmail.com
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