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A
Acquisition (or prospect) letter, 40
Address labels

Cheshire, 46–47
Make-A-Wish Foundation high-dollar gift appeal, 193e
See also Envelopes

AIDS Project Los Angeles (APLA) upgrade appeal
direct mail, 241e
letter included with, 202e–203e, 242e–243e
membership benefi ts of, 205e
overview of, 201
reply device included with, 204e
repurposed as online appeal, 240–246

American Cancer Society’s Relay for Life, 256
American Civil Liberties Union, 14
American Red Cross, 33, 108, 216, 217, 234
AmeriCares (New Donor Enrollment Form), 81e
Amnesty International, 234
Amplifi ers, 26
Animation (online appeals), 254
Annual renewal appeals

Bread for the World reply device for, 208e–209e
compared to other fundraising appeals, 207
Corporate Accountability International case study 

on, 210–212e
description of, 207
fi ve characteristics of packages, 207, 210

Appeals. See Fundraising appeals
Appropriateness, 42
Archiving (or fi ling-away) rejection wave, 30
Art’s lessons learned, 114
Authenticity, 42

B
Back-end premiums, 12
Bang-tail envelope, 163
Basic questions, 27
“Belonging” motivator, 13

Benefi ts. See Membership benefi ts
Billy Graham Evangelistic Association, 218
Boys Town, 33
Bread for the World

annual renewal reply device, 208e–209e
donor upgrade appeal reply device, 200e
high-dollar gift appeal reply device, 190e–191e
reply device for recruiting donors, 125, 126e–127e
reply device for special appeal, 154e
sustainer mailing invitation letter/reply device, 

176e–177e
thank-you letter sent by, 215e
welcome package reply device, 140e–141e
year-end appeal reply device, 166e–167e
See also Case studies

Brochures
Global Fund for Women, 149e–152e
Project Bread Bequest, 228e–229e
St. Joseph’s Indian School appeal, 100e–101e

C
Camp Fire USA fundraising letter

focus group comments used to edit, 36–37
focus group reactions to, 33–36
lessons learned from assessment of, 37–38

Campaign to Abolish Poverty appeal
fi rst page of, 61, 63e
outer envelope of, 61, 62e
overview of problems with, 61–62
reply device included with, 61–62, 65e
reply envelope of, 62, 66e
second page of, 61, 64

CAN-Spam Act, 251
Cardinal rules

1: use “I” and “you,” 93, 99
2: appeal the basis of benefi ts, not needs, 99, 103
3: ask for money and not for “support,” 103–104
4: write a package and not a letter, 104–105
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Cardinal rules (Continued)
5: write in simple and straightforward English, 105
6: format your letter for easy reading, 105–106
for writing e-mail appeals, 246–248

CARE, 217
Case studies

AIDS Project Los Angeles (APLA), 201–205e
AIDS Project Los Angeles (APLA) repurposed as 

online appeal, 240–246
Campaign to Abolish Poverty, 61–66e
Corporate Accountability International, 210–212e
Global Fund for Women, 144–152e
Hebrew Women’s League, 168–174
Human Service Agency, 156–163
learning from examples of, 5
Make-A-Wish Foundation, 192–197e
People for the Environment, 179–187
Project Bread Bequest, 225–230e
San Francisco Conservatory of Music appeal, 45–61
Southern Poverty Law Center, 219–222e
St. Joseph’s Indian School, 93–102e, 218
Western Pennsylvania Conservancy, 128–137e
See also Bread for the World; Fundraising appeals

Celebrities
lift letter use of, 55–56, 57e
as motivator, 13
online video using, 235

Charity self-image motivator, 18
Cheshire label, 46–47
Christian Appalachian Project, 216
Christian beliefs motivator, 18
City of Hope, 33
Clarity

formatting letter for easy reading and, 105–106
importance of message, 38, 42
using simple and straightforward English for, 105

Clichés, 117–118
Cohesiveness, 42
Colloquialisms, 117
Common Cause, 216
Comprehensive second dialogue, 25–26
Contractions, 120
Convio, 235
Copy platform, 74

See also Marketing concept
Corner card (San Francisco Conservatory of Music), 45
Corporate Accountability International annual renewal 

appeal
outer envelope included with fi rst effort, 211e
outer envelope included with fourth effort, 212e
outer envelope included with second effort, 211e
outer envelope included with third effort, 212e
overview of, 210–211

Cyberspace appeals. See Online appeals

D
Dashes, 119
Design impact, 38

Dialogue
comprehensive second, 25–26
engaging reader in a, 26–27
gliding from short to comprehensive second, 26

Dialogue Method
on answering reader’s questions, 27–29
comparing fundraising letter to face-to-face 

 dialogue, 24–27
on crucial fi rst twenty seconds, 31
on four waves of rejection, 29–30
on importance of P.S., 25, 89
introduction to, 19

Direct mail
comparing writing e-mail appeals to, 247–248
effectiveness of using, 223
overview of, 125
promoting legacy gifts as offshoot to, 223
See also Packages

Direct Marketing Fundraisers Association, 235
Disposable income, 9–10
Doctors Without Borders (New Donor Enrollment 

Form), 76e–77e
Donor acknowledgments

balancing costs and benefi ts of, 218, 219
examples of premiums sent as, 218
pointers for effective, 216
See also Thank-you letters

Donor acquisition letters
comparing fundraising letters to, 127–128
fi ve characteristics of acquisition packages, 127–128

Donor focus group
incorporating comments of, 36–37
lessons learned from, 37–38
reactions to fundraising letter by, 33–36

Donor motivators
 1: they are asked, 9
 2: they have money available to give, 9–10
 3: they are in the habit of sending money by mail, 10
 4: they support organizations like yours, 11
 5: their gifts will make a difference, 11
 6: gifts will accomplish something right now, 11
 7: you recognize them for their gifts, 12
 8: you give them something tangible in return, 7
 9: you enable them to “do something,” 12–13
10:  chance to associate with famous or worthy 

person, 10
11:  you allow them to get back at the corrupt or 

unjust, 13
12: opportunity to “belong,” 13
13: you enable them to offer their opinions, 14
14: access to inside information, 14
15:  they can learn about a complex problem or issue, 

14–15
16: you help them preserve their worldview, 15
17: gaining personal connections, 15–16
18: chance to release emotional tension, 16
19: they are afraid, 16
20: they can relieve their guilt, 17
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21: tax benefi ts, 17
22: they feel it’s their duty, 17–18
23: they believe it’s a blessing to do so, 18
24: they want to “give something back,” 18

Donor upgrade appeals
AIDS Project Los Angeles (APLA) case study on, 

201–205e
Bread for the World reply device, 200e
compared to other fundraising letters, 199, 201
described, 41, 199
three characteristics of packages, 201
See also High-dollar gift appeals

Donors
gaining extra commitments from, 199–205e
housefi le list of previous, 191
HPC (highest previous contribution) by, 199, 248
monthly sustainer, 175–187
motivators by, 9–18
the Phantom Donor, 214, 216
recruiting new, 125–137e
seeking annual gifts from, 207–212fi g
soliciting high-dollar gifts from, 189–197e
thanking your, 213–222e
welcoming new, 139–152e
See also Fundraising appeals; Readers

Duty motivator, 17–18

E
E-mail appeals. See Online e-mail appeals
E-newsletters

creating an effective, 248–252
recommended elements of, 251
Sierra Club, 249e–250e

Ease of response, 42
EditEXPRESS, 4
The Elements of Style (Strunk and White), 114
Ellipses, 120
Em dash, 119
Emotional tension motivator, 16
Engaging copy, 42
Envelopes

bang-tail or wallet fl ap, 163
Corporate Accountability International annual 

renewal appeal outer, 211e–212e
fast-tab, 217
Global Fund for Women outer, 146e
Human Service Agency special appeal outer, 162
Human Service Agency special appeal 

remittance, 163
Mills-Peninsula Hospital Foundation outer, 87e
People for the Environment monthly sustainer 

 invitation outer, 186
People for the Environment monthly sustainer 

 invitation reply, 186
Project Bread Bequest legacy gift appeal outer, 226e
Project Bread Bequest reply, 230e
“recycled paper” outer, 47
reply, 59–60e, 62, 66e, 163

Southern Poverty Law Center thank-you letter 
outer, 220e

St. Joseph’s Indian School appeal outer and 
reply, 102e

See also Address labels
Eye-motion research, 19, 25

F
Face-to-face fundraising

description of, 20–22
how a fundraising letter is like, 24–27

Facebook, 256
Famous people

lift letter use of, 55–56, 57e
as motivator, 13
online video using, 253

Fast-tab envelopes, 217
Father Flanagan’s Boys’ Home, 218
Fear motivator, 16
Figures of speech, 118
Filing-away (or archiving) rejection wave, 30
Filters, 26
First pages

Campaign to Abolish Poverty, 63e
Campaign to Abolish Poverty appeal, 61, 63e
San Francisco Conservatory of Music appeal, 47, 48e

First run-through rejection wave, 29
Flesch, R., 115–116, 120
Food Force Home Page (UN World Food 

Programme), 253e
Formatting

Human Service Agency special appeal 
changes to, 162

letter for readability, 105–106
Forsythe, Miss, 118–119, 120
Friend-get-a-friend, 255
Front-end premiums, 12
Fundraising appeals

annual gifts, 207–212e
donor acquisition, 127–128
donor upgrade, 199–205e
high-dollar gift, 41, 189–197e
legacy gifts, 223–230e
online, 233–257
renewal, 41
six qualities of successful, 42
special, 41
sustainer conversion mailing, 175–187
upgrade, 41
year-end, 41, 165–174e
See also Case studies; Donors; Fundraising letters

Fundraising letter questions
answering reader’s unspoken, 23–24, 27–28
basic and product, 27
four waves of rejection and role of, 29–30

Fundraising letter rejection
four waves of, 29–30
solution to, 30
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Fundraising letter steps
1: develop the marketing concept, 84
2: determine the contents of package, 84–85
3: draft the reply device, 86
4: write the outer envelope, 86–88
5: write the lead, 88–89
6: write the P.S., 89
7: consider subheads and underlining, 89–90
8: write the text, 90–91

Fundraising letters
cardinal rules of, 93–111e
crucial fi rst twenty seconds of, 31
decision to open, 22–24
example of one page of, 2e
general guidelines for writing, 1–3
importance and signifi cance of, 4
similarities to face-to-face dialogue, 24–27
why donors respond to, 9–18
See also Fundraising appeals; Writing

Fundraising personal visits
description of, 20–22
how a fundraising letter is like a, 24–27

G
Girl Scouts, 33
Giving by mail habit, 10
“Giving something back” motivator, 18
Global Fund for Women welcome package

brochure included with, 149e–152e
outer envelope included with, 146e
overview of, 144–145
reply device included with, 147e–148e
welcome letter included with, 146e

Golden Rule of Donor Acknowledgments, 216
Greenpeace, 218
Guilt motivator, 17

H
Handbook of Direct Mail (Vögele), 19
Hebrew Women’s League year-end appeal

edited letter included with, 172e–173e
edited reply device included with, 174e
original letter included with, 169e–170e
original reply device included with, 171e
overview of, 168

High-dollar gift appeals
Bread for the World reply device, 190e–191e
characteristics of, 191–192
compared to other types of appeals, 191
description of, 189
description of letter included with, 41
Make-A-Wish Foundation case study on, 192–197e
See also Donor upgrade appeals

Hitchcock, S., 83
Housefi le, 191
How to Write, Speak and Think More Effectively 

(Flesch), 115

HPC (highest previous contribution), 199, 248
Human interest appeal, 37
Human Rights Campaign, 14, 234
Human Service Agency special appeal

background information on, 156–157
critique of the original letter, 157, 162
edited letter used in, 160e–161e
format changes made, 162
original letter used in, 158e–159e
outer envelope included with, 162
remittance envelope included with, 163

Humane Society of the United States, 216
Humor, 118

I
Information

donor motivator of getting inside, 14
donor need for lots of, 37
San Francisco Conservatory of Music appeal, 52

Interfaith Alliance (New Donor Enrollment Form), 
79e–80e

Irony, 118
Italics, 120–121

K
Kintera, 235

L
Labels

Cheshire, 46–47
Make-A-Wish Foundation high-dollar gift appeal, 

193e
Landing pages

MoveOn.org appeal, 238, 239e
personalized, 255

Lead paragraph
e-mail appeals, 238
San Francisco Conservatory of Music appeal, 52
writing the, 88–89

Legacy promotion letters
Bread for the World reply device for, 224e
compared to other fundraising appeals, 224–225
four characteristics of effective, 225
as offshoot of direct mail fundraising, 223
Project Bread Bequest case study on, 225–230e

Lift letter
description of, 55
San Francisco Conservatory of Music appeal use of, 

55–56

M
Ma, Y.-Y., 55, 56, 57e
Major contributions. See High-dollar gifts
Make-A-Wish Foundation high-dollar gift appeal

address label, 193e
letter included with, 194e–195e
overview of package contents, 192–193
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personalized proposal included with, 197e
reply device included with, 196e

Making a difference, 11
Mal Warwick Associates, 5
Marketing concept

developing the, 84
examples of, 76e–81e
pre-writing activities for designing, 74–76
working defi nition of, 40
See also Copy platform

Marketing concept examples
AmeriCares, 81e
Doctors Without Borders, 76e–77e
Interfaith Alliance, 79e–80e
Ocean Conservancy, 78e

Membership benefi ts
AIDS Project Los Angeles (APLA) upgrade 

appeal, 205e
highlighting to readers, 27
San Francisco Conservatory of Music appeal 

use of, 54–55
See also Premiums

Messages
clarity of, 38, 42, 105
information included in, 14, 37, 52
sense of urgency conveyed in, 11, 106–107

Metaphors, 118
Mills-Peninsula Hospital Foundation 

envelope, 87e
Mitzvah concept, 18
Monarch letter size, 47
Monthly sustainers

described, 175
sustainer conversion mailing to, 175–187

MoveOn.org appeal
award-winning composition of, 236e–237e
landing page for, 238, 239e

Murdoch, C., 45, 52, 53, 56
MySpace, 256

N
National Audubon Society, 217, 218
National Organization for Women, 217
Nature Conservancy, 218
New Donor Enrollment Forms

AmeriCares, 81e
Doctors Without Borders, 76e–77e
Interfaith Alliance, 79e–80e
Ocean Conservancy, 78e

New donors
recruiting, 125–137e
welcoming, 139–152e

Nonprofi t organizations
as “community,” 15–16
insider information available through, 14
relating reader to needs of the, 26–27
sense of belonging through, 13

O
Obama, B., 257
Ocean Conservancy (New Donor Enrollment 

Form), 78e
Offer (or proposition), 41–43
Online activism, 252
Online appeals

AIDS Project Los Angeles (APLA) appeal 
 repurposed as, 240–246

anatomy of an e-mail, 235, 237–238, 240
cardinal rules of writing e-mail, 246–248
effective e-newsletters for, 248–252
eighteen more techniques to involve donors in, 

252–256
having realistic expectations of, 233–235
how writing is different for, 240–241, 246
immediate future of, 256–257
MoveOn.org’s award-winning, 236e–237e, 239e
See also Web sites

Online contest, 254
Online e-mail appeals

additional tips on, 240
graphics used in, 238
landing page, 238–239e
lead of, 238
links used in, 238
MoveOn.org’s award-winning, 236e–237e, 239e
signers of, 235, 237
subject line of, 237
unsubscribe options, 238, 251

Online games, 253
Online polls, 252–253
Online Q&As, 254
Online quiz, 252
Online service providers, 235
Online survey, 252
Online video, 253
Outer envelopes

Corporate Accountability International annual 
renewal appeal, 211e–212e

Global Fund for Women, 146e
Human Service Agency special appeal, 162
Mills-Peninsula Hospital Foundation, 87e
People for the Environment monthly sustainer 

invitation, 186
Project Bread Bequest legacy gift appeal, 226e
“recycled paper” label on, 47
Southern Poverty Law Center thank-you letter, 220e
St. Joseph’s Indian School appeal, 102e
writing the, 86–87

P
Packages

annual renewal appeals, 207–212e
determining contents of, 84–85
donor acquisition, 127–128
donor upgrade appeals, 199–205e
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Packages (Continued)
high-dollar gift appeal, 41, 189–197e
how to assess direct mail fundraising, 110e–111e
items included in, 84
legacy gifts, 223–230e
sustainer conversion mailing, 175–187
thank-you letters, 41, 213–221e
welcoming new donors, 139, 140e–152e
year-end appeal, 41, 165–174e
See also Direct mail

People for the Environment monthly 
sustainer invitation

follow ups to, 187
invitation letter included with, 180e–183e
overview of, 179
physical description of full package, 186–187
reply device included with, 184e–185e

Personal fundraising visits
description of, 20–22
how a fundraising letter is like a, 24–27

Personalized address, 47
Personalized landing pages, 255
Personalized proposal, 197e
The Phantom Donor, 214, 216, 218
Pledge donors/pledges, 41, 175

See also Sustainer conversion mailing
Podcasts, 254
Postage meter, 46
Pre-writing activities

questions to consider before writing, 70–74
writing a marketing concept, 74–81e

Pre-writing questions
1: why you are writing this letter, 70
2: about the people you’re writing to, 70–71
3: about what you’ll ask people to do, 71
4: about the circumstances in which you’re writing 

this appeal, 71–72
5: about the person who will sign the appeal, 72–73
6: on what justifi es the appeal, 73–74

Premiums
back-end, 12
as donor motivator, 7
examples of donor acknowledgment, 218
front-end, 12
pre-writing questions regarding, 73
St. Joseph’s Indian School appeal, 98e
See also Membership benefi ts

Product questions, 27
Project Bread Bequest legacy gift appeal

brochure included with, 228e–229e
outer envelope included with, 226e
overview of, 225–226
promotion letter included with, 227e
reply device included with, 230e
reply envelope included with, 230e

P.S. (postscript)
Dialogue Method on importance of, 25, 89

function of, 43
San Francisco Conservatory of Music appeal 

use of, 55
writing the, 89

Punctuation, 119
Putting to one side rejection wave, 30

Q
Q&As (web site), 254
Questions

to consider prior to writing letter, 70–74
four waves of rejection and role of, 29–30
reader, 23–24, 27–29

R
Readability

Flesch’s measurement of, 116t
formatting letter for easy, 105–106

Reader questions
answering unspoken reader, 23–24, 27–29
basic and product, 27
four waves of rejection and role of, 29–30

Reader rejection
four waves of, 29–30
solution to, 30

Readers
conveying sense of urgency to, 11, 106–107
crucial fi rst twenty seconds spent by, 31
decision to open fundraising letters by, 22–24
engaging them in a dialogue, 26–27
four waves of rejection by, 29–30
highlighting benefi ts to, 27
See also Donors

Recognition factor, 12
Recruiting new donors

Bread for the World reply device, 126e–127e
using donor acquisition letters for, 127–128
issues to consider when, 125–126
Western Pennsylvania Conservancy case study on, 

128–137e
“Recycled paper” factor, 47, 52
Red Cross, 33, 108, 216, 217, 234
Regular giving programs, 41
Rehm, B., 45
Rejection

four waves of, 29–30
solution to, 30

Relationship building, 66
Renewal letters, 41

See also Sustainer conversion mailing
Repetition, 120
Reply devices

AIDS Project Los Angeles (APLA) upgrade appeal, 
204e

Bread for the World donor upgrade appeal, 200e
Bread for the World high-dollar gift appeal, 

190e–191e
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Bread for the World invitation sustainer conversion, 
176e–177e

Bread for the World recruiting donors, 125, 
126e–127e

Bread for the World reply annual renewal, 208e–209e
Bread for the World special device, 154e
Bread for the World welcome package, 140e–141e
Bread for the World year-end appeal, 166e–167e
Campaign to Abolish Poverty appeal, 61–62, 65e
drafting the, 86
Global Fund for Women, 147e–148e
Hebrew Women’s League year-end appeal edited, 

174e
Hebrew Women’s League year-end appeal original, 

171e
Make-A-Wish Foundation high-dollar gift appeal, 

196e
People for the Environment monthly sustainer 

 invitation, 184e–185e, 186
Project Bread Bequest, 230e
San Francisco Conservatory of Music appeal, 56, 

58e–59
St. Joseph’s Indian School appeal, 96e–97e

Reply envelopes
bang-tail or wallet fl ap, 163
Campaign to Abolish Poverty appeal, 62, 66e
Human Service Agency special appeal, 163
People for the Environment monthly sustainer 

invitation, 186
Project Bread Bequest, 230e
San Francisco Conservatory of Music appeal, 59–60e
St. Joseph’s Indian School appeal, 102e

Republican National Committee, 14, 218
Response devices. See Reply devices

S
Salvation Army, 234
San Francisco Conservatory of Music appeal

fi rst page of letter, 47, 48e, 52
second page of letter, 49e, 53
third page of letter, 50e, 53–54
fourth page of letter, 51e, 54–55
lessons learned from example of, 60–61
lift letter included with, 55–56, 57e
outer envelope of, 45, 45–47
reply device included in, 56, 58e–59
reply envelope included with, 59–60e
signer of, 45, 52, 53, 56

Second pages
Campaign to Abolish Poverty, 61, 64e
San Francisco Conservatory of Music appeal, 49e, 53

Semicolons, 119
Sense of “belonging,” 13
Sentence structure, 118–119
Sierra Club E-Newsletter, 249e–250e
Signers

e-mail appeal, 235, 237

questions to consider about, 72–73
San Francisco Conservatory of Music appeal, 45, 52, 

53, 56
things to keep in mind as, 108

Similes, 118
Skepticism, 37
Social networking Web sites, 256
Social problems/issues

emotional tension regarding, 16
opportunities to learn more about, 14–15
sending money to fi ght against, 13
“taking a stand” against a, 12–13

Southern Poverty Law Center thank-you letter
contents of letter, 221e
outer envelope used with, 220e
overview of, 219–220

Special appeals
Bread for the World reply device, 154e
compared to other fundraising letters, 155–156
description of, 41, 153
Human Service Agency case study on, 156–163

Special Olympics, 33
St. Joseph’s Indian School appeal

cardinal rules used in, 93, 109
charitable gift annuity brochure included with, 

100e–101e
donor acknowledgment sent by, 218
Dreamcatcher Thanksgiving Card included with, 98e
letter included in, 94e–95e
outer envelope and reply envelope included with, 

102e
premium included with, 98e
reply device included in, 96e–97e

Strunk, W., Jr., 114
Subheads, 89–90
Sustainer conversion mailing

Bread for the World invitation letter/reply device, 
176e–177e

characteristics of packages, 175, 178–179
compared to other fundraising letters, 178–179
People for the Environment case study on, 179–187
See also Monthly sustainers; Renewal letters

Sustainers, 41, 175

T
Taking a stand, 12–13
Target audience, 40–43
Tax benefi ts

as donor motivator, 17
San Francisco Conservatory of Music appeal on, 54

Testimonials, 254–255
Text writing. See Writing
Thank-you letters

benefi ts of sending donors, 214, 216–217, 219
Bread for the World, 215e
compared to other fundraising letters, 214
description of, 41, 213

bindex.indd   307bindex.indd   307 1/23/08   11:37:23 AM1/23/08   11:37:23 AM



308 Index

Thank-you letters (Continued)
examples of how top fundraising mailers send, 

217–219
fi ve characteristics of, 214
Golden Rule of Donor Acknowledgments on, 216
pointers for effective donor, 216
Southern Poverty Law Center case study on, 

219–222e
See also Donor acknowledgments

Typeface, 45

U
Underlining

considerations and decisions on, 89–90
when to use italics and, 120

UNICEF, 234
United Nations World Food Programme, 253e
Unspoken readers’ questions, 23–24, 27–28
Unsubscribe option, 238, 251
Upgrade appeals. See Donor upgrade appeals
Urgency element, 11, 106–107
User-generated show-and-tell, 255

V
Values

as donor motivator, 15, 18
San Francisco Conservatory of Music appeal use of, 

53, 54
Virtual worlds, 256
Vögele, S.

on comprehensive second dialogue, 25–26
on crucial fi rst twenty seconds, 31
Dialogue Method developed by, 19, 23–31
eye-motion research of, 19, 25
on getting past four waves of rejection, 29–30
on importance of P.S., 25, 89
on response rates, 248
on unspoken readers’ questions, 23–24

W
Wallet fl ap envelope, 163
Web sites

landing pages, 238, 239e, 255
online tools available to donors, 256

Q&As on, 254
social networking, 256
techniques for online involvement by donors, 

252–256
virtual worlds, 256
See also Online appeals

Welcome package
Bread for the World, 140e–141e
characteristics of, 139
compared to other fundraising appeals, 141–142
description of, 41
Global Fund for Women case study on, 144–152e
possible enclosures to include in, 144
six benefi ts of mailing, 142–144

Western Pennsylvania Conservancy package
edited acquisition letter, 134e–137e
original acquisition letter, 130e–133e
requested changes for, 128–129

White, E. B., 114
White space, 105
Writing

Art’s lessons learned about, 114
cardinal rules for appeal, 93, 106
cardinal rules for e-mail appeals, 246–248
characteristics of effective fundraising, 39–43
for clarity, 38, 42, 105–106
eight steps for successful fundraising, 83–91
Flesch’s rules of effective, 115–117
fundamental law of fundraising, 40
online vs. words on paper, 240–241, 246
pre-writing activities before beginning the, 69–81e
process of text, 90–91
rating your, 108–109
for results vs. writing to describe or report, 117–121
See also Fundraising letters

Y
Year-end appeals

Bread for the World reply device, 166e–167e
compared to other fundraising letters, 165, 167
description of, 41
Hebrew Women’s League case study on, 168–174
six characteristics of, 167–168

YouTube videos, 253
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