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You love it. You hate it. 
You can’t live without it. 
Creative is an essential (if 
often misunderstood) part 
of the fundraising mix.

“Fundraising creative 
tends to go on one of two 
tracks,” said Jeff Brooks, 
TrueSense Marketing 
Creative Director, “and 
most organizations tend to 
stay on their chosen track, 
good or bad. What they 
may not realize, though, is 
that there’s a third way to 
approach creative.”

Let’s take a look at 
exactly what these three 
approaches are. The first 
creative strategy is a well-

worn track that’s  
familiar to most non-
profits and most donors. 
We’ll call it Doom and 
Gloom. This creative is 
all about “the problem,” 
whether that’s hunger, 
poverty, domestic violence, 
animal abuse, or any other. 
The appeals hammer on 
the problem relentlessly, 
describing it and picturing 
it in all its horrific detail. 

Worse, organizations 
following this path tend 
to confront their donors 
with one bad-news appeal 
after another. Eventually 
the donors on the receiving 
end of this onslaught get 
burned out and fed up. 

That’s no way to build  
a relationship.

Then there’s the complete 
opposite end of the 
spectrum. Let’s call 
this creative approach 
All Good News. Here 
the focus is entirely on 
the organization and 
its many successes and 
accomplishments. There’s 
never a discouraging word, 
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and the images show 
happy, smiling people. 

But this approach fails 
to tell donors how they 
can make a difference in 
the world — critical for 
fundraising. After all, 
based on the charity’s own 
fundraising, success has 
already been achieved. 
That’s no way to build  
a relationship either. 

So which creative strategy 
does build relationships?

It’s called True Creative. 
It’s a unique creative 
strategy that makes use of 
the advantages of Doom 
and Gloom and All Good 
News — yes, they do have 
their pluses — but more 
importantly avoids  
their pitfalls.

True Creative is more in 
line with donors’ values 
and more in sync with how 
they see themselves as 
people supporting a cause. 
True Creative touches 
deeper motivations for 

giving as it invites donors 
to live out their values 
through their support for 
your charity. True Creative 
enhances the donor 
experience for broader, 
more consistent support.

This is the way to build 
strong, lasting relationships 
with donors.

Find out more about the 
thinking behind True 
Creative as a fundraising 
creative strategy in 
TrueSense Marketing’s 

free position paper, Why 
Creative Matters and 
How the Right Strategy 
Can Ramp Up Retention 
and Revenue. To get 
your copy, just fill out the 
enclosed reply card and 
drop it in the mail; or 
send an e-mail with your 
name and organization 
name to offer@TrueSense.
com; or call Shawn 
Reed, Vice President of 
Business Development, at 
724.371.3477. We’ll rush 
this valuable fundraising 
information to you.

Continued from page 1 ...

There’s Doom and Gloom fundraising. 
There’s All Good News fundraising. 
Then there’s True Creative — the way 
to connect with your donors. 

What Sparks Creativity?
Make sure your creative team 
sees your programs firsthand, 
knows your accomplishments, 
understands your needs, and 
gets access to inspiring  
success stories. These are the 
ingredients for great creative 
that moves donors.

Maria Harmer
Creative Director 
TrueSense Marketing

To me, creativity is the 
willingness to take risks, 
to try something. Most of 
the time, even if it’s not 
always a straight path, it’s 
the wrong idea that leads 
you to the right one.

Jeff Brooks 
Creative Director 
TrueSense Marketing

ALL GOOD NEWS

DOOM & GLOOM



Maybe it’s because I’ve 
been in fundraising for 
more than 20 years. Or 
maybe it’s because I’ve had 
the privilege of serving 
some amazing causes. But 
has anyone else noticed 
how the fire has just gone 
out of a lot of fundraising?

I look at the appeals in 
my mailbox, in my inbox, 
and on the web, and I see 
that lots of them aren’t 
speaking to the heart — 
they’re speaking to the 
head. They cite statistics 
when they should be 
featuring heart-tugging 
stories. They have 
abstract, meandering 
copy with “therefores” 
and semicolons when they 
should be getting right to 

the point with specific, 
concrete writing. They 
show photos of happy, 
smiling people when 
the images should be 
surprising and  
compelling, not soothing. 

Just like a good sermon, 
good fundraising should 
comfort the afflicted and 
afflict the comfortable.  
Our job is to rouse  
donors to action. 

When I get an appeal,  
I want to know that the 
organization believes its 
cause is the single most 
important thing in the 
world right now. I want to 
feel their urgency. I want 
to feel their conviction. I 
want the fire! Persuade 

me, sell me, convince 
me, and do it with energy 
and passion! Make me feel 
what you feel, and then 
I’ll give you a donation. 
You know what they say 
— open heart, open mind, 
open checkbook … in  
that order. 

That’s how to stop the 
declining response rates 
many charities are facing. 
That’s how to acquire 
donors and hold onto  
them longer. That’s how  
to ensure the future of  
your charity. 

Fundraising is a noble 
profession that I truly  
love. It advances good 
causes. It gives donors 
the chance to do good. It 

makes the world a better 
place. Let’s give it all the 
passion it deserves.

H O W  I  S E E  I T

Where’s the Passion?
By Jeff Nickel, TrueSense Marketing’s Senior Vice President, National Accounts
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That’s my take. What’s  
your view? E-mail me at  
Jeff.Nickel@TrueSense.com.

Know your boss’s likes and dislikes. 
Ask. Learn. So if you want to do something  
you know your boss doesn’t go for, you can  
address it early on.

Spell out the strategy. Have your agency do a 
detailed creative brief and share it with your boss. 

Focus on the idea first. At this point, emphasize 
the idea not the execution. Explain why it makes 
sense strategically. Your agency should help here.  
If the concept is a go, once you have mock-ups ...

Present the work with enthusiasm, 
preferably with your agency. Show your 
passion. Enthusiasm is catching. Then …

Emphasize the key parts. Go over the offer, 
read the headlines and subheads, show how  
the advantages to the donor are brought out.

Ask for feedback. Don’t make the mistake of 
shrinking from feedback — ask for it. That’ll  
make your boss feel like a part of the process. 

Defend the work without getting defensive. 
Again your agency should help here. Anticipate 
possible objections. Refer to the strategy and 
creative brief. Reiterate why the idea makes  
sense, show how the creative is on strategy, and 
share your belief that it’s the right road to take.  
Chances are you’ll get the green light. Go for it!

You love the new appeal that your agency created. But will the higher-ups at your nonprofit? Great 
creative doesn’t sell itself, so here’s what you do: 

7 Tips on Selling Creative Work to Your Boss

ALL GOOD NEWS

1 5

6

7

2

3

4



4

Which Creative 
Strategy Works?
Free Position Paper

R E S O U R C E S

See how the right creative 
strategy can win donors’ 
loyalty and generosity — 
and how the wrong one can 
turn them off for good. Get 
your free copy of TrueSense 
Marketing’s latest position 
paper, Why Creative 
Matters and How the  
Right Strategy Can Ramp 
Up Retention and Revenue.

Just fill out the enclosed 
reply card and drop it in the 
mail; or send an e-mail with 
your name and organization 
name to offer@TrueSense.
com; or call Shawn Reed, VP 
of Business Development, 
at 724.371.3477. We’ll rush 
this valuable fundraising 
information to you.

TSM-066

C R E A T I V E  S P O T L I G H T

How Emotional Power Builds in This 
Appeal for Operation Homefront
Operation Homefront is a charity that 
provides emergency help and other care 
for military families and no-cost housing 
for severely injured Wounded Warriors 
during their recovery. 

In this appeal, we make a compelling 
case for support, step by step. We start 
with the full-color carrier. It shows the 
American flag flying as a backdrop to an 
arresting photo of a young man standing 
on two prosthetic legs. 

Inside, the letter repeats the photo, and 
the story begins. This young man’s name 
is Lance Corporal Daniel Gasca. He was 
injured by an IED explosion while on 
patrol in Iraq. The healing and recovery 
have been long, painful, and expensive, 
leaving this serviceman and his family 
with punishing debt. 

After setting up the story, the letter goes 
on to explain everything that Operation 
Homefront does to care for Wounded 
Warriors and their families.

The all-important response device 
is situated within a double sheet of 
personalized address labels and stickers, 
all of which are laid out in patriotic  
red, white, and blue.

Also included is an involvement device 
— a thank-you card that donors can 
use to write out their personal message 
of thanks and encouragement to a 
serviceman or woman. The cards are 
given to Wounded Warriors to bolster 
their spirits, so donors can not only make 
a donation to support this cause but also 
personally reach out to a service member 
who’s struggling.

Each component in the mailing adds up 
to an emotional impact that goes directly 
to donors’ feelings of patriotism and 
the imperative to support our troops 
when they’ve been injured and need us 
the most. It’s a riveting message, and it 
reaches donors at a time when thoughts 
of country and security are never far 
from their minds.

PITTSBURGH: 155 Commerce Drive, Freedom, PA 15042

SEATTLE: 800 Fifth Avenue, Suite 4100, Seattle, WA 98104

PASADENA: 16 N. Marengo Avenue, Suite 414, Pasadena, CA 91101

www.TrueSense.com

877.TRU.MKTG 
(877.878.6584)
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YES! I want to explore new creative 
strategies for my nonprofit.

Send me your latest position paper, Why Creative Matters and How the Right 
Strategy Can Ramp Up Retention and Revenue, on creative strategy for fundraising.

Have a TrueSense fundraising consultant contact  
me to talk fundraising for my nonprofit. This is a  
free, no-obligation consultation. 

Send me more information about  
TrueSense marketing and your  
donor marketing capabilities.

Send Listening to a colleague:
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