
Power words 
like those we’ve 
underlined 
trigger emotions 
that drive donor 
decisions

Quality photo: 
A well-known 
representative of 
your organization, 
or an image that 
represents your 
cause well.  
A slight attitude 
or emotion helps.

Showing the 
benefit to the 
donor “sells the 
sizzle, not the 
steak.”

A headline is the 
“ad for the ad.” 
It can destroy 
it or increase 

response rates by 
5. We provide 6 

to 10 compelling  
choices, from 
conservative 
to traditional 

to humorous to 
emotional. 

You choose.

Donor-centric 
language makes 

donors part of 
your mission 

and encourages 
bigger gifts

Subheads are 
also used to 

draw attention

Donor-centric language shows the donor 
how they’re helping. Power words trigger 

emotions that help guide them on their 
donor journey. 

Clear call to action. Whenever possible 
include a takeaway (estate planning 
guide; memoir; coffee mug).
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