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- Founded in 1985 by Ms. Laurie Bennett
- She had a vision of creating a hospice in Mississauga and 

Brampton
- She was a palliative care professional and saw a need for 

end of life care in the community
- Today, Heart House cares for more than 1000 individuals 

living with life limiting illnesses
     There was always a simple vision:

Client



To make a meaningful 

difference to someone’s 

end-of-life experience.



- Heart House Hospice receives partial 
government funding, but to have 
everything operating, it must raise over 
$500,000 every year. 

- Every dollar that they receive from 
individuals, corporations, service clubs, 
foundations and through special events, 
allows them to be there for those in need 
in the community

Why Donations Matter



- To create a Direct Response plan that 
speaks to donors 

- To show Heart House as a place of great 
accomplishment and establishment in the 
Mississauga region

- To drive donations to Heart House
- To show Heart House’s newest campaign, 

One Community

Our Mission



Target Market: We have decided to target all former donors 
within their list which includes 1704 people as well as the 
surrounding community of Mississauga  

Problem:  Heart House Hospice requires more awareness and 
needs donors in order to assist their support programs and 
grow their charity

Solution:  Reach out to existing donors and the local 
community by revealing the message that every donor and 
Volunteer has the opportunity link their donation of time or 
money to a meaningful impression on recipients life  

Strategy



 Insight:  Donors lack the physical and mental 
connection to their recipient of their donation 
which results of a loss of awareness and 
continued donors 

Big Idea: Bridge the gap between the donor 
and the recipient by embodying the sense of 
community with the physical impression of a 
fingerprint to the recipient's individual story

Strategy



 This campaign will primarily take place in 
February, centering around Valentine's Day

 People will feel more inclined to give 
donations because there are not a lot of 
holiday costs during February

 
 
 

Strategy



Budget: $5,000

Budget

Cost to print (2 sided, full colour): .29 cent per side = $988.32
Envelope (full colour):
$145/1000 (we need two orders) 

14 cent per envelope 

= $290.00

Sending: 
0.85cent per letter

= $1,448.40

TOTAL MAIL BUDGET:
$2,726.72

The remaining 2,273 $ would be spent on facebook advertising as 
promoted posts to capture new donors. 



Executions









Facebook Posts



IndieGoGo
Indiegogo is one of best choices for Canadian Crowdfunding

Cost: 
1. On the all-or-nothing plan, 4% of the funds of successful projects 
go to Indiegogo. 

2. On the flexible funding plan, Indiegogo charges 4% if you reach 
your goal, 9% if you do not reach your goal. Transaction fees are an 
additional 3%.

Pros:
- Some crowdfunding sites charge up to 15 % to run your campaign 

-You still get to keep some of your earnings even if you do not reach 
your goal



Direct Response Video



ANY QUESTIONS?


