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6 STRATEGIES TO WRITE AND DESIGN
BETTER EMAIL FUNDRAISING CAMPAIGNS



But wait…isn’t Email dead?





And why not these?



“Email is nearly 40 times better than Facebook 
and Twitter at acquiring customers.”

Source: Email marketing: Think inside the new inbox,” which originally appeared on forbes.com  



“Marketers consistently ranked email as 
the single most effective tactic for awareness, 
acquisition, conversion, and retention.”

Source: http://go.extole.com/rs/extole/images/Gigaom%20Research%20-%20Work%20horses%20and%20dark%20horses.pdf





So which marketing channels are the 
most effective to reach baby boomers? If 
we define "effective” by the popularity of 
each channel, the answer is:

• Television
• Search
• Email Marketing



Let’s start, then, with a
TEST



About this Test (6487)
Background

This non-profit was running a campaign to get support for assisting a budget contest.

Objective

Which email will result in the most donations?



Version A



Version B



Side-by-Side
Version A Version B

328%
DONATIONS

91%
AVG GIFT



Why did such small differences to 
us have a disproportionately large 

difference on donor behavior?



Social presence. 



What do we mean by social presence?



“Human beings are 
hardwired to respond to 

cues in the 
environment, especially 

to things that seem 
alive in some way.”

-Dr. B.J. Fogg



“Human beings are 
hardwired to respond to 

cues in the 
environment, especially 

to things that seem 
alive in some way.”

-Dr. B.J. Fogg



Look at that winner again…

Winner



For Example…

“But now the fight begins…”

“I wanted to get this news to you as 
soon as I could…”

“That’s where you can help turn up 
the heat…”

Winner



For Example…

“Incredible impact…

“Thanks for standing…”

“Would you be able to help us…”

“I’d be honored…”

Desperately…”

Winner



People will treat purely digital 
experiences like they are 

experiences with real people.



Because people give to people, 
not email machines.



The Research 
Process
After examining our library of 
1,000+ published 
experiments, we’ve analyzed 
218 email related 
experiments to help us 
understand the impact of 
social cues and how to 
properly integrate them into 
your fundraising appeals.



OUR GOAL:
By the end of this session, you’ll understand how to 
optimize each major element of your email 
donation appeal to foster a 1-1 style 
communication, thereby naturally activating the 
maximum potential generosity inside your donors.



This sounds simple, but it 
isn’t easy.



This sounds simple, but it 
isn’t easy.

How do we get started?



Humanizing Email

• Design and Format

• Salutation

• Body Copy

• Call to Action

• Tone and Voice

• Envelope
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Sub-headline	with	key	details	
about	the	main	message

Second	section	
explanation	header

Call-to-action	button

Call-to-action	Link

Large	Headline

`





Call-to-action button



Call-to-action button

Which is the correct design?

or or



Call-to-action button

Which is the correct design?

or or



Call-to-action button

or or

How does email design affect 
people?



Photo credit: http://www.iacopodiluigi.com

What do you think 
of when you look at 
this picture?



In Email, people still subliminally  

PRIORITIZE
messages that appear to be

PERSONALLY WRITTEN



Because real people send
text based emails, not 

HTML emails.



MONEY BOMB (#4174)
CONTROL TREATMENT

80.3%
CLICKS

112.5%
DONATIONS



YEAR-END (#5824)
CONTROL TREATMENT

53.9%
In Clicks



FREE COURSE LAUNCH (#7524/7466)
CONTROL TREATMENT

14.3%
In Clicks



FREE EBOOK OFFER (#6429)
CONTROL TREATMENT

14.8
%

In Clicks



STEWARDSHIP (#483)
CONTROL TREATMENT

19.6%
In Clicks



What does this mean?

When it comes to email design format, if you are asking for a 
donation then try to simulate a 1-1 appeal.

• Is the email you are sending making a personal request or 
invitation?

• If so, Is there too much design?

• If there is any design left over, is it authentic to a 1-1 
conversation?
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How important is it to 
begin personally?

QUESTION?



(#5707)
CONTROL TREATMENT

270%
In Clicks



Because real people 
address emails to specific 

people.



“Remember that a person’s 
name is, to that person, the 
sweetest and most important 
sound in any language.”

-Dale Carnegie



But does this just stop at 
their name?

QUESTION?



Definition: Salutation



On Acknowledgment

• Internal Relevance

• Personal interests

• Subliminal Biases

• Personality

• Communication Styles

• Level of engagement

• External Relevance

• Environmental changes

• Holidays

• Recent events

• Recent Actions



For Example



February 1, 2011







Because real people start
relevant conversations.



What does this mean?

When it comes to email salutation, make it more real by making it 
relevant.

• Have you used their name?

• Have you tried to add any external relevance cues surrounding 
their day or the circumstances?

• Have you tried to add any internal relevance cues?
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• Call to Action
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Let’s look at 
FOUR EXPERIMENTS



Let’s look at 
FOUR EXPERIMENTS

What’s common among the 
winners?



#106
To ThisFrom This

44%
DONATIONS

50% CLICKS



#1029 From This To This

105%
In Clicks

383%
In Donations

5.9%
In Average Gift



#7821 From This To This

106.3%
In Donations

550 words 2,200 words



#391 From This To This

481%
In Clicks

38.1%
Average Gift

NO DIFF
In Donation Rate



Did you notice any 
patterns?



Long(er) emails seem to be #winning…



So how long should my copy be?



How is copy length influencing the 
reader’s decisions?



This is the first of two (2) 
major common 

denominators in each of 
the winning treatments…



First



First …each answers this better:



“If I am your ideal supporter, why 
should I donate to you rather than 

continue my day?”



Because real people give
enough reason for their 

requests.



On an Organization level… (#6346)
CONTROL TREATMENT

26.7%
In Donations



On an Organization level… (#6346)
TREATMENT



All four winners increased emotional impact 
through additional copy that clarified the value 

proposition.



So how long should my 
copy be, then?

QUESTION?



What does this mean?

When it comes to email main content, make sure you have 
enough reason to answer the key value proposition question.

• Do you have enough copy to clearly express the value proposition?

• Do you have enough copy to answer the question: Why do I want (to 
participate) in this? 

• Do you have enough copy to answer the question: Why would I believe this 
would make an impact?
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What was the second major common denominator
in each of these winning treatments?



Second



Second …each provides them this:



Make a 
Donation Now

1



YEAR-END (#583)
CONTROL TREATMENTS A and B

50%
In Donations

91%
In Clicks



MONTHLY APPEAL (#6020)
CONTROL TREATMENT

63%
In Clicks

9%
In Donations*



MONEY BOMB (#5461)

CONTROL TREATMENT

9%
In Donations*

50%
In Clicks



EMAIL ACQ FREE OFFER (#4861)
CONTROL TREATMENT

25.9%
In Emails Added



All clicks are 

NOT
created

EQUAL.



Action-ready readers want to know 

WHERE
your email is leading

BEFORE
they will proceed.



Because real people are 
clear about their intentions 

and requests.



Does the format of the 
call to action matter?

QUESTION

?



(#4980)
CONTROL TREATMENT

78%
In Donations

12.4%
In Clicks



Because real people use 
raw links, not hyperlinked 

phrases or buttons.



What about an 
additional call-to-action 
above-the-fold?

QUESTION

?





Because real people need 
enough information before 

making a real decision.



What does this mean?
When it comes to the email call-to-action, be clear about your request 
and intensions.

• Is the goal of your email campaign to get a donations or is it 
something else? 

• Is your call to action 100% clear?

• Are you presenting your first call to action too early (prior to enough 
information for most people)? 

• Is it in a raw link format?
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From the introduction…(#6487)
Version A Version B

328%
DONATIONS

91%
AVG GIFT



In Detail (#6487)

If you remember from the 
introduction, you can see 
small, key emotive language 
additions that help the reader 
connect emotionally to the 
message and the request.



In Detail (#6487)

In addition, the more personal 
approach directly defines the 
role that the reader can play, 
while the control leaves it up 
for the reader to figure out.



In Detail (#6487)

How could this add up 
to such a monumental 

difference in 
performance?



Because real people are not 
all logic and reason.





We spend so much time learning to 
communicate to the

CONSCIOUS MIND
that we forget to communicate to the 
SUBCONSCIOUS MIND.





“The limbic brain is responsible for all of our feelings, 
such as trust and loyalty. It is also responsible for all 
human behavior and all our decision-making, but it 
has no capacity for language.”

-Simon Sinek
Start With Why



Well, then this explains why 
sometimes…



(#4170)
CONTROL TREATMENT

No Difference



(#6655)
CONTROL TREATMENT

No Difference



(#6272) Version A Version B

80.8%
Donations



What was it about the 
image in this email that 

made a difference?



Winner

For this email audience in-
particular, it was bad enough that 
they felt certain people were 
‘picking on’ someone due to the 
topic at-hand.



Winner

But once they saw the person that 
was being ‘picked on’, the 
stereotype she fit in their mind 
intensified desire to take action, 
DESPITE the fact that the text 
attempted to describe her 
appearance.



What does this mean?
When it comes to adding or adjusting content, make it emotive.

• Have you read your email out loud?

• Does the email make you feel anything? If not, revise it.

• What adjustments can you make so that the reader can sense energy and 
emotion?

• Is it authentic to your sender and organization?

• Is it also aligned with the main message’s value proposition?
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Email Open = Subject Line

Right?



Email Open = Subject Line





You must adjust each element of your 
email envelope to

AUTHENTICATE
the personal approach you are taking.



Version A Version B

99%
In Opens

#2248

Jim DeMint
Make this bold statement
<IMG SRC="cid:my_logo" alt="Logo"> Dear Fellow Conserva

Christie Fogarty
Checking In
Hey there, I wanted to check in to see if you’ll be able to con

Dear Fellow Conservative, with only a few days until the ne 

or



OPTIMIZING THE EMAIL BODY

Conclusion



People will treat purely digital 
experiences like they are 

experiences with real people.



Write your email like it is to a real 
person, from a real person.



How do I apply all of this step-
by-step?



Humanizing your email
1. Choose an email design that mimics what you would send to a friend.

2. Start a salutation with their name and, if possible, a personally relevant introduction. 

3. Before you make a request, make sure there is enough body copy to answer the question why… 
both for the email and for the request.

4. When you make a call-to-action request, be clear about your desire and intentions.

5. Read the email out loud and add/adjust content to account for tone/voice so it sounds like it is 
from a human, and makes you feel something.

6. Ensure that each aspect of your email envelope reflects that it is a real email from a real 
person.



EMAIL FUNDRAISING OPTIMIZATION
FREE ONLINE COURSE



EMAIL FUNDRAISING OPTIMIZATION
FREE ONLINE COURSE

ACTIVATE YOUR FREE COURSE TODAY
nextafter.com/email



What are your

QUESTIONS?


