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The Basics of Marketing & Fundraising Email

Terminology and Tips for Nonprofit Email with a Focus on
Best Practices for Fundraising



a3 First Impressions

La Primary 22  Social % Promotions €
Covenant House Our prayers are answered! - We have a Million Dollar Match challenge!
[ [ [

e From Name e The Subject Line e Pre-Text
Consider varying the from e Thisisyour first impression, so o Consider the relationship
name periodically (e.g. name of don't leave it to the last minute between subject lines and
the organization, name of the  Trytobe short and sweet pre-text; customized pre-text
CEQ, etq). can improve open rates.

e Don't be misleading

e Testsubjectlines, and try a few of
the following styles to see what
resonates with your audience:

o Beatease (intrigue the recipient
into opening your email)

o Beurgent (try all caps or words
suggesting emergency, like
‘CODE BLUE ALERT:
Record-breaking cold”)

o Bepersonal (include the person’s
name or attention-grabbing
trigger words like “you” in the
subject line)
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Content

"ol Pe Serwte e rwed S Yoy e

Your signature could save thousands of children from being sold into
sexual slavery.

Last year, you joined us in urging Congress to pass legislation to fight human
trafficking. Unfortunately, the proposed bills died in the Senate at the close of
the last legislative cycle — but now a package of 13 anti-trafficking bills is up
for a vote this year.

Please help Covenant House get this critical legislation passed right away.
Add your name to our petition now.

Passing not just 1 but 73 bills will have a monumental impact in our fight
against sex trafficking. We can't let Congress sit on this legislation a
moment more.

This could be our last chance to get stronger laws on the books to protect
America's children from exploitation.

e Emailsarereadinahurry, so remember they should be easy to scan (don’t write a novel)
e Paragraphs should be short:

o Onetothree sentences at most

o Each sentence should have fewer than 150 characters (including spaces)

e Don't putimportant text in image form (you want people to be able to read your email and get it even if
they don’'t download the images)
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 Content

I 59
i “;.{: @ Help a homebound elderly neighbor |

&% ] J like Perla this winter \
! 3 give now
1 '
| Dear %%FIRST NAME%%, =
Lifi
j’ | For New Yorkers like Perla, a little compassion goes a long way... especially I
¢ during the holidays. R

Perla was born in Poland, but New York City has been her home since 1929 — the |
year her family fled Europe. They were lucky to escape. Tragically, their entire | r
extended family died in the Holocaust. | |

When she met Murray, it was love at first sight. They married and raised their son
in Queens, where Perla taught music and volunteered at a local meal center, Now,
at 86 years old, she needs help from caring neighbors like you.

Your neighbors are
counting on you.

Help frail aged New Yorkers like
Callout Box [[) Perla get the nourishment they
need this holiday.

Though she is grateful for a full life, Perla is lonely. Sadly, Murray and all of her
siblings are gone. Though her son calls often, he doesn't get to visit much.

A few years back, Perla fell and broke both wrists, making even small tasks
impossible. She also suffers from congestive heart failure and an inner ear diserder
that affects her hearing and balance.

Perla relies on Citymeals... and you. Please make a special gift today to help
our homebound eldarly neighbors get the nourishment and companionshi

they need this holiday season.

Let's make sure every New Yorker has something to smile about this winter.
Thank you,

Beth Shapiro
Executive Director

® P.S. After giving so much to our wonderful city, New Yorkers like Perla deserve the
very best. Your holiday gift today will help us bring nutritious meals and
companionship to so many frail aged neighbors... and at this time of year, they

need our help now more than ever.

e Header & Callout e The PS.

e Usastrong, simple header—and for long e Ifyou're writing a longer or more formal email,
emails, break up content with relevant callouts don't forget the PS. Users often scroll through
and graphics your copy and may only hone in on the bottom—so

« Consider the relationship between the copy and it's advantageous to recap your call to action here
the design (think about your email holistically; it's with a text link and/or button.

more than just the words— how will it work with
your design?)
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Content

Yet another cold snap is descending on the Northeast this weekend... and it
could bring the coldest temperatures we've seen in years.

The streets won't just be dangerous in the next few days — they will be deadly.

It's absolutely crucial we bring every single homeless kid into our shelters
before temperatures plummet on Saturday night.

Our Outreach Teams will be combing the streets all weekend to save
children from the cold... and opportunistic predators. Will you help out by
making an emergency donation, Carrie?

Even if we're so crowded that we have to create makeshift beds out of
blankets, we'll keep our doors open — because the street should never be a
child's home... especially during the worst cold snap in decades.

Please make a life-saving gift now and help us be ready with warm clothing,
hot meals, and safe shelter for kids who have nowhere else to go. ft's a matter

of life and death.
DONATE NOW

e Include aclear call to action that sums up the purpose of the email

e Reinforce and repeat the call to action in multiple places in the message (text links, button links, callouts)
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(= Anatomy of an Emai

1

[ }

Help a homebound elderly neighbor
like Perla this winter A

Call to Action (button)

Salutation

Call to Action (text link) ()

Callout Box )

Call to Action (button)

@ Dear %%FIRST NAME%%,

For New Yorkers like Perla, a little compassion goes a long way... aspecially I
during the holidays. I

Perla was bomn in Poland, but New York City has been her home since 1928 — the |
year her family fled Europe. They were lucky to escape. Tragically, their entire | r
extended family died in the Holocaust.

When she met Murray, it was love at first sight. They married and raised their son
in Queens, where Perla taught music and volunteered at a local meal center. Now,
at 86 years old, she needs help from caring neighbors like you.

Your neighbors are
counting on you.

Help frail aged New Yorkers like
Peria get the nourishment they
need this holiday.

O # give now

Call to Action (text link) ()
| se

Call to Action (button) )

Though she is grateful for a full life, Perla is lonely. Sadly, Murray and all of her
siblings are gone. Though her son calls often, he doesn’t get to visit much.

A few years back, Perla fell and broke both wrists, making even small tasks
impossible. She also suffers from congestive heart failure and an inner ear disorder
that affects her hearing and balance.

Perla relies on Citymeals... and you. Please make a special gift today to help
our homebound elderly neighbors get the nourishment and companionshi

they need this holiday season.

Let's make sure every New Yorker has something to smile about this winter.

B Shapn—
Thank you,

Beth Shapiro
Executive Director

P.S. After giving so much to our wonderful city, New Yorkers like Perla deserve the
very best. Your holiday gift today will help us bring nutritious meals and
companionship to so many frail aged neighbors... and at this time of year, they
need our help now more than ever.

- give now
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& About Us

direct mail online integrated

Since 1977, Sanky, Inc. has helped nonprofit organizations improve the world through strategic
fundraising, marketing and communications.

Above all, our goal is furthering the mission of our clients, who are doing amazing work across the
globe—whether it's helping homeless children or protecting civil rights.

One of the ways we do this is by executing effective email campaigns from start to finish. We're
experts in all phases—from content creation and development to seamless delivery across platforms
ranging from Luminate Online to Campaign Monitor.

Over the years, we have worked with more than 130 organizations, created thousands of online and
direct mail fundraising campaigns, reached millions of people, raised tens of millions of dollars for
worthy causes and earned numerous awards from organizations like the Direct Marketing
Fundraisers Association and Web Marketing Association.

© 2015 Sanky Communications, Inc. | 599 Eleventh Avenue, 6th Floor, New York, NY 10036
212 868 4300 | sankyinc.com | info@sanky.com



