
The Basics of Marketing & Fundraising Email

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

From Name The Subject Line Pre-Text
Consider varying the from 

name periodically (e.g. name of 

the organization, name of the 

CEO, etc).

•	 This is your first impression, so  

don’t leave it to the last minute

•	 Try to be short and sweet

•	 Don’t be misleading

•	 Test subject lines, and try a few of 

the following styles to see what  

resonates with your audience:

o	 Be a tease (intrigue the recipient 

into opening your email)

o	 Be urgent (try all caps or words 

suggesting emergency, like 

“CODE BLUE ALERT:  

Record-breaking cold”)

o	 Be personal  (include the person’s 

name or attention-grabbing  

trigger words like “you” in the 

subject line)

From Name Subject Line Pre-Text

•	 Consider the relationship  

between subject lines and  

pre-text; customized pre-text 

can improve open rates.
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•	 Emails are read in a hurry, so remember they should be easy to scan (don’t write a novel)

•	 Paragraphs should be short:

o	 One to three sentences at most

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

•	 Don’t put important 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)

Content

The Body

The Body
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Content

Header & Callout The P.S.
•	 Us a strong, simple header—and for long  

emails, break up content with relevant callouts 

and graphics

•	 Consider the relationship between the copy and 

the design (think about your email holistically; it’s 

more than just the words— how will it work with 

your design?)

•	 If you’re writing a longer or more formal email, 

don’t forget the P.S. Users often scroll through 

your copy and may only hone in on the bottom—so 

it’s advantageous to recap your call to action here 

with a text link and/or button. 

Header

Callout Box

The P.S.
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Content

The Call to Action
•	 Include a clear call to action that sums up the purpose of the email

•	 Reinforce and repeat the call to action in multiple places in the message (text links, button links, callouts)

Call to Action (button)

Call to Action (text link)

Call to Action (text link)
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Call to Action (button)

Call to Action (button)

Call to Action (button)

Signer

Salutation

Callout Box

Call to Action (text link)

Call to Action (text link)

Anatomy of an Email
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About Us

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. 

direct mail online integrated

we help you 
make our world 

better
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