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Get in the LoopGet in the Loop

Hi, I'm Misty with Aspiration! Here's a few Hi, I'm Misty with Aspiration! Here's a few 
things to keep in mind today things to keep in mind today 
1) This webinar will be recorded and available 1) This webinar will be recorded and available 

2) Chat with Jessica or “raise your hand” to ask 2) Chat with Jessica or “raise your hand” to ask 
questionsquestions

3) Thank you for the pre-webinar feedback! Please 3) Thank you for the pre-webinar feedback! Please 
give feedback to our evolving webinars at the give feedback to our evolving webinars at the 
end of todayend of today



What We Are CoveringWhat We Are Covering

1) Why Use an Email Blaster?1) Why Use an Email Blaster?
– Email CompositionEmail Composition

– Email DesignEmail Design

2) Doing “The Ask” 2) Doing “The Ask” 
– Fundraising AsksFundraising Asks

– Building Your Email ListBuilding Your Email List

– Evaluating EmailEvaluating Email

3) Answer Your Questions 3) Answer Your Questions 



Why Use an Email Blaster?Why Use an Email Blaster?
►  Legitimacy (vs. Spam)Legitimacy (vs. Spam)

 BCCing more than a few BCCing more than a few 
dozen people = Spamdozen people = Spam

• Spam black-lists are Spam black-lists are 
hard to get offhard to get off

• Spam black-lists Spam black-lists 
affect the entire affect the entire 
domaindomain

►  List ManagementList Management
 Automatic subscribe and Automatic subscribe and 

unsubscribeunsubscribe



Why Use an Email Blaster?Why Use an Email Blaster?

►  Professional AppearanceProfessional Appearance
 (Relatively) easy email (Relatively) easy email 

design tools without design tools without 
needing to know HTMLneeding to know HTML

►  AnalyticsAnalytics
 Information about what Information about what 

happened after you sent happened after you sent 
the emailthe email



Which Email Blasting Tool Which Email Blasting Tool 
Should I use?Should I use?

Blasting Service Cost Considerations

Vertical Response

Free for nonprofits. Cost 
staggered starting at 
$8.50/month for 0-500 
emails

Email editor can be 
quirky; Salesforce 
integration

Mail Chimp
Anyone: Free up to 2,000 
list members & 12,000 
emails/month

Beautiful User Interface; 
Sometimes tries to be 
smarter than you

Constant Contact
Cost: Staggered starting 
at $12.75/month for 0-500 
emails

Has highest spam rating; 
Drupal integration

EmailNow 

For Nonprofits: Setup fee: 
$49
Monthly fee: $29.95 for 
20,000 emails

Best value for larger lists



Email Blasting ConsiderationsEmail Blasting Considerations

►  Can take a large amount of time to constructCan take a large amount of time to construct
►  Consistent pace is key Consistent pace is key 
►  1998 HTML knowledge is very helpful1998 HTML knowledge is very helpful
►  Make sure that you have a goal to determine Make sure that you have a goal to determine 

whether your rate of email blasting is worth whether your rate of email blasting is worth 
the effortthe effort



Email CompositionEmail Composition

►  Key premise: you have minimal time to Key premise: you have minimal time to 
engage readerengage reader
 Key message should be stated up frontKey message should be stated up front

►  Think in terms of Subject line and 3 main Think in terms of Subject line and 3 main 
pointspoints
 State the problemState the problem
 State your solutionState your solution
 State ways to get involved State ways to get involved 



Email CompositionEmail Composition
►Design for Clear MessagingDesign for Clear Messaging

 Know what you want your user to learn and doKnow what you want your user to learn and do

 Subject Line is CriticalSubject Line is Critical

►Keep Tone Casual and PersonalKeep Tone Casual and Personal
 Model as “friend talking with a friend”Model as “friend talking with a friend”

►Design for SkimmingDesign for Skimming
 Include a Table of ContentsInclude a Table of Contents

 Information should be easily accessibleInformation should be easily accessible



Sets 
Delivery

Expectations

   Social Media 
Links

Additional
Content

Index of 
Content

Full
Content



Email Design TipsEmail Design Tips

►Simplicity is GoldenSimplicity is Golden
 Max 3-4 colorsMax 3-4 colors

 Use 1 to 2 font stylesUse 1 to 2 font styles

►  REFRAIN FROM ALL CAPSREFRAIN FROM ALL CAPS
►  Use space and headers to break up Use space and headers to break up 

paragraphsparagraphs



Email Design TipsEmail Design Tips

►Graphics and ImagesGraphics and Images
 Make sure images have defined width and heightMake sure images have defined width and height

►Don't rely on images for messageDon't rely on images for message
 Many people don't load imagesMany people don't load images

►Add a meaningful ALT tag to your imageAdd a meaningful ALT tag to your image
   What appears when image doesn't load?What appears when image doesn't load?



Doing “The Ask”Doing “The Ask”

►““The Ask” refers to what action you want The Ask” refers to what action you want 
your recipients to takeyour recipients to take

►Make it easy to see “The Ask”Make it easy to see “The Ask”
 Make The Ask specificMake The Ask specific

 Repeat The Ask several times in different placesRepeat The Ask several times in different places

 Use a sidebar and graphics to highlight The AskUse a sidebar and graphics to highlight The Ask
 Give multiple options and methods for people to take Give multiple options and methods for people to take 

action and participateaction and participate



The Ask
 

in the text 

Ask
Pulled

Out

The Ask
 

repeated 



Action



Doing “The Ask”Doing “The Ask”
►  Make your Fundraising ask Early and OftenMake your Fundraising ask Early and Often
►  Set goals early and give updates to how you Set goals early and give updates to how you 

are achieving those goalsare achieving those goals
 Communicate how $$$ will translate into resultsCommunicate how $$$ will translate into results

 Personalize from “someone”Personalize from “someone”

 Create and emphasize a sense of communityCreate and emphasize a sense of community
• Join UsJoin Us

• Stand in SolidarityStand in Solidarity

• If everyone can give $5.00 we can...If everyone can give $5.00 we can...



We love you and want to move We love you and want to move 
our relationship to the next levelour relationship to the next level



Stand with me, work with me, Stand with me, work with me, 
let's finish what we've startedlet's finish what we've started



Email Design TipsEmail Design Tips

►Graphics and ImagesGraphics and Images
 Make sure images have defined width and heightMake sure images have defined width and height

►Don't rely on images for messageDon't rely on images for message
 Many people don't load imagesMany people don't load images

►Add a meaningful ALT tag to your imageAdd a meaningful ALT tag to your image
   What appears when image doesn't load?What appears when image doesn't load?



Small Donation Ask Small Donation Ask 



Larger Donation AskLarger Donation Ask



Follow Up with DonorsFollow Up with Donors



Delivery FrequencyDelivery Frequency
►Fundraising campaigns can be more frequentFundraising campaigns can be more frequent

 Some campaigns do every day a weekSome campaigns do every day a week

►BUT remove folks who already donatedBUT remove folks who already donated
►General Rule: 3 times a year + special General Rule: 3 times a year + special 

occasionsoccasions
 Piggy back and connect to events/other causesPiggy back and connect to events/other causes

 Try crafting two messages: existing supporters vs Try crafting two messages: existing supporters vs 
otherother



Build Your ListBuild Your List
►Examine ways that you can grow your listExamine ways that you can grow your list

 Are there allies or campaigns with whom you can Are there allies or campaigns with whom you can 
send joint emails or campaign with?send joint emails or campaign with?

►Find ways to get your supporters to forward Find ways to get your supporters to forward 
your email newsletteryour email newsletter

►Have sign up sheets at offline eventsHave sign up sheets at offline events
 Actively consider the sign up process for folks at Actively consider the sign up process for folks at 

events, coming to your website, or seeing your events, coming to your website, or seeing your 
emailemail



Build Your ListBuild Your List



Build Your ListBuild Your List



Build Your ListBuild Your List



Email EvaluationEmail Evaluation
►Determine Metrics for SuccessDetermine Metrics for Success

 ““Look at Online Movie”Look at Online Movie”

 ““Donated Money”Donated Money”

►Look atLook at
 The The trend of open ratestrend of open rates for sent emails for sent emails

 Click throughClick through rates: Did people click? rates: Did people click?

 SubscriptionSubscription rates: Are people signing up? rates: Are people signing up?

 UnsubscriptionUnsubscription rates: Are people leaving? rates: Are people leaving?



SummarySummary

►  Use an email blaster for legitimacyUse an email blaster for legitimacy
►  Email can only help a well-defined  Email can only help a well-defined  

campaign, it campaign, it can't fix a poorly designed onecan't fix a poorly designed one
►  Design for skimming. Less is More.Design for skimming. Less is More.
►  Sending is only the beginning. It's all about Sending is only the beginning. It's all about 

building networks.building networks.



End Of SectionEnd Of Section

►Questions? Questions? 
►Comments?Comments?
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