
STOP SENDING EMAIL AND START 

RUNNING EMAIL CAMPAIGNS  
PART TWO - EMAIL CAMPAIGN DESIGN & CONTENT



INTROS 

Who are these Firefly Folks?

Jen Frazier 

President   
Maureen Wallbeoff

Vice President   



FIRST SESSION RECAP

� Does your issue require a blast or a campaign?

� Campaign Flavors

� Campaign Building Blocks (Website,  Messages, 

Online Advocacy & Fundraising, Social Networks)

� Making A Plan



USER FLOW

WEBSITE

FACEBOOK

EMAIL 1

EMAIL 2

EMAIL 3

INFO PAGE

DONATION FORM

THANK YOU PAGE AUTORESPONDER



WHEN TO BRAND

� New, distinct campaign

� Separately branded event

� New icons/logos used – anniversary, newly 

launched program, etc.

� Want/need visual break from rest of site



BRANDING EXAMPLES

Home page, donation form, 

email stationery

Who’s 

Doing it 

Right 
American 

Technion 

Society



BRANDING EXAMPLES

Who’s 

Doing it 

Right 
US Fund for 

UNICEF’s TAP 

Project

Microsite, all sign up and 

donation forms, email



BRANDING EXAMPLES

Who’s 

Doing it 

Right 
ACLU Illinois

Microsite, registration forms, 

graphics for main site



BRANDING EXAMPLES

Who’s 

Doing it 

Right 
Al Franken

Autoresponders can be 

more than plain emails



WRITING CONTENT

� Who Should Write?

� Reading Level – It’s Important!

� Tone and Urgency

� An Image IS Worth A Thousand Words

� Buttons or Text Links?



AVOID THESE DEADLY 

SINS

� Too Many Calls To Action

� Buttons or Links that Don’t Work

� Typos

� Too Much Content Jammed Into A Single 

Message

� Bad Formatting



PAY MOST ATTENTION 

TO…

� Subject Line

� Sender’s Name

� Your Call To Action (Three Times)

� Short, Skimmable Paragraphs

� Bulleted Lists

� Signature 



MESSAGE EXAMPLES

Who’s 

Doing it 

Right 
National 

Coalition For 

Cancer 

Survivorship



MESSAGE EXAMPLES

Who’s 

Doing it 

Right 
Missouri 

Coalition For 

Lifesaving Cures



DONATION FORMS

What makes a good donation form?

� Donation levels to correspond to your list’s 

donation history

� Clearly branded to your org and your campaign

� Few fields – keep the process short, simple and 

streamlined 



DONATION FORMS

Who’s 

Doing it 

Right 
Seattle’s Union 

Gospel Mission



ADVOCACY FORMS

What makes a good action alert?

� Clear call to action in short description at top

� Easy to see what action will achieve

� Can understand letter to decision maker

� Few fields for participant to fill out



ADVOCACY FORMS

Who’s 

Doing it 

Right 
Sierra Club



SOCIAL NETWORKING

http://en.wikipedia.org/wiki/List_of_social_network

ing_websites



SOCIAL NETWORKING



SOCIAL NETWORKING

� Links should be prominently placed & immediately eye 
catching 

� Use banner ads, awareness ribbons and badges 

� Use capitalization, spacing, special characters 

� Provide updates to your members

� Build your profile to expand your campaign

� The more people you get into a profile, the more 
opportunity to engage them later 



SOCIAL NETWORKING

Who’s 

Doing it 

Right 
Children’s 

Defense Fund



SOCIAL NETWORKING

Who’s 

Doing it 

Right 

Doctors 

Without 

Borders



CROSS PROMOTION

� Direct marketing pieces

� Offline events

� Phone banks

� Tabling

� Blog / Twitter / Facebook

� Print newsletter

� Any place you touch the public – promote it!



Q & A



GETTING HELP FROM 

FIREFLY

� We’re fast, fun and affordable

� Typically available on short notice

� Visit our site: www.fireflypartners.com

� Email Jen: jen@fireflypartners.com

� Email Maureen: maureen@fireflypartners.com



COMING UP NEXT 

WEEK…

Data, Reporting and Final Q & A

� WHERE do you look for online tools?

� WHAT are the Key Measures of Success?

� HOW to report back inside and outside your 

organization?

� WHAT does it take to get this going in your 

organization?




