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Part 3: Storytelling via Email



4-letter words (or there about)

� BLAST

� Monthly

� “Newsletter”

Better Options

� Communications

� Messages

� Appeals



The Junk Drawer Syndrome

Symptoms

� Every department in 
your organization is 
represented

� Printing your email 
requires a ream of paper

� “Our email newsletter is 
informative”

� We email on the first 
Tuesday of every month



The Junk Drawer Syndrome

Diagnostic test

� Which story is most important?

� What should the reader do 
next?

� Who is Sherrie?



The Junk Drawer Syndrome
Cure

� Start thinking in terms of 
campaigns

� Establish a goal for 
each email

� Decide how you will 
measure success

� Open rate/ CTR

� Conversion

� Donations?

� Signers?



Online Fundraising – Cultivating Donors

� Acquire

� Involve

� Convert

� Retain

NPA Donor Development Model



The three-legged stool for any campaign

� The brand/ mission/ story

� Why would someone want to interact with your 
nonprofit above all others? – ask current donors 
and use their answers.

� What will you do with their $50 that you couldn’t 
do without it?

� A goal

� Driving traffic isn’t the right answer

� Measurements tools 

� How will you know if you were successful?



What is your story?

� Not your life story or your organizational history…

� What specific thing do you want to say today?



Thinking in terms of a campaign

�Goal

�Audience

�The email messaging

�How many messages?

�What types of messages?

�Landing/Transaction Page

�Thank You Page

�Thank You email 

Email

list

Landing 
Page

Thank You 
Page –

second ask

Thank 
You 
Email

Submit

Other site 
pages



Livestrong Example

� Presidential Cancer Forum

� 3 emails

� Participate

� Your Voice was Heard

� Thank the candidates



Livestrong Example - Participate

� Date: 8/9/08

� From: Lance Armstrong

� Subject: It’s Time for Answers

� Primary Goal: participation

� Calls to action
� Get your tickets.

� Submit your questions.

� Spread the word.

� Tactics
� Important info in the top line

� Linked text

� Bullets

� Deadline



Livestrong Example - Promote

� Date: 8/24/08

� From: Lance Armstrong

� Subject: Your voice has been heard

� Primary Goal: promotion

� Calls to action
� See Lance on Meet the Press. 

� Watch the Candidates. 

� Spread the word. 

� Download materials



Livestrong Example – Next action

� Date: 9/13/08

� From: Lance Armstrong

� Subject: Cancer will not run 
unopposed in 08

� Primary Goal: next action

� Call to action: Thank the 
Candidates



Heifer – you had me until the thank you page



Email Communications

� 10 things you can ask online supporters to do:
� Sign a petition; 

� Send someone else an e-mail; 

� Go to an event in real life; 

� Buy something to support the cause; 

� Give money; 

� Refer a friend; 

� Send an e-card to a staff member or a child; 

� Watch a video, listen to an interview, read something 
(online or off) to learn more about your issue; 

� Write a story or otherwise contribute relevant content; 

� Call someone on the phone to express an opinion.



The bullet points

�Communicate and develop community online

�Every email must have a primary goal

�Always be able to answer the donor question:

�What can you do with my gift that you couldn’t do 
without it? 

�Remember that email is about the reader

�Reading online is harder

�Did you include bullets and text links

�Are the images you use relevant and linked?



The bullet points

� It’s about the psychology – not the technology

�Think about your readers first

�Use engaging subject line

�Create clear goal and call to action

�Point the reader to the next action using graphics, 
bullets and text links

�Seal the deal with the landing page

�Take advantage of their undivided attention on the 
thank you page and in the thank you email



Questions?

Questions?



Thank You!

Heather Fignar
heather@npadvisors.com

1-978-210-8299

/

Your time is valuable. I hope you gained something from this webinar.

At npadvisors, we want to help nonprofits succeed online. We work 
with organizations to help them raise more money and friends online. 

Give us a call if you have questions, comments, or think you need 
help in the areas of:

•Email  communications
•Integrated campaign development
•Internet strategic planning


