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welcome



Agenda
Check In
A few facts
Subject headings
How to write a good email
MailChimp
Other tools
Thank You Email
Project Reports



seconds

The amount of time most 

donors review a page before 

deciding whether to donate.  
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75%

non profits worldwide send regular email updates 

to donors and supporters



56% of individuals who respond to a nonprofit call-to-action were 

motivated by compelling storytelling



1/3
of nonprofit online 

revenue 

is generated 

through email



48%
Of emails are now open on 

mobile devises



How many emails do you get a day?

How many do you actually open?



A C T I V I T Y

T H E  S U B J E C T  L I N E



Non profits have an open email 

rate of 25%

And of those only 3% go onto click the link



How to increase your open rate

‘Donate’ decreased open rate by 29.2% 
‘Donate’ decreased CTR by 80%
‘You’ decreased open rate by 5%
‘Quick’ decreased open rate by 17%
‘Newsletter’ decreased open rate by 
19%
‘Meeting’ decreased open rate by 7%
‘Help’ ‘Fundraise’ ‘Charity’ decreased 
open rate
‘Sign up’ and ‘Last chance’ decreased 
open rate
‘Monthly’ decreased open rate

‘Free’ increased open rate by 10%
‘Alert’ increased open rate by 62% 
‘New’ ‘Video’ ‘Tomorrow’ ‘Daily’ 
‘Weekly’ ‘Breaking’ ‘Urgent’ increased 
open rate
‘Thank You’ ‘How to …’ increased open 
rate
Urgency, Exclusivity and Personalisation 
increased open rate by 22%
30 or fewer characters increased open 
rate



A: Don’t miss this 

Christmas gift

C: Introducing our new 

campaign

B: Help fundraise 

for our charity

D: Have you 

thought of 

donating to our 

campaign?

Which would you open?



1: Last chance!

3: Donate to our 

crowdfunding campaign

2: Where will you 

be at 2pm John?

4: Today only: 

take a sneak peak

Which would you open?



A C T I V I T Y

You want to introduce your crowdfunding campaign

Or

You want people to donate

Write me a subject title



A C T I V I T Y

T H E  A C T U A L  E M A I L



1: People don’t really read news



2: Humanize + show me what it means to me



3: Make it shorter + use big images



4: Feature one person making eye contact



5: Make it clever – unexpected - humorous



6: Include a CLEAR call-to-action



Best practice according to research

1. Increase a donor’s emotional proximity; 
connect them to ONE person (animal or object)

2. Tell a compelling story about that ONE person
3. Donors will give if they feel it will bring them 

closer to people in their network
4. People give more when it’s easy
5. Not all donors are the same 



Good vs Bad Language

Repetitive
Institutional
Jargon
Long-winded
Impersonal
Blanketed
Spam
Desperate
Formal

Varied
Interesting
Informal
Positive
Concise
Targeted
Short



A C T I V I T Y

a) What changes would you now make

b) Are you already using some of these ideas

c) Do you currently review your metrics

What do your current emails look like



A C T I V I T Y

M A I L C H I M P



A C T I V I T Y

Do you already use MailChimp?

Yes/No?



• Professionalize your email content.

• Create emails that are mobile-friendly.

• Harness analytics (e.g. open and click rates) to determine the 

success of email sent.

• Capture bounces and unsubscribes with ease.

• Conduct A/B testing to learn from every campaign.

Use MailChimp to:

Need to learn MailChimp? Use Youtube videos/their help pages or ask in the Facebook Group



We tested two Girl Effect emails: 

one story, one video



How do we know what “works”?

We look at these metrics:
QUESTION METRIC TOOLS

How good is the subject line? Open rates MailChimp, 

Does the email content make people want 

to do more?

Click rates MailChimp, 

Bit.ly

Does the email (and project page) make 

people want to give?

Conversion 

(donation) rates 

MailChimp, 

GG dashboard 

Is the message consistent with the 

mission?

Qualitative feedback conversations



How did they do? 

Metric Story Version Video Version

Open rate 17.5% 17.9%

Click rate 1.34% 2.58%

Conversion (donation) rate .06% .11%

Conversion (donation) amount $3,284 $9,478



A C T I V I T Y

O T H E R  T O O L S



GlobalGiving Donation Manager



Bit.ly Link Tracker (Click Rates)



Wait Jess, what is bit.ly

• Bit.ly converts your long URL 

(https://www.globalgiving.co.uk/projects/hurricane-matthew-relief-fund/) 

into a short version (http://bit.ly/2d52psv) – perfect for social media!

Best practise:

1) Hyperlink a word – click here.

2) Bit.ly – click here: http://bit.ly/2d52psv

3) Long URL – click here: 

https://www.globalgiving.co.uk/projects/hurricane-matthew-relief-fund/
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http://bit.ly/2d52psv


A C T I V I T Y

T H A N K S  Y O U  E M A I L S



Thank You Emails

• GGUK sends automatic thank you 

email to every donor

• You can and should send personalised

thank you emails to all donors

• Create a template – add your logo

• Make the donor feel good

• Show the impact of their donation

• Research if they have donated before

• Offer ways to stay involved –

newsletter, volunteer, recurring donation

• Be creative!
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A C T I V I T Y

P R O J E C T  R E P O R T S



Project Reports

• Project reports are required every 3 

months

• Emailed to all project donors & posted 

on project page

• Project reports (2-3 paragraphs):

Close-up, high-res photos

Beneficiary stories

Progress of your project and 

accomplishments

Hardships you have 

faced/overcome

Impact stats, specific to your project

Call to action

• Rating 1 (poor) to 5 (excellent)
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Question/emotional 

connection

Beneficiary 

story

Impact, 

personal 

voice

RED

International Photo shows the project 

(water wheels) in action



Great way to start a 

project report

Makes the donor feel 

good that their money 

really went to 

something amazing

Accomplishment 

and achievement, 

thanks to the 

donors help

Snehalaya
Great photo, positive, 

colourful, full of 

celebration





How to connect with your audience

Email/letter

• Send before, during and after Challenge

• Use links in your email signature

• Website/News/Blog

• Add button images & widget

• Post regular news/update links

Events

• Meet and talk, ask questions, engage

• Provide offline ways to give

Social Media

• Update Facebook, Twitter with links

• Change cover page include ‘donate now’

• Post about progress, news, stories

Telephone Calls and Texts/SMS

• Call and update

• Tell them how they can help in campaign

• Follow up with email including the link

• ALWAYS DIRECT PEOPLE SO THEY 

DON’T GET LOST



• Prepare now – templates, different calls to action, timetable, 

stories & pics 

• Build momentum by counting down until the launch date 

through email 

• Launch the campaign the day before and then on first day 

• Send updates (thank you/reminders)

• Ask your friends to email their contacts too (network!)

• Announce your progress (e.g. we raised £1,000 so far) 

• Thank all your supporters (make them feel appreciated) 

Planning Your Email Campaign 



Need help during the Challenge
We’re here to help!

Email:  UKPROJECTHELP@GLOBALGIVING.CO.UK

Call:  44 2072428079

Post your questions or share on 
our Winter Challenge Facebook 
Group



Questions?



thank you
@GlobalGivingUK


