
Designing an 

Email Campaign

Presented By 



Rules



Direct Mail 

vs.

Email



Campaign Vs.

Random Email



Your Email Base is Not
Someone Else’s Email 

Base

Reaction Can Be Different



Email Components
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Provide a 
Clear 

Solicitation 
Amount for 
Entry Level 

and Impulse/  
Reactionary 

Gifting

Develop a 
Message that 

is Clear, 
Concise, and 

Specific

Incorporate 
the 

Organization 
Thinking, 

Themes, and 
Branding

Tie in Overall 
Campaign –

Story

Segmentation 
at Variable 

Ways



Email List 

Acquisition
• Organization Website

• Volunteer 
Opportunity

• Donation

• Social Media

• Acquisition Campaign

• Advocacy Campaign

• Newsletter Signup

How did I 

get on 

your list?



Steps



Tie in Overall Campaign
What is the current strategy for the 

campaign and how are you going to raise 
money – the different vehicles:

1. Direct Mail

2. Social Media

3. Email

What is the Story We Want to Share

Email needs a compelling opening, 
story line, and reason to take 

action. 

Coincides with Story of Overall Need
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Develop a Message that 
is Clear, Concise, and 

Specific
The message should be clear and 
concise for email in order to solicit 

online.  

•Impact

•Ask Amount

•Opportunity

•Donor 
Relationship
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Provide a Clear 

Solicitation Amount for 

Entry Level and Impulse/  

Reactionary Gifting

The amount is entry level 

and also provides a clear 

opportunity for those 

already gifting to react 

positively.

How much do you need to 

raise?
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Create Story Line - Incorporates 

Overall Thinking, Themes, and 

Brand
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Banner Header- Donors Make a 
Difference- Now We Need You

Content Story Line

Copy

Donation Links

Weblinks

Solicitation 
Message – Call to 

Action

Pics

Donate Button

Donor Testimonial Video
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Segmentation
The email campaign concept will 

have many email/channel 

solicitations containing varying 

messages based on the individual’s 

past response.  The following email 

examples will be sent by segmented 

responses:

• Non Donors – House List

• Lapsed Donors – Within the 

Last Year

• Non Donors – Earned Revenue 

and Gala/Ticket Purchaser

• Existing Donors

• Social Media – Online Channel



Email Sends

Ask Amounts

Why Segmentation?

Segmentation of the emails will 

enable you to track performance, 

response, and react accordingly 

to future resends/solicitations.
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Email

Non 
Donors
(House 

List)

Lapsed
Donors

(One Year)

Non Donors
Gala

Attendance

Existing 
Donors

Social Media

Email Send 3, 
October 1, 2010

$20
Previous 
Gifting 

Amount
$10

Previous
Amount + 

10%
$10

Email Send 2 
October, 8 2010

$25
Previous 
Gifting

Amount
$10

Previous 
Amount + 

10%
$20



Website Changes
Your website should contain 

information about the email 

campaign – including a specific 

landing page, the impact of the 

gifts, and also the overarching 

need from the campaign.    

Additional Opportunities

Webinar Session 

Submit Ideas

Voting

Donor Benefits
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16

StewardshipSolicitation 
Cultivation 

Step 4
Cultivation 

Step 3
Cultivation 

Step 2
Cultivation 

Step 1
Acquisition

Site Visitor Joins 
Community

Receives Email 1 
Call to Action

Engages in Call to 
Action 1

Receives Call to 
Action 2

Receives Donor 
Information Email 

1

Receives Call to 
Action 3 

Solicitation

Stewardship 
Email/Call – Gift 

Impact 1

Stewardship 
Email/Call - Gift 

Impact 2

No Response
Receives Alt. Call 

to Action 1

Receives Donor 
Information Email 

2

Receives Call to 
Action 4 

Solicitation

Stewardship 
Email/Call – Gift 

Impact 1

Stewardship 
Email/Call - Gift 

Impact 2

Receives Email 2 
Call to Action

Engages in Call to 
Action 2

Receives Call to 
Action 3

Receives Donor 
Information Email 

1

Receives Call to 
Action 4 

Solicitation

Stewardship 
Email/Call – Gift 

Impact 1

Stewardship 
Email/Call - Gift 

Impact 2

No Response
Receives Alternate 

Email 3 Call to 
Action

Receives Donor 
Information Email 

2

Receives Call to 
Action 4 

Solicitation

Stewardship 
Email/Call – Gift 

Impact 1

Stewardship 
Email/Call - Gift 

Impact 2

Engagement Map: Acquisition to Donation
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Key Indicators/Opps.

Opens/Clicks

Forwards

Gifts

Opt Outs



Email 

Send 1



Email 

Send 2



Email 

Send 3



Closing Thoughts

• Everyone is Different

• Be Specific and Clear

• Opportunities for Success Exist 

– Takes Some Changes and 

Culture Change

Derrick Feldmann

dfeldmann@achieveguidance.com


