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Agenda

• Email Marketing 101: 
– Survey of the What, Why, and How of 

“broadcast” email
• Discuss Best Practices, Case Studies.
• Provide resources.
• Time for questions and discussion.
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Uses of Email Communications

• Staying in contact (cultivation) 
• Engagement (advocacy, activism)
• Fundraising (email appeal)
• Urgent appeal (for action or funds)
• Service delivery (news, listings)
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The Gilbert Email Manifesto

• E-mail is more important than a web site.

• Resources spent on e-mail strategies are 
more valuable than the same resources spent 
on the web. 

• E-mail combines personal communication, 
immediacy, rapid response, and scale.

• People treat e-mail messages as To Do 
items.

http://news.gilbert.org/features/featureReader$3608

http://news.gilbert.org/features/featureReader$3608
http://news.gilbert.org/features/featureReader$3608
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Nielsen-Norman Survey

– “E-newsletters that are informative, 
convenient, and timely are often preferred 
over other media.”

– “Email newsletters are so powerful that the 
best of them have a future” (despite spam and 
information overload).

– From a study participant: “Bottom line, I’d 
rather (get information) in an email newsletter 
than in regular mail.”

Jakob Nielsen (study of email newsletter usability):

http://www.useit.com/alertbox/20040217.html



Using Email for Marketing and Fundraising
Michael Stein & Robert Weiner

5

Collect Email Addresses Constantly

• Ask for email addresses in 
all communications.

– Direct Mail

– During phonathons

– On surveys

– And on your website.
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Get Permission

• Businesses generally use double opt-in.
• Higher education & nonprofits still tend to use opt-

out.
• If you use opt-out, first email (and all subsequent) 

should offer it.
• Develop and post a privacy policy.

– DMA Privacy Policy Generator www.the-dma.org/privacy/creating.shtml

– Customer Respect Group privacy policy guidelines: 
www.customerrespect.com/default.asp?hdnFilename=research_bp_privacypays.htm

• Bottom line: make sure your audience wants to hear 
from you by email.

http://www.the-dma.org/privacy/creating.shtml
http://www.customerrespect.com/default.asp?hdnFilename=research_bp_privacypays.htm
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I’m a Real Publication Now

Treat it like any publication or appeal:
• Develop a publication/appeal schedule.

• Mail regularly (so recipients remember that they 

subscribed) but not too often. 

• Set realistic goals.

• Be prepared to deal with responses.
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Give The People What They Want

January 15 , 2004February 13, 2004

• Message 
format

• Content

• Frequency 
of contact

Contact Us l Unsubscribe l Request a Text-only Version 
Privacy Policy 

mailto:alumni@uclalumni.net
mailto:alumni@uclalumni.net
mailto:ConnectAtUCLA@support.ucla.edu&SUBJECT=REMOVE
mailto:ConnectAtUCLA@support.ucla.edu&SUBJECT=Request a text only version
http://www.uclalumni.net/About/Privacy?email=D9IG
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Make it Easy

Make it easy to:
• Subscribe

• Learn more

• Give

• Unsubscribe

• Reach a human.

Subscribing, unsubscribing, 

and dealing with bounces 

should be automated!
We invite your feedback. Email the editor at 
dschack@ucsc.edu. 

To unsubscribe from the eSlug Bulletin mailing list, email 
us at alumni@ucsc.edu

The UCSC Alumni Association - 1156 High St. -
Santa Cruz, CA 95064 - (800) 933-SLUG -

alumni@ucsc.edu

mailto:dschack@ucsc.edu
mailto:alumni@cats.ucsc.edu
mailto:alumni@cats.ucsc.edu
mailto:alumni@ucsc.edu
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Get Personal
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Measuring email 
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Track Results

Total Response Avg
Appeal Net Sent # of Donations Donations Rate Gift

Undergraduate AF Solicitation 11758 184 18,124 1.6% 98.50         
Law AF Solicitation 8847 23 5,990 0.3% 260.43        
Medical AF Solicitation 1998 2 200 0.1% 100.00        
Class of 1999 AF Solicitation 1068 41 2,254 3.8% 54.98         
Class of 1997 AF Solicitation 931 31 1,652 3.3% 53.29         
Class of 1993 AF Solicitation 864 16 1,145 1.9% 71.56         
Class of 1995 AF Solicitation 603 18 1,615 3.0% 89.72         
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Neither Rain nor Snow nor AOL

• Use a consistent and/or easily recognizable Sender name 

– preferably a real person.

• Don’t personalize the Subject, but do mention your 

institution.

• Don’t overdo HTML or graphics.
• Test appeals with spam filters (www.lyris.com/contentchecker/, 

http://spamcheck.sitesell.com/, www.spamassassin.org) & accounts on AOL, 
Earthlink, Yahoo, etc.

• Avoid spam “trigger words” www.businessknowhow.com/internet/spamwords.htm

http://www.lyris.com/contentchecker/
http://spamcheck.sitesell.com/
http://www.spamassassin.org/
http://www.businessknowhow.com/internet/spamwords.htm
http://www.businessknowhow.com/internet/spamwords.htm
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Good, Better, Best

Test, Analyze, Fine Tune
• Subject line

• Sender

• Frequency

• Message

• Segmentation

• Format.
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Evaluating email vendors & software

(Not systems: Microsoft Outlook, Eudora, Yahoo! 

Mail, AOL address book, etc.)

Free: Topica, Yahoo Groups

Single solutions: Cooler, Groundspring, iMakeNews, 

Microsoft bCentral, MailerMailer, NPOGroups, 

Sparklist.com, Topica Email Publisher, Roving, etc.

Integrated solutions: GetActive, Convio, Blackbaud, 

Kintera, CitySoft, etc.
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Case Study: Earthjustice

Earthjustice: A nonprofit law firm for the environment, 
representing—without charge—hundreds of citizen and 
conservation groups throughout the country.

• online cultivation program since 2001
• monthly e-newsletter, online fundraising appeals, online Supporter 

Center, online action alerts, e-cards, memos 
• integrated approach to communicating online with donors and 

prospects
• in 2004, earthjustice.org averaged 47,000 visits and 220,000 page 

views per month
• 120,000 active donors, of which 30,000 receive e-Brief
• 65,000 e-mail addresses on GetActive list of which 34,000 are 

online activists and 44,000 e-Brief recipients
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Case Study: Earthjustice
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Case Study: Earthjustice
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Case Study: Earthjustice

November 11, 
2004 (part of list-
building 
campaign)
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Case Study: Earthjustice

2004 Roadless 
Appeal

Integrated with action 
alert/list-building 
campaign.  Overall, 
roughly 21,000 
comments to Forest 
Service generated 
through GetActive.

• $9,182 raised

• 174 gifts

• $52 average gift



Using Email for Marketing and Fundraising
Michael Stein & Robert Weiner

21

Case Study: Earthjustice

2004 Year-End 
Appeal

• $33,340 raised

• 307 gifts

• $108 average gift



Using Email for Marketing and Fundraising
Michael Stein & Robert Weiner

22

Case Study: Earthjustice

2003 Matching 
Gift Campaign 
Appeal

• $32,663 raised

• 480 gifts

• $68 average gift
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Case Study: Little Kids Rock

• Little Kids Rock (LKR) works to inspire children to express 

themselves through music, building creativity, confidence, and self-

esteem.  LKR provides instruments and trains public school 

teachers to offer free music classes to kids.

• Annual budget: $150,000, 3 FTE staff

• Technology vendors: 

– SalesForce.com for database

– Groundspring.org for online gift processing

– VerticalResponse for email messaging
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Case Study: Little Kids Rock

• Size of their email list: Under 5,000; approximately 66% receive
regular email communications

• 20% of individual donations come online

• Benefit event on March 23, 2005 ($100 per ticket)
• Series of emails

– 2 months before: Save the date
– Feb 15 e-newsletter: top story was benefit event
– 1 month before: event invitation mailed and emailed
– 1 week before: reminder email
– 1 day before: blast to people that are coming

• 75% of tickets were bought online
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Case Study: Little Kids Rock
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Email 
invitation 
that went 
out one 
week before 
March 
fundraising 
event

Online 
event 
registration
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Case Study: Little Kids Rock
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Case Study: Little Kids Rock
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More from Jakob Nielsen

• The good news: most participants can distinguish between 
spam and legitimate email.

• The bad news: spam has made people less patient when 
reading email.

• Only 11% of participants read e-newsletters thoroughly.  57% 
skim them.

• Newsletters must be current and timely.  However, people will 
continue to subscribe to newsletters that are periodically 
relevant. 

• Most frequent advice: “Keep it brief.”  
• Most frequent complaint: newsletters that arrived too 

frequently.
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Resources

Alder Consulting - E-Newsletter Tools on a Shoestring:
www.alderconsulting.com/enews.html

Allison, Rachel: Testing e-mail without testing your sanity
http://www.malwarwick.com/newsletter/success0403.html#testing

dotorgEssentials: Best Practice for Email Campaigns:
http://www.dotorgessentials.net/browse_issues.php?switch=1&dir=20040116

DotOrg Media – Electronic Mailing Lists - Resource List
www.dotorgmedia.org/Publications/Publications.cfm?ID=76&c=18

Groundspring.org: Online Fundraising Handbook (chapter 3 discusses email 
newsletters): www.groundspring.org/learningcenter/handbook.cfm

NP Advisors: Guidelines for Preparing E-mail Copy:
www.npadvisors.com/NewContent/100244.asp

Stoner, Michael: Creating Effective Email Campaigns:
http://www.mstonerblog.com/archives.php?id=A2004081

More resources are at: www.rlweiner.com/resources.html

http://www.alderconsulting.com/enews.html
http://www.alderconsulting.com/enews.html
http://www.malwarwick.com/newsletter/success0403.html
http://www.dotorgessentials.net/browse_issues.php?switch=1&dir=20040116
http://www.dotorgmedia.org/Publications/Publications.cfm?ID=76&c=18
http://www.groundspring.org/learningcenter/handbook.cfm
http://www.npadvisors.com/NewContent/100244.asp
http://www.mstonerblog.com/archives.php?id=A2004081
http://www.rlweiner.com/resources.html
http://www.rlweiner.com/resources.html
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