
The Best and Worst of 
Nonprofit Newsletters

And how to write emails that stand out from 
the rest!



I’m glad you’re here! 

Add your answer to the chat: who 
has sent out a nonprofit 

newsletter in the last 6 weeks?

Drop your “subscribe” link in the chat!



Hi, I’m Patty!





A few quick notes:
YES you will get a copy of the slides.

YES I'm happy to meet with you 
one-on-one to go over your newsletters.

www.the-purpose-collective.com/free-office-hours 

https://www.the-purpose-collective.com/free-office-hours


Let’s get started...

Why does your nonprofit send an email 
newsletter?



https://www.smartpassiveincome.com/learn/email-marketing/

“Email lists and websites are the only 
two things you can own on the 

internet. The rest is just rented.”

- Pat Flynn



We’ll be reviewing real nonprofit 
newsletters, because concrete examples 
make conversations like these really stick.  

An important note:



The “what not to do” examples are 
presented here gently, with kindness. 

Creating an email newsletter is difficult, and 
we’re not trying to shame anyone. This 

advice is meant to be helpful, not hurtful.  



Every nonprofit organization is changing 
the world in wonderful ways.

We want to make sure your email 
newsletters are doing your work justice.  



Tip #1: The worst emails…

Use too many big words.

They’re very dry and professional. 
They’re full of industry jargon.  

They use acronyms.





“Government support for this education group has 
so far consisted of distributing self-learning 
materials, textbooks, and audio-visual 
technology.”



Donor-Centricity and 
Readability Tool

https://bloomerang.co/comms-audit-tool/

https://bloomerang.co/comms-audit-tool/
https://bloomerang.co/comms-audit-tool/
https://bloomerang.co/comms-audit-tool/


Infrastructure



Tip #1: The best emails…
Use simple language.

Avoid industry jargon. 
Aim for a 6th grade reading level. 

Use a conversational tone. 





“Rachael was forced to shut her business down 
when COVID-19 hit. 
 
Thanks to your support, she took up farming.

Five months later, neighbors are lining up for her 
vegetables.”



Tip #2: The worst emails…

Don’t tell a story.

They use too many statistics. 

They assume you already know why your support is 
needed.





“Let’s head into a new year as a stronger 
community than ever. Donate to [Organization 
name]’s operating fund today.”



Remember: you are not the only 
organization sending emails to this 

donor.

Don’t assume they remember everything 
about you. 



Tip #2: The best emails…
Tell a great story.

Focus on one individual. 

Draw the reader in with a compelling tale.





“For many of our donkeys, they’ve had it pretty 
rough by the time they arrive at our facility; 
Patches was no different. 

A few months before we got him, Patches was 
dumped at a kill pen, where he was neglected and 
mistreated. 

When he arrived, he was literally dying of 
starvation and malnourishment.”



“We immediately rushed Patches to the hospital 
for treatment. 

At first, no one thought he would make it. 

But with the team’s expert care, they were able to 
convert his energy source back to carbs and begin 
his healing process.”



“Today, Patches is gaining weight and his hair 
has started to return. 

He knows the sound of our voices. He loves neck 
rubs and tasty treats. 

Because of you, Patches will enjoy a lifetime of all 
the love and care he deserves. Thank you for 
saving Patches’s life, friend.”



This email about Patches has a 68.8% 
open rate.

(The industry average for nonprofits is 
20-30%.)

People love stories!



Tip #3: The worst emails…

Use WE-focused language.

Understandably, organizations want to highlight their 
successes – but this comes across very self-centered.

It can also make it seem like support is not needed.





“All of us at [Organization name] are thrilled to 
share with you what makes this organization so 
special to our community -- and beyond.

[Organization name] is a community treasure 
that manifests our town’s values and spirit. 

This organization is a fan-supported resource that 
helps make our community what it is today 
through both its programming and many events.”



Beware of tooting your own horn.



Tip #3: The best emails…
Use YOU-focused language.

Invite the reader into your story.

Show them there is a clear role for them here. 





“As we head into 2023 and our 48th season, I want 
to say THANK YOU — from the bottom of my heart 
— for being a part of our Ignite family. 

This holiday season, we really felt the love from 
you. We appreciate your donations, support, and 
words of encouragement. All of it makes a 
life-changing difference for our athletes. 

Your support fuels us as we head into the season 
ahead.”



Tip #4: The worst emails…

Don’t stand out from the rest.

They have generic subject lines.
There’s no personalization.

They’re too text-heavy.







Tip #4: The best emails…
Are inviting and easy to consume.

They use personalization.
They’re easily skimmable. 

Compelling imagery makes them come alive.
Or, they use plain text for a personal touch.







"I was going to school at Monaco Elementary in 
Commerce City at seven years old when faculty 
from Colorado Conservatory of Dance (CCD) visited 
to teach my class about bugs and insects through 
dance."



"If CCD hadn't visited my school, I don't know if I 
would have thought about pursuing dance in any 
serious way, but because of that one opportunity, I 
discovered my passion, and I joined a community 
that I love. I am forever grateful for that one thing 
that probably changed the course of my life: Dance.

I hope you'll consider giving to CCD, so that 
more people like me can discover the world of 
dance."



A note on subject lines…

This is a super important part of getting people 
to read your newsletter.

Avoid the word “newsletter” in the subject line.



Instead of: Happy Mother's Day!
● This could be an email subject line from any 

organization. It doesn't stand out from the rest and 
doesn't tell you anything about the organization or 
email content.

Consider: Celebrating moms (on 4 legs and 2)!
● Enthusiastic tone, piques curiosity, I know this will be 

about animals



Instead of: Happy Valentine’s Day!
● Same thing here: super generic, doesn’t distinguish 

your organization from others.

Consider:  Stories of love, made possible by 
you ❤
● Feels more personal and emotional; lets me know that 

there will be a story that will make me feel good



Instead of: Sweetie and Burpee's story
● Doesn't give any important information or make me 

curious; I don't know these names

Consider:  Everything we could do still wasn't 
enough.
● Vulnerable subject line; makes the reader curious to 

find out what happened



Tip #5: The worst emails…

Try to convey too much information.

The content is overwhelming.

The reader may not absorb any of it.









Tip #5: The best emails…
Avoid information overload. 

Aim for 2 to 4 pieces of information, not 24.

Tell one story.







“94% of families were stably housed when they 
exited Growing Home's housing stability program 
in 2022."



IN SUMMARY
1

Use simple 
language.

2
Tell a story.

3
Use YOU-focused 

language.

4
Be inviting and easy 

to consume.

5
Avoid information 

overload.



Can you change the wording in this 
paragraph to bring it down from a 15th 
grade reading level to a 6th grade one? 

Let’s practice!



Donor-Centricity and 
Readability Tool

https://bloomerang.co/comms-audit-tool/

https://bloomerang.co/comms-audit-tool/
https://bloomerang.co/comms-audit-tool/
https://bloomerang.co/comms-audit-tool/


Donor-Centricity and Readability Tool
Original text: 
“Government support for this education group has so far consisted of distributing 
self-learning materials, textbooks, and audio-visual technology. These techniques can be 
effective but require a high level of teacher and volunteer engagement to support 
students and parents with their remote learning.” 

Updated text:

https://bloomerang.co/comms-audit-tool/


Would you categorize the following emails 
in the “best” category, or “needs 

improvement”?

Why?  

Let’s practice!



1.  Uses simple language. 

2. Tells a great story. 

3. Uses YOU-focused language. 

4. Is inviting and easy to consume. 

5. Avoids information overload. 

Our email scorecard:







1.  Uses simple language. ❌ 1.  Uses simple language. 



2. Tells a great story. ❌ 2. Tells a great story. 



3. Uses YOU-focused language.❌ 3. Uses YOU-focused language.



4. Is inviting and easy to consume. ❌ 4. Is inviting and easy to consume. 



5. Avoids information overload. ❌ 5. Avoids information overload. 



❌ 1.  Uses simple language. 

❌ 2. Tells a great story. 

❌ 3. Uses YOU-focused language. 

❌ 4. Is inviting and easy to consume. 

❌ 5. Avoids information overload. 

Our email scorecard:









1.  Uses simple language. ✅ 1.  Uses simple language. 



2. Tells a great story.✅ 2. Tells a great story.



3. Uses YOU-focused language. ✅ 3. Uses YOU-focused language. 



4. Is inviting and easy to consume. ✅ 4. Is inviting and easy to consume. 



5. Avoids information overload. ✅ 5. Avoids information overload. 



✅ 1.  Uses simple language. 

✅ 2. Tells a great story. 

✅ 3. Uses YOU-focused language. 

✅ 4. Is inviting and easy to consume. 

✅ 5. Avoids information overload. 

Our email scorecard:





1.  Uses simple language. ✅ 1.  Uses simple language. 



2. Tells a great story.❌ 2. Tells a great story.



3. Uses YOU-focused language. ❌ 3. Uses YOU-focused language. 



4. Is inviting and easy to consume. ✅ 4. Is inviting and easy to consume. 



5. Avoids information overload. ✅ 5. Avoids information overload. 



✅ 1.  Uses simple language. 

❌ 2. Tells a great story. 

❌ 3. Uses YOU-focused language. 

✅ 4. Is inviting and easy to consume. 

✅ 5. Avoids information overload. 

Our email scorecard:



3 Newsletter Tips for 
ColoradoGives.org 

1. Make Your Donation URL Point to Your External Website w/ 
CG.org Embeddable Form or Donation Widget 

2. Use CG.org Year Round to familiarize your audience with 
their opportunities to support you outside of CGD

3. Integrate Your CG.org Data w/ Your CRM & Marketing 
System for seamless data management. 



Free Donation Widget

Find it on your Org page in 
“Fundraising Tools” under 
“Widgets”

Donation Widget saw an average 
amount of $578 donated per 
month across NPOs

Example: 
https://www.broomfieldfish.org/do
nate/

ColoradoGives.org On YOUR Website



Embeddable Donation Form 
($19/m)

Find it on your Org page in “Settings” 
under “Plan Management”

Embeddable Donation Form saw a 
whopping $2,279 average amount 
donated per month across NPOs

Example: 
https://weecycle.org/get-involved/don
ate/

ColoradoGives.org On YOUR Website



Advanced Features Package w/ 
Integrations ($69/m)

Find it on your Org page in “Settings” 
under “Plan Management”

Free Trial Available
Subscription Model - No Contracts
1:1 Demo Available

Learn More: 
https://www.coloradogives.org/p/prici
ng

ColoradoGives.org Data Integrations



What CG.org Resources 
are Available to NPOs?

Colorado Gives Day 2023 Toolkit 

Library of 
Digital Fundraising Webinars

1:1 Meeting on Leveraging 
ColoradoGives.org



www.linkedin.com/in/pattybreech

Patty Breech
patty@the-purpose-collective.com 

LET’S CONNECT!

NOW OFFERING FREE OFFICE HOURS!

www.the-purpose-collective.com 

https://www.the-purpose-collective.com/
https://www.the-purpose-collective.com/

