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What is your favorite fall food?

Chat it!

ICE BREAKER



Housekeeping
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23

Upcoming Sessions
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20
DE CEMBE R

4
NEW DATE NEW DATE

Feel free to wear your costume. Should we start with some deep breathing exercises?



What to expect from today’s session

1

Understand how to use a simple 
framework for crafting effective 

email appeals.

2

Learn tested and proven principles 
of highly effective emails.

3

Have a playbook for your Colorado 
Gives Day email strategy.

Action Item

Fill out the Colorado Gives Day campaign framework.



Quick Review



What are the 4 key elements of an 
effective value proposition?

Appeal, Exclusivity, Clarity, Credibility



Your donors aren’t falling into a funnel, 
they’re climbing a ________.

Mountain



What is the fundamental value 
proposition question?

Why should I give to you rather than to some other organization, or at all?



Homework Results
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Value Proposition Homework

“Clarity trumps persuasion.”



Email Appeal Essentials



How to write an effective

Email Appeal
in 9 simple steps



1 Sender Name

Send from a real, believable, human-
being at your organization. People 
give to people – not to faceless 
organizations.



Control Personal Style

330%
In Opens



Albert Reyes JoAnne Cole

150%
In Donations



1 Sender Name

Send from a real, believable, human-
being at your organization. People 
give to people – not to faceless 
organizations.



2 Subject Line

The goal of the subject line is to get 
someone to open. Make the email 
feel valuable, and leave just enough 
info out to spark curiosity.



Adding Value

VERSION A VERSION B

15.8%
In Email Opens



Adding Mystery
VERSION A

VERSION B

37.3%
In Email Opens



Get the free 
Subject Line 
Worksheet

nextafter.com/subject-line-worksheet



2 Subject Line

The goal of the subject line is to get 
someone to open. Make the email 
feel valuable, and leave just enough 
info out to spark curiosity.



3 Preview Text

Don’t customize your preview text. 
Let it pull in the first line of text from 
your email – like a normal email you’d 
receive from a friend.



Natural Preview Custom Preview

9%
In Opens



3 Preview Text

Don’t customize your preview text. 
Let it pull in the first line of text from 
your email – like a normal email you’d 
receive from a friend.





Control - Designed Treatment - Plain

29%
In Donations



Template design Personal Email

80%
In Clicks



NOW BACK TO OUR 

REGULARLY SCHEDULED 

PROGRAMMING



4 Salutation

Say hello and call your donor by 
name. Start with a warm greeting. 
Your goal is to have a conversation – 
not force someone to give.



No Personalization With Personalization

270%
In Clicks



Control Warm Tone

277%
In Clicks



4 Salutation

Say hello and call your donor by 
name. Start with a warm greeting. 
Your goal is to have a conversation – 
not force someone to give.



5 Explain the
Problem



6 Propose a
Solution



7 Articulate their
Impact



Building a Case for Support

Define the Problem(s) What does your organization exist to do? What problem are you solving? How 
do you want to see the world changed?

Propose the Solution(s) How is the problem going to get solved? What does the world look like once it’s 
solved?

Impact of a Donation Why does my gift matter? What tangible impact will it make on the problem?

Incentive to Give Are there any extra reason to give now rather than later? To give more rather 
than less?

Call-to-Action What is my next step?



The Core Value Proposition
Why should I give to you rather than to 
some other organization, or at all?

5 6 7



#1
Appeal

How badly do I want it?

1 2 3

No Interest Possible
Interest

High
Interest



#2
Exclusivity

Can I get this somewhere (or anywhere) else?

1 2 3

Anywhere
Else

Somewhere
Else

Nowhere
Else



#3
Clarity

How quickly and easily do I understand it?

1 2 3

4+ Seconds 1-3 Seconds Instantly



#4
Credibility

Do I believe what you’re claiming is true?

1 2 3

Unbelievable Somewhat
Believable

Easily
Believable



5 Explain the
Problem

Explain the problem at hand. Don’t 
be afraid to write a few paragraphs if 
need be. If there’s no problem, there’ 
s no need to donate.



6 Propose a
Solution

The solution to the problem at hand 
might be large in scope. But your 
donor needs to catch the vision of 
why their donation is needed.



7 Articulate their
Impact

Explain in tangible detail how a 
donation is going to be used. Who 
will a donation help? How will it 
help? How much is impactful?



8 Add an Incentive

Incentives give donors a reason to 
give now instead of later. Use a 
deadline, free gift, match 
opportunity, or other reasons to give 
now.



Thermometer Power Hour

25%
In Donations



No Match
“Your donation” 

Matched

24%
In Donations



Control Premium

92%
In Donations



9 Give a clear
call-to-action

Don’t ask donors to do something 
vague like “Stand with us” or “Give 
hope”. And don’t ask the impossible 
like “End world hunger”. Simply ask 
them to donate.



Experiment #583
Make Your Gift Stand With Us

50%
In Donations

91%
In Clicks



Colorado Gives Day

Email Timeline
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Sunday Monday Tuesday Wednesday Thursday Friday Saturday

24 25 26 27 28 29 30

1 2 3 4 5 6 7

8 9 10 11 12 13 14

Thanksgiving 
Day

Black Friday

Cyber Monday Giving Tuesday

Colorado Gives 
Day

Cultivation

CO Gives Day Launch Content Offer

Direct Appeal

Testimonial

“Tomorrow”

“Today is CO 
Gives Day” “Only Hours 

Remain”

Thank You

CO Gives Day Timeline

NOVEMBER

DECEMBER



Email Send Date Summary Call-to-Action

Thanksgiving 
Cultivation

11/28
Thank the donor / subscriber for how they have supported you this year. 

Share a story, video, or article to illustrate the impact their support has made 
possible.

Read / Watch

CO Gives Day Launch 12/1 Educate donors / subscribers about Colorado Gives Day. Thoroughly unpack 
you case for support. Articulate your goal, the deadline, and any incentives. Give

GT Content Offer 12/3
Start Giving Tuesday by giving something to your donors: an ebook, a video 

series, a course, or some other resource with perceived value. Send them to a 
landing page to get the offer. Make an appeal on the confirmation page.

Get the Offer

GT Direct Appeal 12/3 Send a direct appeal on Giving Tuesday afternoon with a clear value 
proposition and a direct donation ask in support of your CO Gives Day goal. Give

Testimonial 12/6 Share a testimonial or story directly in your email to cultivate and help readers 
understand the impact of giving, You can include a soft donation ask. Give

“Tomorrow” 12/9
Remind donors / subscribers that tomorrow is Colorado Gives Day. Remind 
them of the goal, the deadline, and the incentive. Provide a short summary 

your value proposition. Ask for a donation now.
Give

Today is CO Gives Day 12/10 Send a short email summarizing why someone should give. Ask directly for a 
Colorado Gives Day donation while emphasizing the deadline and goal. Give

Only Hours Remain 12/10 Send a “Forward-Style” email—including your previous email at the bottom 
and adding a short, personal reminder on top. Give

Thank You 12/11 Thank everyone the next day recapping how much was given and explaining 
the impact that will be made from their generosity. -

CO Gives Day Timeline



“We’ve never sent anywhere close 
to this many emails before!”



Sunday Monday Tuesday Wednesday Thursday Friday Saturday

24 25 26 27 28 29 30

1 2 3 4 5 6 7

8 9 10 11 12 13 14

Thanksgiving 
Day

Black Friday

Cyber Monday Giving Tuesday

Colorado Gives 
Day

Cultivation

CO Gives Day Launch

Direct Appeal

“Today is CO 
Gives Day”

Thank You

Simplified CO Gives Day Timeline

NOVEMBER

DECEMBER



Email Send Date Summary Call-to-Action

Thank You / Cultivation 11/28
Thank the donor / subscriber for how they have supported you this year. 

Share a story, video, or article to illustrate the impact their support has made 
possible.

Read / Watch

CO Gives Day Launch 12/1 Educate donors / subscribers about Colorado Gives Day. Thoroughly unpack 
you case for support. Articulate your goal, the deadline, and any incentives. Give

GT Content Offer 12/3
Start Giving Tuesday by giving something to your donors: an ebook, a video 

series, a course, or some other resource with perceived value. Send them to a 
landing page to get the offer. Make an appeal on the confirmation page.

Get the Offer

GT Direct Appeal 12/3 Send a direct appeal on Giving Tuesday afternoon with a clear value 
proposition and a direct donation ask in support of your CO Gives Day goal. Give

Testimonial 12/6 Share a testimonial or story directly in your email to cultivate and help readers 
understand the impact of giving, You can include a soft donation ask. Give

“Tomorrow” 12/9
Remind donors / subscribers that tomorrow is Colorado Gives Day. Remind 
them of the goal, the deadline, and the incentive. Provide a short summary 

your value proposition. Ask for a donation now.
Give

Today is CO Gives Day 12/10 Send a short email summarizing why someone should give. Ask directly for a 
Colorado Gives Day donation while emphasizing the deadline and goal. Give

Only Hours Remain 12/10 Send a “Forward-Style” email—including your previous email at the bottom 
and adding a short, personal reminder on top. Give

Thank You 12/11 Thank everyone the next day recapping how much was given and explaining 
the impact that will be made from their generosity. -

Simplifed CO Gives Day Timeline



ColoradoGives.org Tools
And Common Audience Segments



New One-Time Donors New Recurring Donors Campaign Donors

Send a dedicated new 
donor welcome email.

Send a dedicated new recurring 
donor welcome email.

Suppress from future appeals.



Push your audiences using advanced 
integrations to segment communications & 

suppress campaign donors.



Make life easer with a Zapier Integration

• Push donor data into another email tool.

• Fill a Google Sheet with new donor data for manual list 
refreshes.

• Get a Slack when new donations come in (as a check 
to know if your forms are working).

• Trigger follow-up campaigns as soon as new donors 
come in.



Homework



1. Get the template.

2. Fill out the 
campaign 
framework.

3. Submit your plan.

4. Share a takeaway 
in Slack!

Instructions



1. Get the template.

2. Fill out the 
campaign 
framework.

3. Submit your plan.

4. Share a takeaway 
in Slack!

Instructions



Dive Deeper



Both courses are included in your 
NextAfter Institute membership.



https://nextafter.com/level-up-membership

Dive Deeper with Digital 
Fundraising Courses
from the NextAfter Institute



Questions?





Level Up Resources
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23 Strategic Countdown
Mapping Your Year-End Campaign

Next Month’s Topic
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