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Spreading the Word:
Raising Awareness and Funds with Email 
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Agenda

 Section 1:  Email 101

 Section 2:  Getting Started 

 Section 3:  Getting Your Email Delivered and Read

 Section 4:  Interpreting Results: Reporting and Tracking 
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Spreading the Word: 
Raising Awareness and Funds with Email

 Section 1: Email 101

■ Why Email?

■ What is Email Marketing?

■ Why Use an Email Service?

■ Why Email Works
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Why Email?

“What’s email? I don’t like you. Go away.”
-Foundation of Hermits and Recluses

“Tournament participation has increased 30% since we started sending 
  email reminders to our members.”

-United States Tennis Association, Central Arizona

“Our email newsletter provides added value for our sponsors.”
-YMCA of the USA

“Email allows us to stay in touch with our supporters on a regular basis. It’s a 
powerful tool for relationship building.”

-America on the Move

“Our donors say they love receiving our beautiful e-newsletters and 
e-invites, and our staff loves how professional they make our organization look.”

-United Way of Tucson and Southern Arizona
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Why Email?

 Because people read it:

■ 91% of Internet users between the ages of 18 
and 64 send or read email 

■ An even higher number of users ages 65 or 
older do the same 

■ 147 million people across the country use email, 
most use it every day. 

Source: eMarketer
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Why Email?

 It’s Cost-effective: Direct Mail vs. Email

Source: 
Forrester Research, Inc

■ For the same response, direct mail costs 
20 TIMES as much as email



 Copyright © 2008 Constant Contact, Inc. 7

What is Email Marketing?

 Utilizing email to create, 
strengthen, and maintain 
relationships with stakeholders:

■ Establishes regular, ongoing 
communication

■ Educates

■ Promotes identity awareness

■ Keeps supporters informed

■ Broadens your audience

 “Nonprofits that don't integrate 
email into the management of 
their relationships remain 
profoundly disconnected.” 
 "Disconnected: the 2001 Nonprofit Email Survey.“ 
Michael C. Gilbert, August 2001
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Email Services – Why Use One?

 They Make it Easy
■ Manage your database (subscriptions, bounces, unsubscribes)
■ Templates make creation of professional-looking campaigns easy 
■ Maximize delivery

 They’re Affordable 
■ Start as low as $15/month
■ Discounts for nonprofits
■ Fractions of pennies per email

 They Teach Best Practices
■ Email best practices are built right into the service (unsubscribe 

management, from address verification, & physical address appending)
■ Online educational seminars
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Email Service vs. Outlook

Standard Email Programs
(e.g. Outlook, Hotmail) 

■ Limited # of emails sent 
at one time

■ No formatting control

■ List break up more 
susceptible to filters

■ No cohesive branding

■ No tracking and reporting 
of email results
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 Email Service vs. Outlook

 Email marketing services 
automate best practices

■ Provide easy-o-use templates
■ Reinforce brand identity
■ Email addressed to recipient 

only
■ Manage lists – adding new 

subscribers, handling bounce-
backs, removing unsubscribes

■ Ensure email delivery, tracks 
results and obeys the law
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Why Does Email Work?

Because people open email
from those they know and trust…



 Copyright © 2008 Constant Contact, Inc. 12

And Simply Delete Everything Else
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Spreading the Word: 
Raising Awareness and Funds with Email

 Section 2: Getting Started

■  Create a Winning Strategy

■  Build Your Permission-based List

■  Determine Format, Frequency, 
 and Delivery

■  Develop Compelling Content

■  Optimize Usability
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A “Winning Strategy” Includes:

■ Setting objectives

■ Collecting contact information

■ Determining message format

■ Creating a delivery schedule

■ Planning time for management and production

■ Building professional communications

■ Analyzing results

■ Continuously refining your strategy!
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Setting Objectives

 Define objectives: 
“I want to…”

■ Motivate stakeholders
■ Enhance mission awareness
■ Interact with my members
■ Increase event attendance
■ Bring visitors back to my 

website
■ Obtain financial support

 Use objectives 
to determine:

■ What information to collect
■ Communication type
■ Communication frequency
■ Measuring success
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Collecting Contact Information

 Collect email addresses and permission at 
every contact point:

■ Website 

■ Guest book 

■ Events

■ Donors

■ Volunteers

■ Use features that 
build lists for you:

■ Send to a Friend

Start NOW!

57% of those surveyed 
will fill out a card to receive 
email alerts when asked to.

Source: Transact Media Group
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Permission – What is It?

 Types of permission:

 Explicit: Opt in from your website or 
           fill out a card 

■ “Join our mailing list”

■ Single vs. Double Opt-in

 Implicit: Requests for information,  
           existing relationship

Note:  Always make 
sure to ask for permission 
when collecting information
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 Where do I sign up?

Make it Easy to Subscribe
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■ Add your own logo and 
message to subscribers.

■ Use data collected to 
send your recipients 
only what they want

■ Learn about your 
subscribers’ interests

■ Collect names to 
personalize emails

■ Determine your own 
interest categories and 
other data required.

Gather Your Contact’s Interests
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Determine Appropriate Format

 Newsletters
■ Frequency: monthly/quarterly
■ Lots of educational content
■ Most encompassing format for communication 

 Announcements and Invitations
■ Frequency: event-driven
■ Educational with targeted message
■ Invitations, special events, internal communication

 Inspirational
■ Frequency: determined by clearly communicated expectation
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Frequency & Delivery

 How often to send
■ Create a master schedule

■ Include frequency in online sign-up - “Monthly Newsletter”

■ Coordinate timing for maximum impact
 When to send

■ When is your audience most likely to read it? 
■ Day of week  (Tuesday & Wednesday)

■ Time of day  (10am to 3pm)

 Test, test, test

Maximum impact with minimum intrusion
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 Focus on the content - share knowledge so people care
■ It’s not about you
■ It’s about what you know

 Trade useful information for attention
■ Will they talk about it when out with friends?
■ Will they look forward to your next communication?

 Narrow your focus
■ Be an expert
■ Clearly convey the mission

“The fact that [some people] want 
to help, for no other reason than 
because they like to help, turns out 
to be an awfully effective way of 
getting someone’s attention.”  

   Malcolm Gladwell - The Tipping Point

Relevant & Valuable Information
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 Print – Reading speed is what it is
 Online – Reading speed is about 25% slower

 Print – Length can be greater
 Online – Length should be about half of paper

 Print – Offers less creditability; it stands alone
 Online – Hyperlinks to supporting information

 Print – More formal
 Online – Informal writing style; even humor

Usability– Internet vs. the Written Word

Source: 
http://usability.gov
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Putting it All Together

■ Justify your place in their Inbox

■ Be clear and concise 

■ Use appropriate graphics

■ Use white space effectively

■ Include “Call to Action” links

■ Capitalize and punctuate carefully

■ Design for “above the fold” 
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What is “Above the Fold”?
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Email Checklist

 Ask yourself before you send:

 Are you prepared to handle inbound email responses and questions?

Have you used appropriate graphics while also 
making good use of white space? 

Have you proofread the "From" line, "Subject" line, 
and email copy thoroughly? 

 Have you previewed and sent yourself a test mailing?

 Have you checked all links to be sure they work properly? 
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Spreading the Word: 
Raising Awareness and Funds with Email

 Section 3: 
Getting Your Email Delivered and Read

■ Spam – What is It ?

■ How Spam Filters Work

■ Blocking & Filtering 

■ Getting Your Email Opened
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Spam – What is It?

 Unsolicited Email
(no relationship/no permission)

■ List purchase, CD-ROMs

■ Directory crawling

■ Email appending

■ List sharing with other nonprofits

•Remember!
Ultimately, it’s the recipient who decides what is 
or isn’t Spam.
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How Spam Filters Work

Spam filters assign a score to different email attributes, 
such as phrases commonly used by spammers:

Once the score exceeds a certain threshold, the email 
is classified as junk.

Reverses aging 3.37

“Hidden” assets 3.28

Stop snoring 3.26

Free investment 3.19

Dig up dirt on friends 3.12
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Example: Typical spam “From” and “Subject” lines 

Avoiding “Spam-speak”

The words: free, guarantee, spam, credit card etc.

ALL CAPITAL LETTERS

Excessive punctuation !!!, ???

Excessive use of “click here”

$$, and other symbols

No “From:” address

Misleading subject lines
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Anti-Spam Check
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What is a SPAM Complaint?

 A spam complaint happens when someone on your list clicks a button 
identifying your mail as unwanted

■ Alternate way to unsubscribe

■ No longer interested in your content

■ Don’t recognize your name / brand

■ Don’t remember subscribing

■ By accident (while junking all the real spam)
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■ Individual filters

■ Challenge response systems

■ Blocking (industry average is 19.2%*)

■ Blocklists (significant range with regard to quality)

■ Whitelists

■ Sender Authentication

■ Feedback Loops

Blocking & Filtering

* Source: Return Path
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Getting Email Opened

 The “Subject” Line
■ Keep it short and simple

■ You have 3 seconds or less
■ 30-40 characters including spaces (5-8 words)
■ Stumped? Try a search engine

■ Incorporate a specific benefit 

■ Include your brand
■ Branding in the subject line can 

increase open rates by as much as 60% 
(Source: SilverPop)

■ Capitalize and punctuate carefully

Click-through rates for subject 
lines with 49 or fewer characters 
were 75 percent higher than for 
those with 50 or more…

           Source: Returnpath
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Getting Email Opened

 The “From” line

■ Use a name the recipient will recognize
■ Include your organization name or brand
■ The clearer the better
■ Try to obtain a recognizable domain name, 

in lieu of an abbreviated one

■ The shorter the better

■ Be consistent

60% of consumers say the 
"from" line most often 
determines whether they 
open an email or delete it.

     Source: DoubleClick
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Getting Email Opened

 The “From” line and AOL

Outlook

AOL
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■ Remind recipients why they are receiving an email from you 
at the beginning of each message

■ Include unsubscribe or one-click opt-out line

■ Making it easy to unsubscribe actually aids retention

■ Monitor your email frequency

■ Over-communication results in lower open rates and higher unsubscribe rates

Deliver great content!

Keeping Subscribers
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Spreading the Word: 
Raising Awareness and Funds with Email

 Section 4: 
Interpreting Results: Reporting and Tracking

■Bounces, Opens, and Click-throughs

■Unsubscribes and Forwards

■What’s Next?

■Additional Resources
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Evaluating Your Results

 Why does email bounce?

■ Email addresses are 
no longer valid

■ Servers are down 

■ Mailboxes are full

■ Email is blocked

 Clean bad addresses out 
of your list!



 Copyright © 2008 Constant Contact, Inc. 40

Evaluating Your Results

 What influences the open rate?

■ From/Subject line
■ Delivery day/time
■ List overuse, age, or quality

 

Watch your trends over time
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Evaluating Your Results

 Why did people click through?

■ Call-to-action 
■ Interested in content 
■ Offer/promotion

 What were they 
interested in?
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Evaluating Your Results

 High unsubscribe/opt-out rate?

■ Over-communication
■ Poor targeting
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Evaluating Your Results

 Forward to a Friend

■ Export data 
■ Save as Interest Category
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What’s next?

■ Just getting started?
■ Start building your list
■ Learn how to create a campaign

■ Been doing it a while?
■ Is your subject line inviting?
■ Does your content leave your readers 

wanting more?
■ Attend a webinar on content creation
■ Revisit your website. Are you asking 

for emails?

■ Think you’re an expert?
■ Test multiple subject lines, days of the week, 

time of day.  
■ Check out the CC community to share ideas 

with other experts.
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Additional Resources

■ Constant Contact Free Trial                       
Free 60 day trial for up to 100 email addresses.  Signup form for your website, 
300+ templates, free technical support. www.constantcontact.com.

■ Learning Center
From live and recorded webinars to daily live product tours, the Constant Contact Learning Center 
is the place to find all the resources you need to successfully create and send a great email 
campaign

■ Email Marketing Hints & Tips
Our monthly email newsletter featuring email marketing insights from CEO Gail Goodman will help 
you create great campaigns, increase your open rates, build your list, and be the best email 
marketer you can be.

■ ConnectUp! User Community
Meet others - like you - to share and gain insights on email marketing and other topics you care 
about.  Read and post to the discussion boards on issues that matter to you.

■ Referral Program
Do you know people who can benefit from the value Constant Contact has to offer? Get rewarded 
for sharing Constant Contact with your friends and colleagues and see them get rewarded too!

■ Constant Contact Services                       
Looking for some additional help? Ask about our paid services, including custom template and 
footer design, campaign creation, and more. 



Thank You!
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