
How to write an effective

Email Appeal
in 9 simple steps



A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will be sent 
out with the recording.



A Few Quick things…

We have time for additional Q&A.



Today’s Speakers

Nathan Hill
Vice President of Marketing, 
NextAfter



A quick story



Nonprofit Organization
our organization



Nonprofit Organization
our organization

What is my “giving 
equation?”



Nonprofit Organization
our organization

Isn’t that still like 3 
weeks away?



Nonprofit Organization
our organization

A “please” would 
be nice.



Nonprofit Organization
our organization

Is this marketing? 
Or something I 

should care about?



Nonprofit Organization
our organization

Oh, it’s probably 
just another 
newsletter.



Nonprofit Organization
our organization

Why? What does 
this have to do with 

me?



Nonprofit Organization
our organization

I’m not even sure I’m going to 
give at all on GT yet. You 

want me to plan to give to 
you 3 weeks out?



What do you think the call-
to-action was of this email?





Oh, you’re not asking me for a 
donation? So what are you 

asking?

There’s the donation ask. But 
is that really what you want 

me to do?



A clear framework…
Based on data, testing, and real results.



We help nonprofits 
grow their digital 
fundraising.
Research Lab. Digital-First Agency. Training Institute.





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.



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



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?



No Value Prop Clear Value Prop

35%
In Donations



Generic Appeal One-to-One Impact

101%
In Donations







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 Clicks



No Match “Your donation” 
Matched

“All donations” Matched

24%
In Donations

4%
In Donations*

* Based on a 34% statistical level of confidence



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.



YEAR-END (#583)
Make Your Gift Stand With Us

50%
In Donations

91%
In Clicks



Button to opt-in Text link to opt-in

65%
In Clicks



Putting it into Practice



Problem/Solution 
Appeal



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



Find Out How to Help Become a Critical Part of the Effort

246%
In Donor Conversion



Recurring Donation 
Appeal



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



Control Treatment - with Benefits

123%
In Donations



Testimonial-Driven 
Appeal







Appeal from CEO Appeal from Personal Testimonial

54%
In Donor Conversion



Story-Driven Appeal



Direct Appeal Story-Based Appeal









Direct Appeal Story-Based Appeal

52%
In Donations



1. There’s no one way to craft an appeal.

2. You must communicate like a human.

3. “December 31st” is not a reason to give.



Get the 
Email Appeal
Template
nextafter.com/email-appeal-template/



Start Your 
Membership 
for Free
nextafter.com/start-for-free
8 On-Demand Courses • Monthly Members Webinars • Certification 
Cohorts • Early Access to New Research • Access to Slack Community



Questions?


