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OVERVIEW
Today our goal is to help you understand best-practice for your 
fundraising emails at three levels:

1. Tactical & Technological
• Design & copy for emails
• PURLs and personalization

2. Strategic
• Foodbank strategy case study

3. Eco-systemic
• Digital acquisition
• Donor onboarding and engagement
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FUNDRAISING PROPOSITIONS

Problem / Solution / Action framework

Problem

Explain the problem you are seeking to address.

Solution

How can that problem be solved 

Ask / action

Make a compelling ask (with the donor at the centre)



FUNDRAISING PROPOSITIONS

Problem

Millions of Afghans are at risk of starvation as the
economy collapses under the Taliban.

Solution

We urgently need to send food to save lives.

Ask / action

Can you donate $100 to send an emergency
food parcel to Afghanistan?



STRUCTURING YOUR EMAIL
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STRUCTURING YOUR EMAIL

ff

Hook
Problem
Solution

Ask

Build up the Problem
Build up the Solution

Ask

Reinforce
Signoff

PS: Ask



EMAIL COPY – PRINCIPLES
• Both the need and the ask need to be prominent.

• But we want our supporters to feel empowered about what they can 
achieve together.

• Every email needs a clear, singular purpose (an ask). Don’t mix multiple 
subjects and asks in a single email..

• Remember that people don’t read your emails – they scan them, and 
very quickly at that.

• And most of them will be reading on their mobile devices.

Our key focus should be clarity.



MAKING EMAILS SCAN-ABLE
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MAKING EMAILS SCAN-ABLE

Problem

Empower

Solution

Action

Problem



MAKING EMAILS SCAN-ABLE



MAKING EMAILS SCAN-ABLE

Problem

Action

Problem

Empower

Problem



MAKING EMAILS SCAN-ABLE

Tactics:

• Tapping into breaking news

• Tying the incident into a wider 
problem

• Using images to clearly 
represent the problem



SUBJECT LINES

Approaches:

• Provide a hook

• Clear about content

• Flag the problem

• Flag the solution

Should be short and sweet.
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Approaches:

• Provide a hook

• Clear about content

• Flag the problem

• Flag the solution
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EMAIL COPY – TIPS
• One email = one focus. Don't mix in different actions and asks.

• Lead with a hook.

• Clarity: The need and the ask need to be clear, and prominent. 
• Why do you need my money? What happens if you don’t get it?

• Enhance readability:
• Keep your paragraphs short and sweet. 

• Subject lines should be hooks, depict need, or give a solution.

• Read your test emails on your mobile.



EMAIL DESIGN - TIPS
• Minimal design elements –

• Unless the image is going to enhance some part of your 
proposition (EG: by very clearly communicating a problem)

• Use both buttons and text links for your asks

• Ensure your emails are scannable, using bolded text and links.

• Readability and clarity above all 
(definitely above brand-heavy design)

• Ensure font size is easy to read on mobile.

• Read email tests on your mobile device



EMAIL DESIGN – CASE STUDY: 
Vinnies QLD

During our 2021 Christmas Appeal, we 
tested two email designs, to see whether 
adding additional design elements improves 
click-through rate.

The additional elements in Journey B were:

1. Separate brand logo and donate button 
in the header

2. Direct Mail style Johnston Boxes

3. Pull quote images

4. An additional footer donate banner
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THE RESULTS?

Journey Version Delivered Opens Clicks
Click-to-open 

rate
Click-to-send 

rate
Revenue Av gift

Journey A
(less design)

21,214 7,061 282

Journey B 
(more design)

20,391 6,945 247



A SLIGHT TIP TO LESS DESIGN

Journey Version Delivered Opens Clicks
Click-to-open 

rate
Click-to-send 

rate
Revenue Av gift

Journey A
(less design)

21,214 7,061 282 3.99% 1.33% +15.2% +47.6% 

Journey B 
(more design)

20,391 6,945 247 3.56% 1.21% - -

• Journey A – with its reduced design and brand elements – generated a 
higher click-through rate (+12.1% higher).

• However, these results are not statistically significant, and so are not 
definitive. But this aligns with large scale tests I’ve seen where reduction of 
ambient brand elements increases click through rate.



SO WHAT ARE PURLS, EXACTLY?
At its most basic, PURLs are just 
personalized URLs that increase 
personalization, and help conversion 
rates by pre-filling information.

The theory is:

• More meaningful personalization +
• Lower fiction
• = High conversion rates



OUR APPROACH



OUR APPROACH
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Personalised landing pagesPersonalised campaign landing page
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Personalised landing pagesPersonalised campaign landing pagePersonalised automated thank you email



Version Sent Opens
Click to 

open rate
Conversion

Rate
Revenue

PURLs 5168

No 
PURLs

5183

What difference did it make?

CASE STUDY: HUTT ST

PURLs vs No PURLs / Personalisation



Version Sent Opens
Click to 

open rate
Conversion

Rate
Revenue

PURLs 5168 1,596 8.9% 58% +162%

No 
PURLs

5183 1,761 8.1% 20%

• Slight increase in click through rate (+9.9%)

• Huge increase in LP conversion rate (+190%)

CASE STUDY: HUTT ST

PURLs vs No PURLs / Personalisation
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CASE STUDY: FOODBANK NSW & ACT

Foodbank is Australia's largest and most trusted food 
relief charity, feeding hope to hungry Aussies across 
NSW and the ACT. 

Last year, Foodbank sourced the equivalent of 86.7 
million meals for our 2,950 charity partners, providing 
food relief to more than a million people each month.

Foodbank not only plays a lead role in fighting hunger, 
but also a vitally important role in tackling Australia’s 
$36.6 billion food waste problem and helping the 
environment. Our food and grocery rescue operations 
last year saved 92.7 million kilograms of CO2 emissions.



THE FOOD CRISIS IN AUSTRALIA



FOODBANK’S EMAIL STRATEGY

Appeal Emails

4 appeals per year
2-3 emails per wave

Emergency Comms

Update supporters on 
emerging situations

Supporter 
Onboarding

Welcome journeys for 
new donors 

Engagement & 
Retention

Build trust, loyalty and 
satisfaction

Thank You Comms

Reporting back on the 
impact of their generosity 



FOODBANK’S EMAIL REVENUE OVER TIME



TELL AUTHENTIC STORIES



BE RESPONSIVE
Sometimes, being responsive is more important 
than sending a perfect email. 

When we’re able to align our campaign to an 
emerging crisis or breaking news donor friction is 
much lower. 

In an emergency campaign: 

• Use minimal design
• Keep emails short and sweet
• Remove PURLs if they will slow your response

Example: 

Lockdown EDM 6 – 12:30pm send after 11am lockdown extension announcement.



THANK YOUR DONORS!



KNOW YOUR AUDIENCE
Being donor-centric is imperative. Engage your donors at the right time with the right ask. 

• Not every supporter should receive every email.

• While targeting is important, content and messaging should dictate who is included.

• Make sure you onboard your donors!

• We know that once digitally acquired donors get past their first year of giving, they start to 
behave more like a general warm audience. 

• This has compounding effects on income & LTV.
• Understand why they’ve given to you in the first place and get your messaging right for them.

• If you’re not paying attention to your donors and sending them content that isn’t relevant to them, 
they will become less engaged.

• Once they’ve unsubscribed you’ve most likely lost them forever. 



TIME YOUR SENDS

Figure out the best time to send your emails by testing 
them. 

For Foodbank, we’ve found our best performing emails 
are sent on: 

• Tuesdays 10am & 4pm
• Thursdays 10am & 4pm

Engagement emails sent on Friday before midday 
perform well with this audience. 



INTEGRATE YOUR CAMPAIGNS

Harness the power of a cohesive multi-channel 
approach.

• Digital fundraising can compliment DM 
appeals to achieve impressive results. 

• Ensure consistent messaging across multiple 
channels.

• Think about the timing
• e.g. using an SMS as a warm up for a 

campaign.  
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DIGITAL IS AN ECO-SYSTEM



KEEPING YOUR ECO-SYSTEM HEALTHY

• Ongoing investment in digital acquisition

• 2 Step, Digital Cash Acq, Crisis Appeals, Tied Fundraising, etc

• Automated onboarding, engagement and conversion journeys

• Strong ongoing supporter engagement program

• Supporter-centricity (the organizing principle? Relevance)



A SIMPLE, AUTOMATED ONBOARDING JOURNEY

Thank supporters

Reinforce value of their 
donation

Welcome to the 
community

Explain who you are

Fast 5 survey

Build supporter profiles

Impact story

Demonstrate why you're 
worth supporting

Cash / RG ask

Solicit a 2nd gift

Give something of 
value

Build engagement & 
reciprocity



KEY TAKEAWAYS

Tactics

• Develop a strong 
proposition.

• Focus on your email 
structure.

• Make emails scan-
able.

• Keep subject lines 
short and sweet.

• Less is more with 
design.

• Use PURLs when 
possible.

Strategy

• Tell authentic stories.
• Be responsive.
• Thank your donors!
• Know your audience.
• Time your sends.
• Integrate your 

campaigns.

Eco-system

• Digital is an eco-
system.

• Invest in ongoing 
digital acquisition.

• Onboard, engage and 
convert your donors.

• Implement a strong 
supporter 
engagement 
program.



TITLE GOES
HERE OLUPTA
VOLUPTA


