How to write

effective emails
Tips and examples for planned and major giving

Visit us at:

Why email writing matters for fundraising
Email messaging is an integral part of effective fundraising strategies. In 2020,
emails drove 19% of online donations, and for every 1,000 fundraising messages
Better writing means higher open and response rates. This directly translates to
dollars for your mission. The more responsive your audience is, the more likely
they will be to make a donation.
Furthermore, while many planned and major giving teams have traditionally
etc), your supporters have moved online and are ready to give in a virtual space.
Older Americans now spend twice as much time online as they did three years
and many will want to read about your organization before they speak with your
team.
your writing will need to be more effective than ever.
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10 tips for effective emails
1

Clear
36% more responses
high school reading level.
Make sure your writing is clear, uses words that you would use in
everyday conversations, and can be easily skimmed for the main
takeaways. For example, you can use headings and subject lines
that pull out your biggest points.
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Concise
When writing emails, try to keep them short and concise. More than
50% of emails are now read on mobile phones and the ideal length
is about two to three paragraphs or 50 to 125 words. Cut out the
unnecessary details and language in favor of fewer, stronger words
that clearly convey your message.

Persuasive storytelling
When writing with the goal of fundraising, tell a story about an
individual your organization has helped. A study from the University
of Pennsylvania shows that telling the stories of an individual
over a group increases gifts to charitable organizations. However,
story decreases gifts.
Emotion also moves people and persuades them to give. Over
neutral emails, emails that convey positive or happy sentiments
receive 15% more responses and moderately negative emails
receive 13% more.
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67% of people say the
they’ll open it
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Pro tip: As much as possible, emphasize the tangible impact your
donor could make (i.e. “$25 will provide two families with winter
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Humanity & empathy
Now more than ever, your writing and emails should be empathetic
to your supporters and their situations. Start by being vulnerable
with them, updating them on your life, to create an authentic,
human connection. Acknowledge the current crisis, and be
conscientious about your asks. Unless writing from multiple people,

Social proof
Social proof is a powerful, persuasive tactic for getting your
supporters to give. When people see that someone else has taken
an action, they often assume that action is correct and are more
likely to copy them. To use social proof in your writing, you can
invoke other donors and how they gave.
For example, you would say “Someone in the class above you, also
not
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Conversational tone
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you provide a clear reason for the ask.
participants went over to a copy machine with the intention of
cutting in line. They used three different versions to make their
request with wildly different results:
• No reason: “Excuse me, I have 5 pages. May I use the Xerox
• Real reason: “Excuse me, I have 5 pages. May I use the xerox
• Fake reason: “Excuse me, I have 5 pages. May I use the xerox
favor
Whether or not they gave a real reason, the results were nearly the
same. As long as there was some reason for the ask, most people
provided the favor.
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9 examples & why they work
partners to highlight effective writing examples that you can use in your own
work.

Empathy & connection

Large, visual header that immediately
grabs attention

Uses the ‘I’ and ‘you’ to build a
personal connection, and empathizes
time

Makes at least 3 asks: 2 indirect asks
via highlighted links, and 1 large CTA
Offers value to the supporter beyond
the ask

Provides a clear reason to follow
through on the ask: protect wildlife now
and in the future
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the past month
Uses personalization to thank
the donor and make them the
hero of the story

numbers to show that the
donor is one of many making an
impact

Social proof
Grabs attention with a question

Uses social proof on how other
supporters have asked about
creating a legacy gift in their
wills
Provides a reason to create a
legacy gift
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Large, compelling visual that tells an
individual’s story

Draws on the supporter’s imagination
to understand the challenge their
community is facing
Uses an individual’s story to
demonstrate the challenge and make
the supporter the hero
Includes a testimonial as social proof
Includes a matching gift opportunity
from another family as social proof

Includes social proof for IRA donations,
inviting the supporter to join fellow
donors
Provides a compelling reason to give
from an IRA: save money and ensure
access to healthy meals
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Endearing image that immediately
grabs attention

Detailed examples of how other
supporters are getting involved

amounts) as well as tells a story about
these supporters
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Storytelling

Appealing visual that directly relates to
the story

Powerful storytelling about an
individual cub that presents a surprising

are killed illegally and endangered)

Presents a compelling reason to help
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Powerful visual that sets up Mobina’s
story

Vivid story focused on an individual,
including sensory details, such as the
tent description, drifting breeze, and
torched homes

Presents a strong story arc: Mobina just
now prepares to face a new danger

Clearly shows how the donor can make
a tangible impact on Mobina and her
community
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Tangible impact

Large visual that tells a story about the
ways in which ARC helps

Speaks from the ‘I’ to the ‘you’ to build
a personal connection

ARC has been able to provide with the
donor’s support

Uses a large CTA that includes a reason
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Includes a photo of the amount of food
how the donor could make a tangible
impact with even a small gift

large, very direct CTA button

understand reason to give

Want to learn more about how FreeWill can unlock transformational gifts for
your organization, including creating effective emails for your team? Please go to
.
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