
REGULAR COMMUNICATIONSREGULAR COMMUNICATIONS
Keep them interesting

Thoughts? KeepThoughts? Keep 
in touch 

@blackbaud
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TODAY’S TOPICS

• Personalized content (is king)

• Why you need to test…and what to test

• Next Steps / Open Q&Ae S eps / Ope Q&

Engaging Email Campaigns 2



W H AT  C A N  Y O U R  N O N P R O F I T  L E A R N  F R O M  
S O P H I S T I C AT E D  C O R P O R AT E  E M A I L 
P R O G R A M S ?
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ABOUT CORPORATE EMAIL PROGRAMS

• Large budgets, staff, work with agencies

• Sophisticated programs that provide value

• Data-driven decisionsa a d e dec s o s

• Top programs: Most important value drivers

82% - Test and measure everything* 

71% - Build in targeting capabilities*
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CROCS
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WHOLE FOODS
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PERSONALIZING YOUR EMAIL

THEN NOWTHEN NOW
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WHY (PERSONALIZED) CONTENT IS KING( )

• Top tactic to deliver relevant and engaging content*op ac c o de e e e a a d e gag g co e

• Open rates increase 7% & click-through rates increase 80%**

• Click-through rates twice as high first 30 days***

*2011 MarketingSherpa Email Marketing Benchmark Survey

Engaging Email Campaigns 8

**MailerMailer 2010 Email Marketing Metrics Report
***MarketingSherpa "Email Marketing Benchmark Guide 2008”



WHY (PERSONALIZED) CONTENT IS KING( )

• Provide valueo de a ue

• Connection

• Without relevant content, risk:
- Level of engagement
- Level of attention
- Decreased response
- Weakened relationship
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SPCA ERIE COUNTY
2010 participants

2009 participantsp p

2008 participants

2007 participants

Campaign Emails Click-through rate
Email #1 1.68%
Email #2 1.98%
Email #3 (personalized) 3.50%
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RONALD MCDONALD HOUSE OF KC

Past attendeesPast attendees

Attended similar event

Audience Click-through rateAudience Click through rate
Past attendees 25.1%
Attended similar event 14.6%
Everyone else 8 6%
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Everyone else 8.6%



HIDDEN WAYS TO PERSONALIZE ANY EMAIL

Cultivate
• Thank recent donors
• Tell how donations were used
• Thank recent event attendees
• Show photosS o p o os
• Thank recent volunteers

Provide valueProvide value
• Deliver relevant content
• Reminders (membership, event reminders)
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CULTIVATE: THANK DONORS & 
TELL HOW DONATIONS WERE USED
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HIDDEN WAYS TO PERSONALIZE ANY EMAIL

Solicit
• Match areas of interest to funding opportunitiesg pp
• Provide past gift info
• Planned giving prospects

Data Integrity 
• Missing information
• Verify informationVerify information
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H O W  E L S E  C A N  I  E N G A G E  M Y A U D I E N C E ?
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SUBJECT LINES

• Mobile friendly: Front-load first 30 characters

• Avoid special characters (!, $) and CAPS

• Check spam folder for what not to doC ec spa o de o a o o do

• Fastest way to better results: Test!Fastest way to better results: Test! 
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USE VIDEO SCREEN SHOT IMAGES
• 2-3x higher clicks with video screen shot images
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*As Seen in the Inbox, Forrester Research, May, 2009



ASK FOR A TIMELY, SPECIFIC NEED,
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CREATE A COMPELLING LANDING PAGE
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USE INCENTIVES TO PROVIDE ADDED VALUE
• Gift doubled

• Drawing

• Recognition

• Send an eCard

• Purchase a specific item (Wish List)
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CALL TO ACTION LINKS
• Make links compelling by including:

What + Why + Where (or When)

Not Compelling CompellingNot Compelling Compelling
Click here Speak up now to stop the bloodshed in Syria
Donate now Donate now to feed those starving in Somalia
Register Register by Feb. 20th to ride in honor of a 

cancer survivor
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CALL TO ACTION LINKS

• Include early, then again

CALL TO ACTION LINKS

• Use text, instead of images

• Review where clicks occur
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AVOID NONPROFIT JARGON
Support the annual campaign
Support those who are homeless this holiday season

Opt out
Remove me from future emails

Email not displaying? View it in your browser.
Can’t see images? Find them here.
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TODAY’S TOPICS

• Personalized content (is king)

• Why you need to test…and what to test

• Next Steps / Open Q&Ae S eps / Ope Q&
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WHY TEST?

According to top email programs:

• Email testing is the most important value driver*

• 82% of them test and measure everything*8 % o e es a d easu e e e y g
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*2011 Gleanster survey on Email Marketing



MOST EFFECTIVE ELEMENTS TO TEST
1. Target audience
2. Landing page
3. Subject line
4. Call-to-action link
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TEST CALL TO ACTION
The largest difference between high and low performing email programs 
was in email click-through rates*

• Where

• Language

• Images vs Styled text• Images vs. Styled text 

• What color

• Incentive

Engaging Email Campaigns 27

*2010 eNonprofit Benchmarks Study, NTEN & M+R



TEST TIME OF DAY?

• 6:00-7:00am (MailChimp)
• 6:00-11:00am (MailerMailer)( )
• 9:00am (Marketing Sherpa)
• 9:00am (eROI)
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HOW TO TEST?

• Send 2 tests: Each to 10%-20%
• Wait 1-2 daysy
• Review metrics & check statistical significance

eMarketingDynamics.comeMarketingDynamics.com

• Send “winning” message to remaining recipients
• Repeat, Repeat, Repeat
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Repeat, Repeat, Repeat



RECORD TEST RESULTS

• Simple spreadsheet
• Date
• Audience/List
• Variable tested
• Open rateOpe a e
• Click-through rate
• Conversion rate
• Unsubscribe rateUnsubscribe rate
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IMPACT TIPS

• If you’re not personalizing every email, you’re missing an opportunity 
for better results

• Use email testing to validate assumptions and make data-driven 
decisions 
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IMPACT TIPS

• If you’re not personalizing every email, you’re missing an opportunity 
for better results

• Use email testing to validate assumptions and make data-driven 
decisions 
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TODAY’S TOPICS

• Personalized content (is king)

• Why you need to test…and what to test

• Next Steps / Open Q&Ae S eps / Ope Q&
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NEXT STEPS

• Next up: Welcome Series Launch
- Get your revisions to us- Get your revisions to us

• Monthly Projects – due Monday, June 25y j y

• Next Webinar: 
C ( )Wednesday, June 20 at 11am CT (12pm ET)
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COOL RESOURCES TO CHECK OUT

• NetWitsThinkTank.com

• ConnectionCafe.com

• www.Blackbaud.com/Puzzle 
• Free upcoming webinar - June 14th

• GuideCreative.com/Giveaway 
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Q & AQ
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