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Learning GoalsLearning Goals

►Design for Clear MessagingDesign for Clear Messaging
 Know what you want your user to learn and doKnow what you want your user to learn and do

►Keep Tone Casual and PersonalKeep Tone Casual and Personal
►Design for SkimmingDesign for Skimming

 Subject line is criticalSubject line is critical

 Information should be easily accessibleInformation should be easily accessible

►Know The Art of “The Ask”Know The Art of “The Ask”



Email CompositionEmail Composition

►Each email should have a clear goal/messageEach email should have a clear goal/message
 Don’t try to do too much in one emailDon’t try to do too much in one email

 Your supporters may not come away with a Your supporters may not come away with a 
memorable messagememorable message

 Come up with a key message or activity that you Come up with a key message or activity that you 
want your supporters to do or rememberwant your supporters to do or remember

 If you are trying to educate your supporters on If you are trying to educate your supporters on 
an issue give them links for backgroundan issue give them links for background
 Don’t email a position paperDon’t email a position paper



Email CompositionEmail Composition

►Develop/Frame Your MessageDevelop/Frame Your Message
 Be seductiveBe seductive

 Be inviting, not bludgeoningBe inviting, not bludgeoning
 Be inclusive, be welcomingBe inclusive, be welcoming

 Achieve conversational toneAchieve conversational tone
 Be personableBe personable
 Avoid technical jargon or “insider” language Avoid technical jargon or “insider” language 



Email CompositionEmail Composition

►Email is a casual and personal method of Email is a casual and personal method of 
communicationcommunication
 Strive to be both in your communicationsStrive to be both in your communications
 Write in the first person voiceWrite in the first person voice

 Signed by an individual.  Signed by an individual.  

 Don’t be afraid to convey personal information Don’t be afraid to convey personal information 
about your relationship to an issue or a campaignabout your relationship to an issue or a campaign

 When possible, use mail merge to include the When possible, use mail merge to include the 
person's first name in the emailperson's first name in the email



Email CompositionEmail Composition

►Casual & personal method of communicationCasual & personal method of communication
 Develop different roles and voices for different Develop different roles and voices for different 

individuals who emails are fromindividuals who emails are from
 Develop expectations around those peopleDevelop expectations around those people
 Action alerts, fundraising, organizational updatesAction alerts, fundraising, organizational updates

 Recipient can feel a personal relationship w/youRecipient can feel a personal relationship w/you
 By extension with your goalBy extension with your goal

 Make sure that your emails express a tone of Make sure that your emails express a tone of 
excitement and involvementexcitement and involvement
 They won't care if you don'tThey won't care if you don't
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Email CompositionEmail Composition

►Key premise: you have minimal time to Key premise: you have minimal time to 
engage readerengage reader
 Key message should be stated up frontKey message should be stated up front

►Think in terms of Subject line and 3 main Think in terms of Subject line and 3 main 
pointspoints
 State the problemState the problem
 State your solutionState your solution
 State ways to get involved State ways to get involved 
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Email CompositionEmail Composition

►The subject line is the most important partThe subject line is the most important part
 Keep it short yet snappy so it stands out in the Keep it short yet snappy so it stands out in the 

inboxinbox
 Give enough info to interest, but not too muchGive enough info to interest, but not too much
 No CAPS in subjectNo CAPS in subject

►Testing technique: send n messages with 1 Testing technique: send n messages with 1 
subject and n messages with anothersubject and n messages with another
 Test open rate of different subjects if your email Test open rate of different subjects if your email 

tool will allow you totool will allow you to



Email CompositionEmail Composition

►People do not read emails; they scan themPeople do not read emails; they scan them
 Make it easy for supporters to quickly find infoMake it easy for supporters to quickly find info

 Design for ease of consumptionDesign for ease of consumption

 Be aware of where “the fold” is on the emailBe aware of where “the fold” is on the email
 Make sure all important information is above itMake sure all important information is above it

 Focus on making message "skimmable"Focus on making message "skimmable"
 Provide good section headersProvide good section headers
 Use white space to break up infoUse white space to break up info
 ““Less is more”Less is more”



Email CompositionEmail Composition
►People do not read emails; they scan themPeople do not read emails; they scan them

 Create a predictable format so users knowCreate a predictable format so users know
 What to expectWhat to expect
 Where to find different types of info in the emailWhere to find different types of info in the email

 Create links to in depth background or related Create links to in depth background or related 
informationinformation
 Do not send giant paragraphs with analysisDo not send giant paragraphs with analysis

 Have easy to use links with short URLs.Have easy to use links with short URLs.
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Doing “The Ask”Doing “The Ask”

►““The Ask” refers to what action you want The Ask” refers to what action you want 
your recipients to takeyour recipients to take

►Make it easy to see “The Ask”Make it easy to see “The Ask”
 Make The Ask specificMake The Ask specific

 Repeat The Ask several times in different placesRepeat The Ask several times in different places

 Use a sidebar and graphics to highlight The AskUse a sidebar and graphics to highlight The Ask
 Give multiple options and methods for people to take Give multiple options and methods for people to take 

action and participateaction and participate
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SummarySummary

►Design for Clear MessagingDesign for Clear Messaging
 Know what you want your user to learn and doKnow what you want your user to learn and do

►Keep Tone Casual and PersonalKeep Tone Casual and Personal
►Design for SkimmingDesign for Skimming

 Subject line is criticalSubject line is critical

 Information should be easily accessibleInformation should be easily accessible

►Know The Art of “The Ask”Know The Art of “The Ask”



End Of SectionEnd Of Section

►Questions?Questions?
►Comments?Comments?

Thank You!Thank You!
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