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• Founder: Girlstart

• Featured on: Oprah, 

• CNN, the Today Show

• AFP Outstanding Fundraiser of 
the Year 

• What Rachel does: custom 
training, board retreats, online 
classes

• Weaknesses: chips, queso 

Rachel Muir, CFRE

@rachelmuir 

www.rachelmuir.com 



Type questions into Q/A box

Chat into chat box



Want coaching from Rachel?  

Scan to get today’s slides 

rachelmuir.com/handouts



TODAY YOU’RE GOING TO LEARN…

▪What to write in your Giving Tuesday (or Giving 
Day) appeals to raise more money + examples

▪How to format and design Giving Tuesday (or 
Giving Day) appeals

▪How to segment and personalize to boost giving 
and retention

▪Quick tips to get last-minute gifts



GIVING TUESDAY IS DEC 3 

21 days 

away! 





Let’s get to know you…
Who writes your appeals?

1. We write our own appeals (and do all our own 

stunts!)

2. A fundraising copywriter

3. An agency



How ready are 

your Giving 

Tuesday and/or 

end-of-year 

appeals?

1) Done! I’ve already 

written, proofed, tested 

& scheduled my end-

of-year fundraising 

appeal(s).

2) Draft form.

3) Haven’t started.



Set them up for success   
Type in the number of appeals (mail 

AND email) that you send for end-of-year 



Does writing an appeal feel like this?   

Lots of distraction



APPEAL 

TIPS 



If email needs to come from a human with real email address

Keep it skimmable (1-2 sentence paragraphs) 

Tie ask to something tangible

Clear Call to Action (CTA) & Ask OFTEN (3x)

Be ready w/thanks (landing page, autoresponder, cards) 

Personalize subject line w/first name if can

Extra attention to subject line & P.S. 

Write like you talk

Appeal writing tips



RachelMuir.com/Checklist



Start by thinking about: 

1. A compelling story 

2. A photo reinforcing 

it that shows the need Next consider: 

3.  Narrator

4.  Opening line 

5.  The offer 



If you use a photo it must show the NEED



How do you make it fun?    

Winning Giving Tuesday Examples





Marie Curie – Used holiday to THANK donors



Did it raise them more money?

Those who were thanked 

gave 20 pounds ($24.20 USD) 

MORE than those not thanked



Make it FUN (playfulness, contests, prizes, etc)





Goal: give to school’s annual fund 



Give updates

on goal

“You are 

egg-cellent!”



Conclusion and BIG REVEAL



How much email?

“Most nonprofits think 
every donor receives 

every message we send.  
They don’t!” 

Steven Screen, Better Fundraising 



How would Barbie do Giving Tuesday?

Want training from Rachel? LeagueofExtraordinaryFundraisers.com



Fundraiser Barbie helps 

Veterinarian Barbie with a 

Giving Tuesday Campaign 



Powerful visuals?  Check.

Dramatic opening?  Heck, yes.

Compelling landing page?  Oh yeah.

Click-worthy subject lines?  Yep.    

Her emails are segmented and 

personalized perfectly.

Her thank you landing page and 

thank you email autoresponder are 

primed to delight every donor. 

Formatting & Design



She's recruited President Barbie, Dr. Barbie, Physicist Barbie, and 

Supreme Court Justice Barbie as her Giving Tuesday influencers. 



Let’s walk through Fundraiser Barbie’s 
email appeal series…



Your gift 

will solve 

it 

Problem Solution



Source: Go.givecampus.com

Teaser save-the-

date email

Pro-tip:

Consider a countdown 

clock on your homepage 

if doing teaser emails 



Source: Go.givecampus.com

Launch email

WHY/WHO: The purpose of your campaign and who it will 

impact

WHEN:  Campaign kick-off and close dates

WHAT: Details about major matches, challenges, and 

incentives

WHERE: Where donated dollars go

HOW: Easy ways to give



Source: Go.givecampus.com

Update email

Progress to date 

New match or incentive 

Other ways to get involved 

Urgent call to action/deadline 

Extension (if added)

Pro tip – the next 

emails can be client, 

student or donor 

testimonials  



Nudge & last call 

emails 

• Nudge well-intentioned 

procrastinators 

• Inspire a last-minute rally 

among peers to own the 

leaderboard

• Motivate donors to take 

advantage of soon-to-expire 

matching campaign funds

Source: Go.givecampus.com



❑Must be mobile optimized

❑Consistent branding 

❑Offer short reason to give (1-2 sentences) 

❑Offer monthly giving option

❑Suggested ask strings, highlight 1 

❑Must have trust logos 

❑Phone number on footer of page

❑Routes to thank you landing page

❑Reader-centric email thank you autoresponder 

Mystery shop your donation page



Real autoresponder I got



RachelMuir.com/Checklist



NICE LIST

• You reported back on your 

donor’s last gift

• You have well crafted 

emails written + scheduled 

• You are taking donors OFF 

the merry go round when 

they make a gift 

• You have the staff & 

resources to thank donors

NAUGHTY LIST

• You didn’t thank your 

donors properly for their  

last gift

• You haven’t updated/ 

checked your thank you 

autoresponders since last 

year (or worse!)

• You aren’t segmenting or 

personalizing 

Don’t get on the naughty list! 



TACTICAL TIPS TO WIN THE 

FUNDRAISING JACKPOT



Problem:  Great wall of text 





Clear, emphasized call to action



Have a CLEAR OFFER (Problem donor can solve)

Grab your appeal checklist -> RachelMuir.com/checklist  



Offer = Tells the donor what the money will do 

No offer? No reason to give Slides -> RachelMuir.com/handouts



Problem:  Appeal focuses on org, not donor 

Appeal as 

‘report card’ 

Put donor in 

story – make 

them look 

good! 



Truth bomb

But they are looking 
for things they care 
about i.e. “I know you 
care about unicorns, 
and the local herd is 
in real trouble!”

Emphasize what donors care 
about, not what your org cares 
about.  

Fact: No donor is scanning 
your letter looking to 
hear how good your org is 
at its job 

Source: Steven Screen 



Spend 99% 

of time 

connecting 

with reader

Spend 1% of time 

on your mission 

h/t Tom Ahern
www.rachelmuir.com rachel@rachelmuir.com 

http://www.rachelmuir.com/


“When you 
see…

A homeless person sitting 

on a park bench, or sleeping 

under a bridge, you wonder 

what you should do.  That’s 

the kind of person you are.”

Jeff Brooks, How to Turn Your Words into Money



Problem: using “Dear friend” instead of their name 



Steven Shattuck, Robots Make Bad Fundraisers 

@rachelmuir rachel@rachelmuir.com

What is a segment?

n. A small group of constituents who share the same 
attributes, such as “first time donors,”out of town 
donors”, “monthly donors”, etc.  



Julie Cooper, copywriter, FundraisingWriting.com 

@rachelmuir rachel@rachelmuir.com

How do I segment?

While your appeal is essentially the same for all donors, some of the 

copy should be specific to their giving behavior. So, pick a 3 or 4-line 

paragraph in your appeal where you can adjust the language to speak 

to your donor segments – such as active, lapsed, major, and monthly.



“Do the math before you ask”  Julie Cooper, FundraisingWriting.com



• Keep a “best of” subject lines doc

• Don’t make it *all* about you 

• Get inspired by other senders 

• Don’t end w/ a period

• Test -> www.SendCheckIt.com

• Use conversational tone 

• Test A/B subject lines 

• Pay attention to the preview text 

• Personalize

• Ask yourself: would you open this? 

Email subject line tips Bookmark it: 

SendCheckIt.com



Rachel’s parting tips to save time (and money) 

Write your appeal, thank 
you and report back at 
the same time

Set a heartfelt out of 
office message with 
your cell  

Mystery shop your own org

Test, test, then test again 



Last minute tips:
Phone scripts & Homepage takeover



Script: Ask call

Hi, I’m Betty Smith, a board member of  _____.    
Do you have time for a quick question?  

First of all I want to give you a huge thank you for your gift(s) of 
_____to us.  

Thanks to you, we were able to xxxx, and now here’s the impact 
of this xxxx.

Because of you (insert great accomplishment here)...Now… 

We are so thankful to have your support.  It’s awesome that you 
are doing this. (AFFIRMATION OF THE DONOR)



What we are doing today is a 
phone campaign so we can... 
tackle this next important 
project (send 5 kids to college, 
get ____ out of office, etc) .  

We are asking people to 
increase their gift by xx amount 
and then they’ll create xxxxx
impact (or reach xxxxx people).

Most people are giving in this 
range of $xxx to $xxxx. How 
much would you like to give?



Option: Lightboxes, popups, aka shadowboxes  



You can do this!  

You might 

make a 

mistake. 

Embrace it!



Questions?



Want training from Rachel every month?  

LeagueofExtraordinaryFundraisers.com



rachelmuir.com/checklist



All the fun we’re having next!  



THANK YOU!  



Want coaching from Rachel?  

Scan to get today’s slides 

rachelmuir.com/handouts
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