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Events Boot Camp Series
Events Boot Camp, Part 1: How Can I Make Next Year’s Event More Successful?

If you’re planning your first event or looking to make your next event the best ever, sign up for this can’t-miss session on 
planning your next event. We’ll discuss event communication and marketing plans, event sponsorship and committees, site 
design, tools to drive revenue and awareness, and more.

Events Boot Camp, Part 2: How Can I Develop a Successful eMail Marketing Strategy? Co-Host: Zuri Group

Join us as we talk about designing an event email marketing strategy and maximizing its impact. We will cover topics like email 
timing, frequency, and design. 

Events Boot Camp, Part 3: What Can I Learn from Last Year’s Numbers? Co-Host: Event 360

We will help you uncover the wealth of information in your event numbers. We’ll share how you can impact your event and 
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We will help you uncover the wealth of information in your event numbers. We’ll share how you can impact your event and 
participant behavior by analyzing mid-season metrics and discuss how the event data from this year's achievements can lead 
to next year's successes. Register today to learn best practices for performing detailed analyses of event data to discover 
hidden gems within your event. 

Events Boot Camp, Part 4: How Can My Events Raise More and Utilize New Strategies?

We’ll share best practices for using Blackbaud Friends Asking Friends, including how to create an effective event site, how to 
raise more funds online, and how to integrate online and offline efforts. Plus, learn more about what’s new with Blackbaud 
Friends Asking Friends: event committee dashboard, integration between Google Analytics and mobile ready pages and forms. 

Events Boot Camp, Part 5: We Have a Facebook Page and My Participants are Tweeting…Now What?
Co-Host Charity Dynamics

We’ll discuss how your organization can use social media to extend your reach, increase events online presences, and raise 
more funds. We’ll also share how social media works with online and offline tactics to create integrated marketing and 
cultivation plans for your event. Plus, we'll share the latest results from our annual social media research project.
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Blackbaud Friends Asking Friends

Our History

• Supported more than 33,000 events

• More than $1 billion raised online

• 14+ million participants

• 26+ million donors

• 1st event is still a customer
(Arthritis Foundation San Diego Jingle Bell Run)
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(Arthritis Foundation San Diego Jingle Bell Run)

Our Proven Results

• Average participant sends 28 emails

• 1 in 4 FAF emails conversion

• FAF emails have a 90 percent or greater 
open rate

• Average online gift size: $60

• In 2009, 4 of the top 5 customers in the RWR30 
ranked by % growth used Blackbaud Sphere Events



Blackbaud Events Boot Camp SeriesBlackbaud Events Boot Camp Series

Pamela Snyder, Director of Strategy, Zuri Group

We act as an extension of your Web strategy, design and development teams.
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Zuri Group: Interactive Innovators
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Session Overview

� Email is a promotion catalyzes for peer-to-peer fundraising 
success

� Email is a training tool you can use to coach your event 
participants

Email is a way to stay in touch year round with your event 

Page #6 © 2010 Blackbaud

� Email is a way to stay in touch year round with your event 
participants and donors so their affinity for your organization 
stays strong and they continue to support your organization 
year after year
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Think Big: Emails Are A Part Of The Plan

� Emails don’t exist in a vacuum

• Direct mail

• Telemarketing

• Events

• Advertisements (print, radio, tv, online)

• Search engine marketing (SEM)
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• Search engine marketing (SEM)
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Email
Social 

Networks
Mobile Offline

Participants are Becoming Multi-channel Fundraisers
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Average Gift Expectations

$44.35 $42.83

$55.34

$45.28

$40.00

$50.00

$60.00
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Connection Between Social Media & Email
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Participants find social networking tools from emails

26%

1%

Emails Thank you page

HQ Page Auto-responders
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67%
6%
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Event Journey: Past Individual Participants

Team 
Captains• Speak to individual’s 

past involvement 

• Take the next step 
• Team building

• Fundraising 

• Cultivate and 
build long-term 
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Past Individual 
Participants

Fundraising 
Success

• Take the next step 
this year and form a 
team

• Fundraising 
support

• Mission 
information

build long-term 
relationship
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Recruitment Strategy: Past Participants

AudienceMessage
Call to 
Action

Past Team 
Captains
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Sign up for 
Event

Team Captain 
recruitment

Captains

Past Individual 
Participants

Team Member Team Member
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Email Map

Email Type: Organization

� eNewsletter

� Advocate alerts or updates

� Educational 

� Programs

Email Type: Event

� Recruitment messages

� Fundraising Support

� Event Day Updates
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� Programs
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Organization eCommunication: Event Progression

Announce Event 
(Main Story)

Sidebar Message 
(Link to Event 

Website) 

Participant 

Story 
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Link to Event 
Website

Impact

Story

Event Update

(secondary story)

Event Day 
Highlights and 

Results
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Event Email Timeline

Recruitment (1-4 months)

Site Launch  
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Stewardship/Planning (year around)

Event Details (2 week)

Fundraising (4-6 months)
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Email Calendar & Message Outline 

Channel Timeline 32 Weeks 28 Weeks 28 Weeks 20 Weeks

Message Save the Date Are you ready to 
take the next step?

Team captains
are key

Why I walk- message from an 
advocate who participants in 
event

Audience All past participants: 
team captains, team 
members individual 
participants

Past individuals 
participants

Past team 
captains

Advocates

R
e
c
ru

it
m

e
n

t 
E

M
A

IL
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Action Sign up for event Form a team for 
this year’s event

Sign up today! Sign up today!

Facebook Announce Event Be a team
captain

Event update: number of 
team captains

Twitter Announce Event Be a team
captain

Event update: number of 
team captains

BLOG Post reflecting on 
last  year’s event

Post from a
team captain

Why I’m involved – post 
from an advocate 

R
e
c
ru

it
m

e
n

t 
E

M
A

IL
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Fundraising Support: Role Specific Messages

Team Captains

• Personalize webpage
• How to Recruit Team 

Members
• Team Fundraising 

Activities

• Personalize webpage
• How to Recruit Team 

Members
• Team Fundraising 

Activities

Team Members

• Personalize webpage
• Team member impact 
• Team Fundraising 

Activities
• Stories from team 

• Personalize webpage
• Team member impact 
• Team Fundraising 

Activities
• Stories from team 

Individual participants 
non- team members

• Personalize webpage
• Fundraising Activities
• Stories from participant
• Fundraising Tips
• Impact on mission

• Personalize webpage
• Fundraising Activities
• Stories from participant
• Fundraising Tips
• Impact on mission
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Activities
• Team Captain Updates 

– sneak peak at 
upcoming activities

• Stories from team 
captains

• Fundraising Tips
• Impact on mission
• Social network 

fundraising
• Event information

Activities
• Team Captain Updates 

– sneak peak at 
upcoming activities

• Stories from team 
captains

• Fundraising Tips
• Impact on mission
• Social network 

fundraising
• Event information

• Stories from team 
member

• Fundraising Tips
• Impact on mission
• Social network 

fundraising
• Event information

• Stories from team 
member

• Fundraising Tips
• Impact on mission
• Social network 

fundraising
• Event information

• Impact on mission
• Social network 

fundraising
• Event information

• Impact on mission
• Social network 

fundraising
• Event information
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Anatomy of an effective email message

Recognizable “From” or “Sender” 
Address

Descriptive and inviting subject line
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Concise and relevant content

Compelling case and call to action

Design
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Email Type: Past Team Captain Recruitment
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Email Type: Team Captain Support

Page #21 © 2010 Blackbaud



Blackbaud Events Boot Camp SeriesBlackbaud Events Boot Camp Series

Email Type: Acknowledgements

� Registration and donation acknowledgements

� Use the advanced confirmation option to create specialized 
messages with mission information, links and pictures
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EXAMPLE: Acknowledgement Email
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Email Design: Mobile Devices

Increasingly, participants will be reading email via 
Blackberry or iPhone

� Design emails for mobile reading

� Mobile readers are more likely to scan, not read

� Include compelling call to action in your subject line
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� Include compelling call to action in your subject line

� Avoid “top heavy” images in the design

� Use “ALT” tags on images

� Test messages on handheld devices
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Test, Track, Review and Adjust

� Always send a test email to several  email service providers (Yahoo, Gmail, 
Hotmail, Outlook)

� Review the Spam report Sphere sends and make adjustments
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Events Boot Camp Series

Events Boot Camp, Part 3: What Can I Learn from Last Year’s Numbers?
Co-Host: Event 360

We will help you uncover the wealth of information in your event numbers. We’ll share how you can impact your event and 
participant behavior by analyzing mid-season metrics and discuss how the event data from this year's achievements can lead 
to next year's successes. Register today to learn best practices for performing detailed analyses of event data to discover 
hidden gems within your event. 

Events Boot Camp, Part 4: How Can My Events Raise More and Utilize New Strategies?

We’ll share best practices for using Blackbaud Friends Asking Friends, including how to create an effective event site, how to 
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We’ll share best practices for using Blackbaud Friends Asking Friends, including how to create an effective event site, how to 
raise more funds online, and how to integrate online and offline efforts. Plus, learn more about what’s new with Blackbaud 
Friends Asking Friends: event committee dashboard, integration between Google Analytics and mobile ready pages and forms. 

Events Boot Camp, Part 5: We Have a Facebook Page and My Participants are Tweeting…
Now What?
Co-Host Charity Dynamics

We’ll discuss how your organization can use social media to extend your reach, increase events online presences, and raise 
more funds. We’ll also share how social media works with online and offline tactics to create integrated marketing and 
cultivation plans for your event. Plus, we'll share the latest results from our annual social media research project.

www.FriendsAskingAmy.com
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Appendix
Emails Editing Do’s and Don’ts
Best Practices: Email Design
Best Practices: Content 
Best Practices : Creating a Compelling Call to Action
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Email Editing Do’s and Don’ts

� Never copy and paste text or images directly from Microsoft Word or 
another word processing program

� Use the “Paste from word” icon in the HTML editor, “Clean” the code 
before pasting, or try pasting into Notepad and then copy/paste into 
the email

� Pasting directly from Word tends to transfer some of the underling 
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Pasting directly from Word tends to transfer some of the underling 
code which will distort your message
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Email Editing Do’s and Don’ts

� Always resize and compress images before inserting into your 
message

• Blackbaud Friends Asking Friends allows you to easily insert images into 
messages but it isn’t an image editing tool

• It’s best to use a 3rd party graphic software to prepare the image before 
uploading
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� Always include important content within body content – not just in 
images

• Many email services block images by default and your reader may not 
decide to display the images

• To ensure your most important message are viewable include them in 
the first part of the message (top of content)
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Email Editing Do’s and Don’ts

� Be careful when selecting text to edit/replace

• If you select more than just the text you are trying to edit (like a blank 
space) you may inadvertently delete the underlying code and distort the 
formatting

� Use only Web-safe fonts

• The most common are Arial, Verdana, Georgia, and Times New Roman

• If they aren’t web safe they may not work in some email service 
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• If they aren’t web safe they may not work in some email service 
providers

• If you have a font that’s not web safe and you must use it, it is safest to 
use it as an image.
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Best Practice: Email Design

� Design for the preview pane of email applications

• Only the top 2-4 inches (or 500-600 pixels) of your email will be viewable in the 
preview pane

• Recipients will rarely open an email to view your full message (so you must 
respect the preview)

� Never put important information (or the call to action) in an image

• Again, if the image is blocked, the message will be lost
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• Again, if the image is blocked, the message will be lost

• If you are going to do this, always recap the information within the email text

� Avoid large blocks of text — use headlines for increased “scanability”

• Try to limit total length to around 300 words

• Amount of content “allowed” depends on your audience and past relationship

� Remind recipients to add organization to their address book/safe sender 
list

� Test HTML email in multiple email clients before sending



Blackbaud Events Boot Camp Series

Best Practice: Content

� Use stories to engage readers

• Share stories and encourage participants to share stories to engage 
readers

• Use statistics, testimonials, case studies, and expert opinions to support 
a point

� Demonstrate a clear purpose and a clear call to action

• Each email should have one main point, with a clear call to action
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• Each email should have one main point, with a clear call to action

• Create a sense of urgency give readers a compelling reason to act now

� Content should be related to current event fundraising phase

� Include links to social network platforms

� Include event login information
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Best Practice: Creating A Compelling Call to Action

� Call-to-action should compel readers to do something

� Create excitement and urgency

� Use specific action-oriented language

� User verbs to keep it active – write sparingly and make those few 
words count

� Instead of “You should sign up soon” try:
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� Instead of “You should sign up soon” try:

• Be an early bird, sign up by Friday and our special early bird incentive.  

• The first 25 team captains to sign up will a gift from Starbucks.

� Give participants a “To Do List”

1. Update their picture and story

2. Email your friends, family and co-workers

3. Update your Facebook status and send a Tweet

4. Take our Top 5 Challenge.  Here are top 5 five ways to FUNdraise, 
do all 5 and be a member of the Top 5 Club.


