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eNewsletters 201: Using Story to Optimize your eNewsletters
Description: Are you sending eNewsletters, but aren’t sure you are really “reaching” your constituents? Do you want to learn how to craft great eNewsletters? This session will help you combine the use of inexpensive, easy-to-use eNewsletter tools with great stories to emotionally engage with your constituents.
How can you utilize inexpensive eNewsletter tools to engage your audience? Use stories!
eNewsletters are a cheap and easy way to communicate with your constituents. Camps have incredible stories, photos, and videos to share with their constituencies. Stories have the power to engage people emotionally to let the facts in and move people to act.

The next step? Leverage these stories via eNewsletters to engage the audience.

Consider your eNewsletters strategically
What is your goal with this eNewsletter?

· What do you hope to achieve?

· Is the eNewsletter meant to cultivate? Steward? Move to act in some way?

Who is your audience for this eNewsletter?

· Current Parents? Potential Parents? Alumni? Donors? Prospects?

· There are overlaps obviously, but you want to direct content to those people who will be most interested in it.

· Key? Segment your database and send separate eNewsletters to different groups of constituents.

· More likely to read and take action.

· Less likely to ignore or unsubscribe.

What is your desired outcome?
· What action do you want your readers to take? Potential actions:

· Enroll in camp

· Register for an event

· Donate

· Volunteer at camp

· Submit a story

· Key? Focus on one primary call to action in each eNewsletter.
· Connect outcomes to camp mission.

Using story in your eNewsletters – Tips and Techniques

Stories, photos, and video can engage your readers emotionally; facts don’t
· Lead with stories.

· End with facts (if necessary) and call to action.

Leverage existing stories

· Don’t recreate the wheel – use the stories you already have.

· “Repackage” stories for different channels.
· Stories from hardcopy newsletters.
· Stories from fundraising letters.
· Stories submitted by alumni (or heard at events).
· Stories of existing campers/families.
· Testimonials.
· Be on the lookout for stories.

· Request stories on website, Facebook, etc.

Subject Lines

· Your readers receive dozens of emails – you have to make yours stand out.

· Don’t use “Camp ABC eNewsletter” – the reader will already see that the email is from Camp ABC.

· Instead, give a taste of the great content inside the eNewsletter, a reason to read on: “100 people have registered for our Reunion – are you one of them?”; “Which of your fellow alums just received a prestigious award?”; “Check out these pictures of our new gym!”; “Why did Joe Smith Give a Legacy Gift?”; etc.
Don’t Bury the Lead
· Start your eNewsletter with the most engaging content and stories.
· Limit the content in each eNewsletter.
· Short emails sent to a specific audience are more likely to be read.

· Readers scan eNewsletters – use short “teasers” with links to full articles on your website or blog when possible.

· Segment your audience so each eNewsletter is pertinent to readers.

Personalize eNewsletters

· Segment your database and send only information of interest to each audience.

· Include personal stories wherever possible – 1st person accounts.
· Use dialog – 1st person narrative brings a reader into a story.
· Photos and Videos

· Appropriate visuals make the content more compelling.
· Use photos of story “characters” where possible.
· Scanned artwork from campers can add interest.
For more information about using Technology effectively, visit the Knowledge Center on the new Grinspoon Institute website: www.gijp.org. 
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