
When acquiring email addresses, simplicity is key. 

 
  
  
Getting people to sign up to receive emails from your organization is a critical first step 
in generating online giving. After all, how do you ask someone to give to your organization 
without having their contact information? 
  
Although getting an email address doesn’t guarantee a gift, it does give you an opportunity 
build a relationship so you can legitimately ask for a gift. 
  
Here are three tips we learned from the Online Fundraising Scorecard study to help your 
organization improve its email sign-up form: 
  
#1: Simplicity is Key 
  
Eliminate as much friction in the process. Of the organizations we surveyed, 36% require 
more than two clicks to submit an email address. Many people will abandon this process if 
they find it takes a lot of work. Lost email addresses = lost money. 
  
It is best practice to ask for minimal information initially from a website visitor. Getting a 
phone number, physical address, prefix/suffix, or any other non-essential information can 
cause abandonment. The best idea is to ask only for First and Last Name and Email 
Address which can be placed in a form on your homepage, thereby only requiring one 
click. All other information can be acquired at a later date. 
  
An example of Charity Water's simple email sign-up form. 
  



 
As you can see from this email sign-up example, all the form requires is first and last 
name and an email address. This is a one-click form as it is on the homepage of the 
website. It doesn't get much easier than that. 
  
#2: Tell Me What I'm Getting Into 
  
Because a visitor to your website is potentially giving you something of value (their 
personal contact information), they need to know what they will receive in exchange. 
Telling them they will get "Email updates" or "Sign up for a free newsletter" gives no 
information or rationale for giving up something of value. I can get a generic email or an e-
newsletter from any number of similar organizations. 
  
It is important to explain exactly what someone will receive in the most exclusive and 
appealing way possible. Explain that what someone gets in return for his or her email 
address that is unique to your organization, compelling, and worth giving up a little privacy 
in order to receive. 
  
#3: Set expectations 
  
The best email is one that people are expecting, so make sure it is clearly communicated 
to someone when they sign up what comes next or what they can expect. You want them 
to get your email and think, "Nice, here is that email they said they would send me" not, 
"Why are they sending me this?" 
  
What I've just shared with you is vital to get folks to engage with your organization. 
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