New Donor Welcome Email Series
A 5-Email Template for Nonprofits
Placeholders are shown in bold red brackets. Replace every placeholder with your own content before sending.

How to Use This Template
This series triggers automatically after a donor's first gift and runs over 60 days. Each email should come from a real, named person using a monitored inbox. Keep the formatting plain and simple: no graphics, no newsletter layouts. It should feel like a personal note, not a marketing blast.

Note: Replace the [First] place holder with the merge fields from your list in DonorSnap. 

Before you begin, have these ready:
1. Your sender's full name, title, email address, and phone number
1. A real impact story about a person, place, or program your work has helped
1. 2 to 3 team members or volunteers to feature in Email 3
1. A donor preference form or survey link for Email 5
1. Your social media links
1. Your regular communication cadence (newsletter, events, etc.) that donors will flow into after Email 5

Series Overview

	Email
	Timing
	Purpose
	Sent From

	Email 1
	Day 0 (immediately)
	Warm thank you + first impression
	Executive Director

	Email 2
	Day 3
	Impact story
	Executive Director

	Email 3
	Day 10
	Meet the team
	Executive Director or staff

	Email 4
	Day 25
	How to get involved
	Executive Director

	Email 5
	Day 55
	How to stay in touch + preferences
	Executive Director



The Emails
Each email is ready to copy and paste into your email platform. Replace all placeholders in bold red with your own content.
EMAIL 1  |  Send immediately after the first gift
Subject line: You just made a huge difference!
[First Name],

I'm [Your name and title] here at [Organization Name], and I wanted to reach out personally the moment your gift came through.

Thank you. Truly.

What you did today isn't small. Every dollar we receive goes directly toward [brief mission description, e.g. 'protecting local wildlife habitats' or 'providing meals to families in need'].

Over the next few weeks, I'd love to introduce you to the organization, the team, and the community you've just joined. You'll hear from a few of us directly, and I hope it feels less like a newsletter and more like getting to know your neighbors.

For now, welcome. We're so glad you're here.

[Your name]
[Your title]
[Organization Name]
[Your email address]
[Your phone number (optional)]

Tip: Keep this email short. The goal is warmth and a genuine first impression, not information. Save the details for the emails ahead.
EMAIL 2  |  Day 3
Subject line: The story behind our work
[First Name],

[Your first name] again. I promised I'd share a bit of what your support makes possible, so let me tell you about [the person, place, animal, or program at the center of your impact story].

[Paragraph 1: Set the scene. Describe the situation before your organization got involved. Keep it specific and human. Use a real name if possible.]

[Paragraph 2: Describe what changed. What did your organization do? What happened as a result? Focus on the moment things turned around.]

That's what your gift protects. Not just [the surface-level thing, e.g. 'a building'], but [the deeper meaning, e.g. 'a place where this community has gathered for generations'].

I'll be back in a few days to introduce you to some of the people who make this work happen every day. In the meantime, if you have questions or just want to say hello, hit reply. A real person reads every one.

[Your first name]

Tip: This is the most important email in the series. A good impact story builds emotional connection that sustains long-term giving. Avoid statistics in this email. Focus on one specific person or moment, and make it feel real.
EMAIL 3  |  Day 10
Subject line: The people behind [Organization Name]
[First Name],

I want you to meet a few of my favorite people.

[Team Member 1 full name] [Warm description of their role and one human detail about them. Example: has been our head of programs for 12 years. She knows every family we serve by name, and she makes the best tamales at our annual volunteer potluck.]

[Team Member 2 full name] [Warm description of their role and one human detail about them.]

[Team Member 3 full name (optional)] [Warm description of their role and one human detail about them.]

These are the people your gift supports. Real people, doing work they genuinely love, in a place that wouldn't exist without donors like you.

I hope you get to meet them someday soon.

[Your first name]

Tip: Include one genuinely personal or funny detail per person. This makes staff feel real rather than like a roster, and it gives donors something to remember and connect to.
EMAIL 4  |  Day 25
Subject line: Ways to get more involved (if you're interested)
[First Name],

Some of our donors are happy to give and hear updates a few times a year, and that's wonderful. Others want to roll up their sleeves and get more involved. I never want to assume which kind of person you are, so I thought I'd just ask.

Here are a few ways people connect more deeply with us:

Volunteer. [Describe your volunteer opportunities in one to two sentences. Be specific about what volunteers actually do and what the experience is like.]

Attend an event. [Name one or two upcoming or recurring events. Describe what attending feels like in a warm, inviting way.]

Spread the word. Some of our most valued supporters are simply people who tell their friends and neighbors about us. Word of mouth has brought some of our best donors and volunteers through the door.

If any of these sound appealing, just hit reply and let me know. I'm happy to point you in the right direction.

And if none of them fit your life right now, that's genuinely okay too. Your gift is enough, and we're grateful for it.

[Your first name]

Tip: The last line is important. Giving donors permission to not engage further actually builds trust and reduces lapse risk over time. It signals that your relationship isn't transactional.
EMAIL 5  |  Day 55
Subject line: A quick question before we go
[First Name],

You've been part of the [Organization Name] family for nearly two months now, and I wanted to reach out one more time before we welcome you into our regular updates.

First, a quick impact note: since you made your gift, [share 2 to 3 brief, specific things that have happened. Examples: we served 47 families, completed 200 hours of restoration work, rescued and rehomed 12 animals]. You helped make all of that happen.

Before you start hearing from us on our regular schedule, I have one question:

How would you like to stay in touch?

[Link text: Tell us your preferences here]  (link to your donor preference form)

It takes about 60 seconds, and it makes a real difference. Some people want behind the scenes updates on our programs. Others prefer event invitations or impact news. Some just want a short note a couple of times a year. There's no wrong answer.

You can also follow along on [social media platform names and links], or simply reply to this email any time. I read every one.

Thank you again, [First Name]. It's been a genuine pleasure introducing you to this place and these people. We hope to meet you in person someday soon.

With gratitude,

[Your full name]
[Your title]
[Organization Name]
[Your email address]
[Your phone number (optional)]

Tip: This is the bridge email. After this, donors move into your regular communication cadence. Make sure that cadence is actually ready and that the transition feels seamless, not like they suddenly landed on a generic list.

Final Tips
Send from a real person.
Donors are far more likely to open, read, and respond to emails from a named individual than from a generic org inbox. Use a real name and a monitored address.
Keep it plain.
No heavy graphics or newsletter layouts. A clean, simple email feels more personal and performs better in deliverability.
Make replies welcome.
Each email should make it clear that a real person is reading replies. This is one of the simplest ways to build trust with a new donor.
Automate it, but personalize it.
Set this series to trigger automatically on first gift in your CRM. Use merge fields for the donor's first name and gift date wherever you can.
Have your regular cadence ready.
Email 5 should not be the last thing a donor hears from you. Know what comes next: a newsletter, an impact report, an event invite. The welcome series is a bridge, not the destination.

Template developed for nonprofit use by DonorSnap. Customize freely for your organization.
