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Fundraising Appeal Copywriting Brief
This template will help you to provide a thorough copywriting brief for your fundraising appeal. Though it’s tempting to provide lots of extra information, please don’t include intext links unless requested in the form below. There’s a section at the end to add extra detail and we’ll also ask for further information if needed.
1. Context & Timings
	Name of organisation:
	

	Overview of organisation – what do you do and what are you known for? 
(e.g. you can include your cause area / mission in one or two sentences):
	

	Brief context for this appeal: 
(e.g. annual appeal, emergency response, new programme, capital campaign, donor acquisition)
	

	Appeal channel:
(e.g. Direct mail pack, reminder pack, email etc)
	

	Why is this appeal urgent/needed now and relevant at this moment?
	

	Is this appeal part of any wider project or campaign? If so, please provide details here:
	

	Deadline for 1st draft:
	

	Deadline for final copy:
	

	Date when pack due to land:
	


2. Appeal Objectives
	[bookmark: _Hlk208928700]Primary goal: 
(e.g. raise £X, acquire X new donors, increase average gift, reactivate lapsed donors etc)
	

	Secondary goal if relevant: 
(e.g. donor engagement, awareness, event sign-ups)
	

	Other targets?
	



3. [bookmark: _Hlk208994378]The Case for Support & Key Messages – Please write as much as you need to in these boxes.
	Problem statement:
What issue or problem are you hoping to solve with donor support?
(use plain language if possible)

	

	Solution / Opportunity - what you do: 
How does your organisation solve this problem? 

	

	Donor impact: What difference will a donor make when they donate? How will their gift help to address the problem?

	

	Why you? – what makes your organisation unique and best placed to solve the problem? 

	

	Urgency - Why must the donor give now, rather than later?

	

	Risk/jeopardy What might happen if donors don’t give now?

	

	Any other key messages to include?
	



4. Audience
	Who: who are your trying to reach? Who is your primary audience?
(e.g. existing donors, major donors, High Net Worth Individuals, lapsed donors, cold prospects, warm leads, legacy pledgers, etc)

	

	Please give details of any secondary audiences:
	

	Insight: 
· Do you have any insight about your primary audience’s motivations to give?
· Do you know what messages most resonate with donors?
	

	Existing knowledge:
· [bookmark: _Hlk208928857]What does your audience already know about your organisation?
· What does your audience already know about the problem you are trying to address through this appeal?
	

	Sentiment:
How does your audience feel about your organisation/institution?
e.g. Nostalgia for the time they studied there, grateful for the care you once provided them etc
	

	Commonality: What do all recipients of this appeal have in common? 
(eg. All alumni, all previous donors, etc)
	

	Audience goals:
What do you want your audience to 
· think
· feel 
· do
when they read this appeal?
	

	Other comms: If relevant, provide details of the most recent materials that have been sent to your audience and what they are likely to receive after this appeal.
	

	Main takeaway: What is the single most important message that you want this appeal to communicate to your audience?

	



5. The Ask
	The ask / call to action (CTA) – what specifically are you asking donors to do? Is there a set amount you’re asking them to give?
	

	Do you have a giving ‘shopping list’ i.e. suggested gift amounts and what each amount can achieve to help address the problem? Please provide tangible examples if possible
(e.g. £x could help to cover a student’s weekly grocery bill)
	

	Any match funding or special incentives?
	

	Any deadlines for giving? If so, what is the reason for the deadline.
	

	Any other CTA?  
e.g. attend event, sign up, return donor engagement device. Please provide specific details of any event or other CTA that needs communicating.
	


6. Elements
	Do you need an overarching concept for the pack?

If not, please provide details of the pre-agreed concept

	

	Please provide a list of the elements you’d like copywritten for your appeal
e.g. Main DM: Outer, 4 or 2 page letter, lift device, donation form etc

	· 

	Are you segmenting your audience for this appeal? If so, please give a list of audience segments
(E.g. loyal and regular cash donor – monthly gift via direct debit, lapsed cash donor – given 5-6 years ago etc) 

Please also list where variable copy for each audience segment should be included if this is already known
e.g. the letter, accompanying email etc.
	· 

	Do you have a signatory for the letter / email in mind?
	

	Do you have specific formats in mind for each element? e.g. A6 booklet for the lift etc.
	

	Please provide word counts for each element if known:
	

	Will the copywriter be working with a designer? Please give details if so.
	


7. Assets and Resources
	What real-life stories /case studies can we use to demonstrate the need for this appeal? 

You can include intext links to these or list them here and attach the case studies with this brief.
	

	Are any spokespersons or beneficiaries available to be interviewed, if needed?
	

	Are there photos to accompany these stories or can these be obtained?
	

	Please provide relevant data and stats that you would like to be included in the appeal to help explain the problem, including sources.

(Using hard data alongside human-interest stories can really help to support an appeal.)
	






	Do you have any donor case studies that explain why other donors choose to support your organisation and address the cause? 
	



8. Style
	[bookmark: _Hlk208998925]Please provide any mandatory straplines
	

	Do you ever shorten the name of your organisation in copy? If so, please provide details
	

	Please provide an overview of your brand tone of voice in a few words
	

	Do you have organisational or campaign verbal/written brand guidelines or messaging guides? 

Please provide the details here if so. You can include an intext link or attachment with this brief if easier.
	

	Do you have any must-use or must-avoid phrases?
	

	Are there any mandatory inclusions?
e.g. contact details
	



9. Previous Learning
	What has worked well in past appeals? (messaging, themes, subject lines, donor offers)
	

	What has not worked? (pitfalls to avoid)

	

	Benchmark results – if you would like to share these for reference: (open rates, response rates, average gifts, ROI from similar appeals)

	



10. Approvals & Process
Please note that all feedback must be collated and agreed upon internally at each round of approval, before it is sent to me for the amends to be made. Also, obtaining early-stage feedback from individuals who will have final sign-off makes the process much quicker overall.
	Point of contact for queries:
	

	Deadlines for review and approval:
	



And finally, is there any further information that you’d like to provide?
	








8

image1.png




