
Email Essentials 
for Nonprofits

G U R U  C O N F E R E N C E  2 0 2 4



W H Y  E M A I L  I S  S O  
VA LUA B L E  F O R  

N O N P R O F I T S

H O W  C H A R I T Y:  WAT E R  
B U I L D S  S T R O N G  

D O N O R  C O N N E C T I O N S

I N S I G H T S  TO  B O O S T  
E N G AG E M E N T  A N D  
D R I V E  D O N AT I O N S
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What You’ll Take Away



C
H

A
R

IT
Y

: 
W

A
T

E
R

 

Photo of Me in the ‘80s

E R R O R : 

T H I S  I M AG E  D O E S  N OT  E X I S T



According to Litmus*, email ROI is $36 for 
every $1 spent.


This makes email even more vital for 
nonprofits, where scrappiness with funds 

and resourcing tends to be a requirement.

Offers so much flexibility in terms 
of dynamic storytelling, 

segmentation and personalization, 
long-term relationship building 

approaches, and more.

As the paid media landscape continues to 
change — and in 2024, grow more 

expensive and crowded — retaining the 
donors you already have is paramount.

C O S T  E F F E C T I V E N E S S C O N N E C T I O N  B U I L D I N G
R E T E N T I O N  I S  A S  

I M P O R TA N T  A S  E V E R
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* Litmus, 2024 State of Email Innovations Report

Why is email a critical channel for nonprofits?

https://www.litmus.com/wp-content/uploads/pdf/The-2024-State-of-Email-Innovations-Report.pdf?utm_campaign=wc-2024-05-the-state-of-email-innovations-report_followup&utm_source=email&mkt_tok=ODY0LVZQWi0xMzEAAAGVHwRPjH2EDQqSIQFqdwIJ55wLhQXYYIegEWjWnSP4vv-4GJw6vBEkvWuezs6245bekSFGCBS5zUuLw6TJTm9ctHzTLmcsAh25gx8qwFUYqzkf4Q
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We’re on a 
mission to bring 

that number 
down to zero.

7 0 3  M I L L I O N  P E O P L E  
W O R L D W I D E  L AC K  AC C E S S  

TO  C L E A N  A N D  S A F E  
D R I N K I N G  WAT E R .
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Through genuine 
transparency, an 
innovative 100% Model, 
and a brand built around 
hope instead of guilt, 
we’re reinventing charity 
and building a 
community of generous 
world-changers.

O U R  V I S I O N
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C O U N T R I E S

29

C H A R I T Y:  WAT E R ’ S  
I M PAC T  TO  DAT E

P E O P L E  W I L L  


B E  S E R V E D

19.1M+

P R O J E C T S  F U N D E D

171,469

NORTH &  
SOUTH AMERICA


Guatemala

Honduras 

Haiti

Bolivia

AFRICA


Senegal

Mali

Sierra Leone

Liberia 

Côte D’Ivoire

Burkina Faso

Niger

Ethiopia 

CAR

Uganda

Kenya

DRC

Rwanda 

Tanzania 

Malawi

Mozambique

Madagascar 

Zimbabwe

Zambia

ASIA


Pakistan 

India 

Nepal

Bangladesh

Cambodia 
Laos

*Bold text indicates active country programs
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Let’s talk insights.
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People respond to people.
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CONTROL TREATMENT

200.3%
Donation rate increase
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CONTROL TREATMENT

50.1%
Click rate increase
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Build connections by 
relating the problem to the 

lives of your donors.
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EMOTIONAL APPEAL ECONOMIC UNCERTAINTY APPEAL
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43% 57%

Which framing do you think will win?
WE ASKED OUR TEAM…
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EMOTIONAL APPEAL ECONOMIC UNCERTAINTY APPEAL

Economic appeal increased monthly 
donation upgrades by 66.7%.
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Make your asks count.
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W H AT  W E  L E A R N E D  I N  2 0 2 2

In spite of much of our 2022 email calendar consisting of both a monthly newsletter and monthly “heat moment” communication (think 
Menstrual Hygiene Day, Mother’s Day, etc.) that often included an ask, we found that ~90% of one-time revenue and ~75% of monthly 
recurring revenue came from our 3 major campaigns.


As such, we decided to stop asking at all during heat moments and instead went all-in on making strong asks during tentpole campaigns.

Almost all email revenue coming from “tentpole” campaigns
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2023 One-Time Donation Pacing Through November

W O R L D  
WAT E R  DAY

“J U N E ”  
C A M PA I G N
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During end of year, monthly donors gave 53% more one-time per 1K emails.

0,00 US$

35,00 US$

70,00 US$

105,00 US$

140,00 US$

89,00 US$

136,00 US$

Monthly Donors One-Time
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There must always be a reason not only to 
give, but to give now.
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P E O P L E  R E S P O N D  TO  P E O P L E 

• Personal-feeling communication can often 

outperform “shinier” brand messaging, 
regardless of the purpose of the message.

R E L AT E  T H E  P R O B L E M  TO  YO U R  D O N O R S ’  L I V E S 

• Making donors feel “seen” can sometimes be the best way to 

connect them to your mission.

M A K E  YO U R  A S K S  C O U N T 

• You can only ask your audience to give money so 

many times.

• There must always be a reason that someone 

should give now.

Summary



Thank 
You


