
 

EMAIL FOR NONPROFITS 
Tips and Tricks 

 
 

COLLECTING EMAILS & PERMISSION 
It should never be difficult to sign up for your non-profit’s email list. Supporters will be 
looking for your email list signup form, so be sure to make it easy to find. 

 
Certain locations are best for placing your signup form:  
Website 
Social Media  
Events 
 
Aim for quality over quantity. It is better to have a small list of genuine supporters 
than to have a large list of people who are vaguely aware of your cause.  
 
Keep your signup forms short.  

 
 

PERMISSIONS 
A double opt-in is a great way to make sure you have a quality list interested in your content. 
A double opt-in is where you sign them up, but you also email them to confirm their 
registration.  
 
 

SEGMENTING 
The best way to ensure you have accurate and detailed data for your email list is to collect 
and combine data from all your tools.  

 
We are segmenting for things like: 
event participants  
memberships 
volunteers 
long time donors 
lapsed donors 
 
Why is this important - It will help us deliver relevant content to our supporters! 
By sending specific messages to supporters that have engaged with you in unique 
ways, you can keep them engaged with content they want to see and invite them to 
take the next steps. If you personalize your content to supporters, they are far more 
likely to donate and support your organization. 



 

STORYTELLING 
 
As we mentioned before, we want to create a personal experience. Personalized emails 
can generate transaction rates (donations) up to six times more than a generalized email.  
 

Start by asking yourself (team): 
Why are we sending this email? 
Who am I sending this to?  
Why is it important? 
What will the outcome be? 
What value are we going to provide? 
 
We also use the AIDA Pyramid: 
Attention – Great headline 
Interest – What is in it for them (tap into their passion) 
Desire – Why now/impact 
Action – What to do next 

 
 

DESIGN 
 
Email design can say a lot about an organization’s brand. Design, imagery, and style can 
communicate specific feelings, thoughts, and values. Because donors give out of an 
emotional response, it is vital to put thought into your design and the emotion it emits.  

 
It should also align with your website, socials, and any print materials, so the reader knows it 
is from you. Consistent branding over all platforms is essential.  

 
Use clear templates. 
An email design with a sleek & uncluttered layout will present your non-profit's news 
in a reader-friendly way – Scannable. 
 
Create a compelling headline. 
Your headline should both describe the content of your email and grab your reader's 
attention. Your first line should stand out in style and keep your reader engaged with 
the rest of the email. With statistics stating that most people will only spend 15 
seconds reading your email and most online readers will only actually read 20% of the 
content, the headline is your greatest asset to draw people in. 
 
Organize with subheads or bulleted lists. 
If your email has multiple paragraphs of text, consider adding bullets or subheadings 
to make it easier to read. Remember that 79% of readers scan content rather than 
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read it word for word, so organization is vital. Using subheadings and bulleted lists 
preserves the standability of your email. 
 
Call to action with a button. 
Ensure every email has a call to action, ideally a button after a header or body text. 
Donate, sign up, register now, etc., buttons not only make a call to action stand out, 
but they have become instantly recognizable to subscribers as places they should 
click. 
 
Include gripping imagery. 
Donors will connect the images they see to the support they have given and the work 
you are doing. Images are relational; this will create emotion. Also, use alt text! 

 
 
 

EXAMPLES 
 
Event invitations 
If you are organizing an event that requires a table or team hosts, target your 
attendees from last year's events and invite them to be hosts this year. 
 
Newsletters 
You can send targeted newsletters based on events attended, campaigns donated 
to, or newsletter preferences. 
 
Donation appeals 
If you are launching a new campaign or pushing a seasonal cause, make the biggest 
impact by sending specifically to supporters in your list who have shown interest in 
this type of campaign before. 
 
Report/Impact emails 
Set reminders or automate follow up and let your donors know how their gift has 
made an impact. Segment this list based on when they gave, how they gave, and how 
much so that you can be specific about their impact. This follow-up will make your 
donor feel like they made a difference and inspire them to stay involved. 
 
Thank you emails 
After someone signs up for your email list or donates for the first time, it is a perfect 
moment to put them through an automated welcome series. Introduce subscibersto 
what your non-profit does and how supporters can get involved. Welcome series 
emails can receive double the average open rate of your other emails so that you can 
count on amplified engagement. 

 

https://content.myemma.com/blog/how-to-create-an-effective-welcome-series


 

 

ANALYTICS 

 
Most email service providers offer robust metrics that you can use to track your email 
campaigns. The following are some big ones you should be monitoring (and why). 
 

Open rates 
An open rate measures the number of supporters that opened your email. 
The average open rate for non-profits varies but typically hovers around 16%. This 
metric will give you insights into the quality of your subject lines, if you are sending 
too many emails, or if your content is appropriate for your subscribers. 
 
Click-through rates 
Click-through rates measure how many supporters click on a link or call to action 
within an email. Average click-through rates are 3.3%. This metric informs you how 
well your content is engaging your audience, and if you are delivering compelling 
content, imagery, and messaging. 
 
Email conversions 
Email conversions measure how many supporters click on your call to action and 
follow through with your request. This is an important metric to monitor, as it shows 
you how many constituents are committing their support to your organization 
directly because of your email.  
 
If this number is lower than your click-through numbers, you might have a problem 
with the expectation you are setting in your email or the messaging you have on the 
following landing page. 
 
Unsubscribe rate 
The unsubscribe rate measures how many subscribers left your email list. Most non-
profit’s have a low unsubscribe rate. If your rate is below 2%, you are in good shape. If 
not, you may want to reconsider how many emails you are sending or if your email 
content is irrelevant and interesting to your audience. 
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