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Email Marketing Best 
Practices for Nonprofits



We know the value of relationships and are proud to connect you with 
Constant Contact, a member of our partner network.

Work smarter, not harder

email marketing | websites | ecommerce 
landing pages | social ads
social media management



Donation Forms ⬢ Event Registration ⬢ Text Fundraising ⬢ Peer-to-Peer ⬢ Auctions  

Today’s Speaker

Matthew Montoya, Partner Enablement & Training Manager, Constant Contact - In his ten years at Constant Contact, Matthew has 
taught over 15,000 small businesses, nonprofits, and individuals to work smarter.  In his 20 years in marketing, he’s worked on nearly 

every kind of marketing vehicle around, and even spent 4 years working at a nonprofit helping achieve and surpass donation goals
primarily through email marketing.

Matthew Montoya
Partner Enablement & Training Manager at Constant Contact



Common Email Marketing
Pitfalls for Nonprofits

• Overly complex email

• Not emailing regularly enough

• Not linking enough to website

• Not using data strategically

• Weak mobile email design
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Some use “regular” email (Gmail, Outlook) for 

bulk sending



Why regular email 
doesn’t work

• Limited sending
• No formatting control
• Susceptible to filters
• No cohesive branding
• Potential SPAM complaints
• No tracking or reporting
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Email marketing best practices 
that make you look great!

• Provide beautiful templates
• Reinforce brand identity
• Manage subscriptions 
• Ensure email delivery
• Track results
• Obey the law
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38% of online donors are
inspired to give from an email. 

Source: Nonprofit Tech for Good

7



Email marketing delivers.

3x the conversion rate 
as social media

For every $1spent on email marketing, 
there is a $42 average ROI

Source/s: Litmus; Direct Marketing Association; Pew Research Center, 2015; Forrester Research, 2014; 
Forbes.com; SalesForce.com Constant Contact Small Business Growth Survey
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Email is reliable.

Email gets delivered 
over 90% of the time.

(Facebook posts reach just 2% of fans.)
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A: Email
More than half of all emails are 
opened on a mobile device

Q: What is the #1 app on smartphones?

Source: Litmus 10



91%of people 
check their email daily

88% regularly check email
on their smartphones 
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First impressions matter now more than ever
So how do we make sure you are doing the right things to be effective?
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What’s wrong with this email?
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Time’s up!
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Why 5 s e c o n d s ?
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When email design doesn’t take mobile into consideration

Source: Bluehornet

80% 
Delete

30%
Unsubscribe
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So let’s think about this email again
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HOW TO LAY OUT AN 
EFFECTIVE EMAIL
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Keep it Succinct

● Logo that reflects your brand

● Headlines: 22 pt. | Body Text: 14 pt. 

● CTA: Less IS more! 

● Attract, engage and redirect

20 lines of text or less or a picture, a 
paragraph and a call to action should make 
up the composition of your email. 
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Use Consistent Colors

● Keep colors the same 

● Color represents brand, quickly

● Celebrate holiday with content

Color increases brand recognition by 80%
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Make it Personal

● Causes awareness

● WIIFM

● Makes problem/solution, theirs

11% higher open rates and 27% higher click 
through rates when you add personalization
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Always Use Images

● Logo that reflects your brand.

● Link your images

● Use same destination as CTA

● Limit to no more than 3

● Never use 100% image

650% higher engagement rates 
for posts/emails that include images.
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Images are content too!

90% of information processed by the brain is visual content

Source: www.adweek.com 23



Working with photos

• Choose the right size - be aware of scroll 
• Avoid copyright issues
• Use your own photos 
• Find stock images
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Use Buttons Instead of Links

● Buttons are easy to click on with finger

● Bullet - proof

● Eye catching

Using a call - to - action button instead of a 
text hyperlink can increase click through 
rates up to 28%
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Why clicks?
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• Gauge interest

• Determine best day/time

• Nonprofit average = 22%

Opens
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• Measure success

• Identify engaged readers

• Nonprofit average = 10%

Clicks
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Number of Links
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less to no clicks
5+

Clicks per Link
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The power of a click goes beyond 
just getting them to the

listing or your site
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Targeted, relevant emails are important!

27%
Personalized 
emails receive a 
27% higher click
rate

11%
Personalized 
subject lines  
receive a 11%
higher open
rate

Source: Personalized emails receive 11% higher opens, 27% more clicks Experian, 2016

$$$
Contacts who 
receive relevant 
content spend 
more money and 
tell more people
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Target
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How Click Segmentation works

Contact clicks Contact is added to list

Potential dog adopt (4)
Potential dog adopt (3)
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Date

Birthdate, business 
anniversary

Open an email or 
click on a link

List Behavior

Automation options

When they join or when 
you add them to a list
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COMPELLING NONPROFIT 
SUBJECT LINES
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Getting Your 
Email Opened

• “From Name” is most critical
• Subject Line assists “From Name”
• Teaser (Preheader) text helps

Matco Foundation                12:27 PM
With A Little Help From Our Friends
Your donation is needed now more than ever. If you

From name

Subject line 

(Preheader) text
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1:34 
pm

Jack’s Backyard BBQ <jacks@jacks.com>

Jack@jacks.com

Are you ready for happy hour?

You don't want to miss what Jack

Header Information

Consistent & recognizable

From information

Make it easy to contact you

Reply to email address

Ideal length is 4 - 7 words

Subject line

Hook them with 5 - 8 words 

Preheader text

Who is
Jack Grant?

Jack Grant

Time, not money, is most h
Having trouble viewing th…

A Christmas St …
Major Awards On Small B…
+ Visit A Christmas Story ...

Content Mark…

This Week in Content Ma…
View Message in Browser…
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Avoid Repeats
Same subject line
• Gives no reason to open
• Gets tuned out

Matco Association 12:27 PM
Matco February Update
Having trouble viewing this email? Click here.

Matco Association 12:27 PM
Matco March Update
Having trouble viewing this email? Click here.

38



Questions
Ask a question to cause curiosity

Matco Foundation            12:27 PM
Can You Do More to Help?
Christmas is almost upon us. So many are needing

Matco Association            12:27 PM
Struggling To Find a Way to Help?
With the recent event affecting our community, many need

Matco Group                   12:27 PM
Can We Help You Cut Time?
Time is the most important asset in your lives. Lost time
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Alliteration
Repeat same letter, eye look for patterns

Matco Clubs                            12:27 PM
Seven Simple Solutions Save Season
We’ve got what you need this season. We are ready to

First Matco Church                   12:27 PM
Friday Fun For Families and Fellowship FMC 
has Some great activities for the whole family. From

Matco Clothing Emporium        12:27 PM
Today's Top Terrific Tips
Do you have all the steps you need to succeed? Here

40



Allusion
• Refer to pop culture or famous lines
• Lyrics and titles capture the eye
• Tie it to content

Matco World Group               12:27 PM
Let it Go, Let it Go
Drop those extra clothes off  today. They are needed!

Matco Club                            12:27 PM
Let Them Eat Cake, and Brownies 
We’ve got a great breakfast meeting this month. 

Matco Community Players     12:27 PM
May the Farce Be With You
Auditions are open for our next production. 
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Chunking
• Don’t write a sentence
• Break the “rules” to stand out

Matco Association                         12:27 PM
You, Plus Us, Awesome
When we work together we can change the world!

Matco Financial Help Center         12:27 PM
Taxes, No Fun, We Love Them
We can help you, cost free, overcome common tax issues

Matco Club                                    12:27 PM
Help Others, Feel Amazing, Share
Each New Year, people are always looking for a way to help. 
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Numbers/Lists
• Start with a number – it’s like candy
• No more than 9 - 3 high results

Matco Light Foundation                  12:27 PM
Three Mistakes All Ministries Make
We all make mistakes, but these can cost 

Matco Humane Society                   12:27 PM
Seven Ways to Help Your Pet
We don’t just offer adoption, we know a thing or two about pets!

Matco Community Theatre              12:27 PM
Five Must See Films Before Summer
Don’t start summer without checking out 
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Emoji
• 56% of brands using emoji in their email subject lines 

had a higher unique open rate. Source: Experian

Matco Health Coalition                12:27 PM
☀ Spring is here, time to bike!
Bike s  a re  fu n  & a  fa n ta s tic  wa y to  m a in ta in  yo u r h e a lth

Ma tc o  Org                                    12:27 PM
🍸🍸Would You Miss Our Biggest Event? 🍸🍸
We  o n ly d o  it  o n c e  a  ye a r, a n d  it  wo n ’t b e  th e  s a m e  with o u t 

Ma tc o  Ch u rc h  Bo o ks to re             12:27 PM
📚📚 Read Along Tuesday!
Brin g  yo u r little  o n e s  a s  we ’ll b e  re a d in g  to g e th e r
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Personalization
• Personalized promotional emails
• Typically receive an 11% higher open rate

Matco Service Awards         12:27 PM
Susan, It’s Your Time to Shine!
We need you to be apart of the movement again

Matco Health Committee     12:27 PM
We’ve got a secret for you, Elizabeth!
You + us = awesome, but it does require

Matco Association                12:27 PM
Stan? Are you ready?
We’ve always counted on you as a pivotal part of our team
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Check the language

Avo id  wo rd s  like :

• “Sp a m ”, “Cre d it  Ca rd ”, “We ig h t Lo s s ”

• ALL CAPITAL LETTERS

• Exc e s s ive  p u n c tu a tio n  ( ???,…, !!!)

• $$$  a n d  o th e r s ym b o ls

Things to Avoid
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Test Your Assumptions
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Save
30 %/mo for 3 months

on our Email or Email Plus plans. 

Helping you grow, together 
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Constant Contact has partnered with Qgiv to 
offer you exclusive savings.

Get started today!  

bit.ly/ctct - qgiv

+



Questions?

This webinar program qualifies for 1 point of continuing 
education toward maintaining the Certified Fundraising 

Executive Management (CFRE) credential.



For more information on Qgiv's fundraising platform, contact: 

contactus@qgiv.com | 888-855-9595

For more information on Constant Contact, contact:

partnersupport@constantcontact.com | 855-225-1276

Thank you for joining!
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