
Beth: Hello! This is Beth Brodovsky and welcome to Driving Participation. Today I am on with 

Jeremy Koch. Jeremy is actually calling in from Thailand, so I’m very excited, Jeremy, that I 

think you may be my farthest international call guest so far. Thanks for joining me today!

Jeremy: Well, thanks, Beth. I’m really excited to be here. As you know I’m a fan of your show. 

I listen and tune in every Wednesday so it’s a real treat for me to be able to be somebody 

interviewed on your show.

Beth: I am so thrilled. It’s been really cool now that we’ve been doing this for about a year 

and a half. I’m starting to get people calling me and emailing me and letting me know 

they’re listeners, and a lot of them have really interesting stories, too, so if you’re a listener 

out there, please let me know what you’re working on because we’d love to share your story 

here. Jeremy works with, he has a company called Empower Nonprofits. He is an international 

consultant. He’s a marketing coach. I love your title, the chief empowerment officer. So, 

Jeremy, I’m going to let you talk a little bit about the work that you’re doing now and how you 

wandered into this world of nonprofit communications. 

Jeremy: Sure! Well because I listen to your show I know that a lot of people come into this 

work from all sorts of different areas and sectors in life, but I’ve actually had my sights on 

nonprofit work from the very beginning. It’s what I’ve done my entire career. In fact, the day 

that I graduated from college I submitted my application to join the Peace Corps and that 

kind of set the tone for everything else that would happen in my life as you can imagine, some 

major commitment like two years living in a foreign country would do. First and foremost 

I met my wife who is another volunteer in the Peace Corps at the time and second it just 

ignited this passion for me to see the world and to travel and to meet new people and to do 

what I could to try to help others out given whatever situation they were in and this led me to 

a career in international development working with international nonprofit organizations. So 

that’s what got me into this world.
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Beth: You know it’s so interesting because you’re right. Most of the people that I talk to 

have medieval studies degrees or all kinds of crazy different backgrounds that you ended up 

going into this and it will be interesting that the longer that I do this and maybe the more 

established the profession gets if I am going to get more and more people coming in to talk 

saying “this is exactly what I set out to do.”

Jeremy: Yeah, I’d really like to see that and especially when it comes to something like 

marketing for nonprofit organizations because I think a lot of college students, when they 

think marketing they think they have to do private sector business work and so I think that’s 

one of the reasons why people don’t come into nonprofits with a marketing background, but 

if they were to get a marketing degree at college or university, that can be so powerful and so 

helpful to nonprofit organizations so I’d love to see more of that as well.

Beth: So would I! I mean the whole reason we do this show is because so many people that 

are doing marketing and communications and even executive directors and development 

directors, it’s all marketing. I had Rachel Hutchisson from Blackbaud on awhile back. Of course 

I can never remember the show number of names when I’m doing this and she told me that 

fundraising is 75% marketing and I love that because people really don’t think about it that 

way, that it’s all communication and understanding your target audience and getting them 

what they need and stewardship is ongoing marketing, how you stay in touch with people and 

share with them things that they’re interested in so that they want to come back and do stuff 

again with you. It’s marketing.

Jeremy: Yeah, exactly and one of the reasons I decided to get in and become a nonprofit 

marketing coach was because I love working with the nonprofit sector. I’m passionate about 

this work. I love the people that I meet in this sector. They are full of heart. They want to make 

sure they have a positive impact on society and they’re trying to make a difference in this 

world and sometimes they just need a little help with getting the messaging right or a little 

help on how to use appropriate marketing tactics to really help with fundraising and make 

sure that they have a sustainable organization so anytime I can help somebody to achieve 

those goals I’m happy to do so.

Beth: That always leads me to my favorite question about participation. Some people use the 

word engagement, involvement. You go out and you consult with and you work with lots of 



different organizations too. In the work that you’re doing, how does the idea of participation 

factor in? What are your clients looking for?

Jeremy: Well, it’s such an appropriate name for a nonprofit podcast, Driving Participation, 

because at the end of the day, that’s really what it’s all about. It doesn’t matter what size 

organization I work for. Community, participation, trying to drive engagement is essential 

for any nonprofit organization. You know, they spend a tremendous amount of time trying to 

foster relationships and develop a sustainable community that can keep them funded so they 

can keep doing good work. So driving participation is essential for nonprofits and you know a 

big focus for me right now is email marketing. A lot of the clients I’m working with are really 

focusing on email marketing because I see this as the biggest opportunity lost for nonprofit 

organizations. When done well, email marketing is really powerful and yet one of the least 

understood and I believe the most under-utilized approaches by nonprofits when it comes to 

trying to drive participation. 

Beth: I so agree with you, and I’m a print girl. I came from a print background. I did tons and 

tons of print. I worked for many years in industry before email even existed and it always still 

amazes me how many people are saying “We want to drop print entirely and go to email,” 

which I understand that. You know we’ll have a whole other podcast about that, but I’ll ask 

people, “How many people are in your database? How many people do you have in your 

database?” and they’ll say “10,000.” “How many email addresses do you have?” “600.” 

And it always make me think, “How do you think this is gonna go?” If you’re gonna scrape 

out and not be able to communicate with that many people on your list. So this is a perfect 

opportunity for you to come in today and talk about some of the opportunities in email, some 

of the myths about email, some of the things that people worry about when they go to switch 

from doing a lot of print into going into email and also talk about some of the things they 

should worry about a little bit more. 

Jeremy: Absolutely.

Beth: Why don’t we start off with some of, let’s start off with some of the biggest myths, the 

things that people and you see going on in email that maybe people should take a second 

look at.



Jeremy: Yeah great and I’m really glad we’re talking about myths today because sometimes 

if you buy into the myth, it can really create a mental block that’s going to prevent you from 

taking full advantage of what email has to offer so it’s really important that we uncover these. 

There’s two that I find that are just pervasive, they’re just everywhere and I’d like to unpack 

them a little bit to really try to get to the bottom of them and really understand what’s at the 

heart of these myths and why they continue to exist and why they need to be overcome. The 

first one I want to mention is that the idea that the best nonprofit email marketing strategy is 

sending monthly or fewer email newsletters.

Beth: Oh, that’s a good one. 

Jeremy: It seems to be what everyone thinks nonprofit email marketing needs to be is to send 

one massive email newsletter once a month or less often. 

Beth: Right, and less often. You’re right, less often. 

Jeremy: There was some statistics I was looking at, 82 percent of nonprofits communicate 

through email with newsletters that get sent once a month or less, and to me that just blows 

my mind. You know, people are signing up to be on your email list because they want to 

hear from you and yet 82 percent of nonprofits are only communicating with them 12 times 

a year, and if you’re communicating with someone only 12 times a year, it doesn’t sound like 

you’re trying to engage them, and that’s not giving yourself an opportunity to really drive 

participation with them.

Beth: And are you seeing with statistics like that for the organizations that are doing that 

single email newsletter once a month or less, is that in general the only communication they 

have with their donors at all other than maybe sometimes there’s that single ask at the end of 

the year type of thing. 

Jeremy: Right, so there’s e-newsletters and then there’s appeal letters and so they might do 

an appeal 2, 3 maybe 4 times a year, but then they’re only doing their email newsletter maybe 

once a month. Some of them are only doing it quarterly and then that’s the extent of their 

email marketing strategy.



Beth: What else are these organizations doing? Are they saying “this is enough” or are they 

doing print mailings or are they relying on social? What are you seeing?

Jeremy: Yeah, they’re definitely doing a lot of print. They’re still trying to figure out social 

media and I think in a lot of ways people have gotten excited about social media and that’s 

good. They should. Social media is great for nonprofit organizations, but I think they’ve lost 

focus on email and they’re not sure what to do with email and they’re really starting to see 

traction with social media, and social media is a great way to drive people to your website, 

but social media is, there’s always this conversation about “Is email dead?” and “Everyone 

should just do social media,” but the truth is they’re not the same thing at all. They’re apples 

and oranges. Social media is a conversation where everyone is invited to the table and 

everyone can chime in. Email is very different and needs to be used differently. Email is a one 

on one conversation. You’re invited into someone’s inbox. It’s a very personal thing. People 

are reading emails by themselves. They’re not sharing their emails with the rest of the world 

unless the post them on social media. So social media’s big conversation everyone can chime 

in, but email is very personal and it’s a chance to talk one on one to somebody over email.

Beth: Right and one of the other challenges of social is lack of control over everything. You 

don’t get the names of people. You don’t really get to control when they see or if they see the 

content that you put out there and any social media site can change the rules about anything 

at any time and a lot of people say that you’re kind of building on borrowed land type of a 

concept and when you do build your email list, that’s that opt-in list that people are saying, 

“We want to hear specifically from you,” and most people read most of their email at some 

point and that email is going to be sitting there waiting for them to see whatever time they 

happen to open it as opposed to social where if they’re not on when your message goes out 

they might miss it entirely.

Jeremy: Yeah, it’s gone. It disappears.

Beth: Yeah. So you said that most organizations send one email, like an email newsletter 

once a month or less. I want to break that down into two issues that you brought up. One 

is the timing, like the frequency of the communications, and then the other thing that you 

mentioned was the length of the email. So let’s start a little bit talking about the frequency 



issue. Why do you think that is? Why do you think people are sending only one or less 

stewardship- or news-related emails per year, per month?

Jeremy: This gets to the second myth that I wanted to talk about which is this idea that 

people seem to have in their mind that if we email more often we will drive people to 

unsubscribe from our mailing list.

Beth: Ugh, yes! I hear that all the time. Everybody I talk to really says that. How much truth do 

you think is in that?

Jeremy: Absolutely zero.

Beth: Woohoo!

Jeremy: Let’s walk through this a little bit because if you really think it through and you kind 

of show an example of what’s actually happening here, then I think people will get it because 

intuitively it makes sense if you think it through. First off, let me just say it’s the quality of your 

email that leads people to unsubscribe, first and foremost. So if your email is not providing 

value to the person that’s reading it, it’s not giving them something that they’re interested in, 

then they’re gonna start deleting, ignoring and unsubscribing from your email list. If quantity 

has anything to do with people unsubscribing from your list, it’s the fact that you’re not 

emailing enough. 

Beth: That is a really good point. Now explain that a little further. 

Jeremy: Yeah, so here’s what happens. Here’s a great example to illustrate what happens. Say 

I happened upon your website. Maybe your excellent social media convinced me to check 

out your website and I go to your website and see some great pictures and great stories and 

I read about your mission, and I get really interested about your organization, and I decide 

I want to learn more. You have this opportunity for me to sign up for your newsletter. I’m 

like, “Great, I want them to communicate with me. They have my attention. Let’s start the 

conversation.” So I give them my email, I give them my name, and I hit subscribe. And then 

what happens? 



Beth: Absolutely nothing.

Jeremy: Absolutely nothing. Maybe I get an email that asks me to confirm my subscription. 

OK, great. I confirm my subscription and then what? Nothing. Effectively you’re ignored for 

weeks and if you only send out an email newsletter once a month and you just sent it out two 

days ago, then I’m not gonna hear from you for another month, and 30 days is gonna go by 

where you had my attention 30 days ago, and then you effectively ignored me, and now I’m 

no longer interested, and when you do finally decide to communicate with me, you drop this 

massive email newsletter bomb on my inbox.

Beth: I love that. That’s great!

Jeremy: Eight thousand words and 18 different links to different resources, and it’s just too 

much. If there is value in that email, you’re making me work way too hard to find it and maybe 

they’ll just delete it outright or maybe they’ll file it and put it in a folder, which you may as 

well delete it because you never have time to go back and check anything that you save in 

folders. So you start to see some of the problems that people have and why not emailing 

more often actually results in people unsubscribing.

Beth: I feel, I see a lot where it’s been such a long time between emails so say somebody 

says, “We have a quarterly newsletter.” Well in the three months since the last time that you 

sent it, a lot of times people forget that they signed up for it so you can get a lot of people 

saying not just “I want to unsubscribe,” but “This is spam,” and what people a lot of times 

don’t realize when they send something out to their list, and people on the list either put it 

in their spam folder or report it as spam or even as simple as don’t open it, the email service 

that you’re using is tracking what happens and everyone’s behavior and the less interaction 

that people are doing on the list then the email marketing company starts to say, “Your list is 

not of good quality,” and it starts putting the whole list into spam folders. So by sending out 

stuff that people are deleting, listing as spam or not opening, you’re risking the people that 

even want to hear from you not getting your information. 

Jeremy: Let’s talk about the time investment that your nonprofit is putting into all of this 

content and this massive email that nobody is reading. There’s got to be a better use of 



email that doesn’t waste so much of your time. Why would you generate 7, 8, 9 stories and 

consolidate them into one massive email that you know people are not going to read.

Beth: That’s the only place they live. It’s just for the email a lot of the time.

Jeremy: And that’s another thing that’s wrong. That’s a great point, Beth. I mean you tell 

these stories once, you blast them out and then they disappear forever. If I sign up for your 

newsletter today, I’m not going to hear any of the great stories that you told last month. I’m 

never gonna hear them. 

Beth: Right. So what advice can we give people? So when we talk about, we’re talking about 

frequency. What would you change? What would you advise people on how often they should 

be emailing people in their organization or their contacts?

Jeremy: Right, because once you begin to unpack this a little bit you know intuitively it 

makes sense to nonprofits. They understand what you’re saying. Yes, they need to do better, 

but then you begin to see panic in their eyes. Their first thought is, “But, Jeremy, I don’t 

have time to write an email to everyone when they subscribe. That’s just impossible,” or they 

think “If I need to email more often,” and they realize how much work it takes to craft these 

massive emails that they send, they really start to panic. It takes me four weeks to create that 

email. I can’t do it once a week or more. There are two things here. First you have to start 

learning about email automation. Everyone is using email marketing software and all of them, 

any email marketing software worth its salt has the ability to automate emails and some of 

them call it auto responders. Some of them call it automation. There’s a lot of options. It’s 

hard to be too specific about terminology changes depending on your service provider, but 

you need to be able to automate your emails and that means you can pre-write and pre-load 

emails into your email automation software and set it so that they’re triggered when an event 

happens. So say someone subscribes to your email list. That will trigger the pre-loaded email 

automation and they will receive the first email the minute they subscribe and then you can 

schedule when you want them to receive the second email. Maybe the next day, and the their 

email maybe three days later and the fourth email maybe next week. So you can schedule 

everything. You can control everything and it’s triggered automatically. You’re putting your 



email on autopilot. Doesn’t that sound fantastic? Won’t that save you a ton of time?

Beth: Yes, and you know what? I love email auto responders. I think they’re amazing, and I 

would bet that a lot of people that are listening might think, “If I schedule it on in advance, 

how do I tell people about what just happened in the event last week? How do I promote the 

next thing that’s coming up if they’re just gonna get this email from the time that they sign up 

and they sign up on Thursday and they get email one and then a week later on Thursday they 

get email two, but those emails were written six months ago and I want them to come to this 

event tomorrow, which is all the stuff I usually put in my email in email newsletters.” What do 

you advise people about that?

Jeremy: OK, so everyone needs to have an automated introductory email series. That just 

needs to become the standard in the industry because it helps you to control your message, 

because now you have complete control over how you are introducing your organization to 

everyone who subscribes to your email newsletter. First off you need to have it. You can still 

send out blast emails. They’re not scheduled, they’re just blast emails where you’re sending 

them out to your whole list if you have a new event that you want to make people aware 

of. I would like to see and you might have to do that while you’re working to develop this 

automated email system, but I would like to see people having things planned well enough 

in advance that they are able to automate even their planned campaign drives in advance 

so that emails are pre-written, they’re loaded up. You’ve checked the content. You have a 

great story you’re gonna tell over a series of emails that are gonna get people really excited 

about your event and then have those also pre-loaded and triggered through your email 

marketing. Now I think this is also important to mention. You really should be approaching all 

of everyone that subscribes to your email list as an opportunity to develop genuine long-term 

relationships with them. You should be trying to build a relationship of trust from the very 

beginning and working to make sure they are getting what they need from you before you are 

asking them to give to you. I’m saying this because you might not want to blast out emails to 

people who just subscribed. They don’t know who you are and they’re not really comfortable 

with you as an organization and you’re worried about losing them, about their attendance at 

this event. Well, they’re really not ready to come yet anyway if they just signed up and they 

don’t know who you are.



Beth: Yeah, that’s a really good point. It sounds like what you’re saying, we just did something 

like this for a client, too, that it’s taking that concept of a welcome kit and turning it into an 

email series. Sometimes we’ll call it a drip campaign. You know it goes out a little over time 

so imagine here’s everything I want to tell this person about our organization, but instead 

of slamming them with it all in a giant package that’s mailed out or in a humongous email 

newsletter, that you can put it out in little tiny bits over the course of however much time. 

Jeremy, how frequently, like when somebody first signs up, do you have a recommended pace 

for should you send something to everybody every five days or every other day or once a 

week? Is there anything that you’ve seen that works really well?

Jeremy: OK, Beth, I have a lot of controversy. Actually I have a lot of controversial ideas. So 

anytime anybody asks me how often we should send emails, it does depend, but my answer 

ultimately is “You should send emails as often as you have quality information to share with 

your audience.” Unsubscribes are driven by quality or lack of quantity. So don’t send emails if 

you’re not sending value. Let me just back up here. So anytime I’m working with a new client 

I ask him to do two things. First I ask him to sit down and write out everything they want to 

achieve with their email marketing and they can do this pretty quickly. You know usually they 

want to increase the number of members so they want to increase the number of donations or 

increase event attendance. Those are the kinds of things they’re hoping to achieve with their 

email marketing. Then I ask them to think about their readers. What do you think the reader 

wants to get out of this relationship that you now have over email? They usually take a bit 

longer to come up with some responses to this one, but eventually they get to things like they 

want to hear stories about the work that we do. They want to meet the beneficiaries that we 

help or they want to see pictures and images of the people we work with. They want to see 

our impact. They want to learn what they can do to help and they start to get there and then 

I think every nonprofit organization needs to do this quickly because what it does is it clearly 

illustrates that your interests and their interests are not aligned. You guys are not after the 

same thing and that’s okay. Don’t panic, but just understand that you should give before you 

ask. Understand what they’re looking for in this email relationship and give that to them first. 

Build a genuine relationship with them where you’re building their trust, you’re earning their 

trust before you start asking them to give.



Beth: Yeah, I think that’s really good advice and can you talk a little bit about who should 

be on your list. I feel a lot of times that you know we tend to put everybody that we walk by 

on the street onto our email list because we want these big email lists are better. The more 

people on the list the better, but if you have the wrong people on your list you’re going to 

get people unsubscribing or saying that they want to hear different things and maybe taking 

you off your message. I mean the ideal situation is to have exactly the people on your email 

list who really do want to hear from you at the frequency that’s right for your organization and 

that’s the stuff that you consider your greatest content, they’re also going to think it great 

content. So how important, like what are your thoughts on targeting and putting people onto 

your list and also cleaning people off your list?

Jeremy: Yeah, and you’re right. You definitely need to maintain your list and clean your list 

occasionally because if you have a lot of non-engaged people on your email list, not opening 

their emails and not paying attention to you anymore, they’re gonna cost you money over 

time because a lot of these services, they charge you based on the number of people on 

your email list, so that’s important to do. The first thing whenever I talk to someone about 

list building, let’s just establish some principles first, and then once you decide to accept and 

operate on these principles, it will help inform the decisions you make on list building. So our 

community of support is one of our most precious assets as a nonprofit organization, and the 

foundation of this community of support is built on trust and respect so anything you do to 

build your email list needs to be done in a way that does not violate this trust. It’s permission 

based marketing. If you want to increase the number of people on your email list, you need 

to make sure that everyone who is on that list is giving you permission to email them. So here 

are some things I’ve seen nonprofits that I really advise against. Collecting business cards 

from people and then just automatically putting those emails on business cards on their email 

list without getting explicit permission to do so, and there’s some aggressive tactics that now 

there’s software out there that allows you to do pop ups on your website and sometimes these 

pop ups can be quite aggressive and they can kind of block the content on your website and 

make it appear like the only way that they can access the article they were trying to read is if 

they give you the email address. These things might add a lot of emails to your email address 

book, but the quality, I’m sorry. To your email list, but the quality of emails that you have, the 

quality of the type of engagement you’re gonna get from these types of people on your list is 



not going to be helpful, not going to be beneficial, but if you just go back to the principle of 

building on trust, seeking permission before you email and then really giving before you ask 

with your email marketing, then you’re gonna see that people are really excited to be a part 

of your community and they really enjoy receiving emails from you. They actually enjoy it. If 

you’re telling really great stories and you’re giving to them before you ask from them, they’re 

gonna open all of your emails. They’re gonna be excited to hear from you. They’re gonna wish 

you were emailing them more often if you’re really adding value in their in box every time you 

show up. 

Beth: I know, and it’s so unbelievable to people to even think that, but there are lots of 

people that love to get emails from if they’re fun and enjoyable and inspiring. 

Jeremy: And the nonprofit sector is full of inspirational stories and people doing really 

amazing work and people overcoming great odds, and, I mean, it’s just a fascinating place. It’s 

really something that we’re not very good at talking about, we’re not very good at telling our 

stories in a way that really do make our readers feel something, which is also really important 

with emails.

Beth: And it takes practice. Let’s talk a little bit about the good ways to get people onto 

your email list because I have to say I personally am a fan of pop-up boxes done right and I 

totally agree with you that the pop-up boxes that cover up the content the minute you open 

up the site are designed in a way to make it look like you can’t close it and you can’t read 

what you want, that’s really annoying and it annoys everyone. That being said, I feel that most 

nonprofits err so far on the other side of that, that they’re not doing anything proactive to 

collect email addresses in any sort of organized way. I just looked at somebody. About a year 

ago we were working with a client and they had hired somebody else to do their website. 

Beautiful, gorgeous panoramic pictures. Definitely a designer’s dream, but from a marketing 

perspective, the only like thing that said anything about getting onto their list was a super 

super tiny box all the way at the bottom of the website that said, “Join our newsletter,” and 

this was an organization that has many, many, many events. They get their money primarily 

from the events that they hold. They send a catalog out to the entire region about the events, 

and they had just told me that the cost of printing and mailing this catalog was too expensive 



and they were gonna drop the catalog and switch to email, and the only place people could 

join that list was buried and hidden on their website. I mean that’s a recipe for a deficit next 

year.

Jeremy: I couldn’t agree with you more. I’ve seen exactly what you’re saying. People are 

putting “Sign up to our newsletter” in the footer of their website. Well, listen, the footer of 

your website is the least visible place on your website. Nobody is gonna see it down there. 

There’s a second thing that I think is worth mentioning here, and that is there’s this new 

phenomenon that’s developing. People are spending enough time now on websites and on 

the internet that they’re developing what they’re calling side bar blindness. 

Beth: Oh, yeah, that’s true.

Jeremy: The main content is in the middle. Everyone knows what they want to read is in the 

middle and the sidebar on the right side, people aren’t even paying attention to it anymore 

so you can have things on the sidebar and people can totally miss it. So it’s important that if 

you do have your email signup in the sidebar, it needs to be a color that pops on your website 

so it draws the eye to it so people do see it. There’s also a lot of options now in other places 

you should be considering putting your email opt-in. The first one I’d recommend is called a 

feature box.

Beth: I saw that.

Jeremy: At the top of your website you have your header with your logo and maybe a 

beautiful picture and you know maybe sometimes the menu for the website menu. Right 

below that, before you get to any of your content, right below your header you put a nice 

little box that says, “Hey, we’d love to take this conversation to email,” or you say something 

that tells people, “Sign up for our newsletter, and you’re gonna learn great things about us.” 

Having a feature box right there. People are always looking at the middle of the website. 

People are not gonna miss it and listen. You don’t have to be embarrassed that you’re 

collecting emails. You don’t have to hide it. You should be honest and open with people. 

We’d love to communicate with you over email and so you don’t have to hide it on a sidebar. 

You don’t have to hide it in the footer. Just be honest about it. We’d love to have your 



email address. So a feature box is a great place to do it and you mentioned ethical pop-up 

practices, which I agree are great. So there’s kind of slide-in opt-in forms now. 

Beth: Can you describe that?

Jeremy: Yeah. You scroll down. They’re not necessarily there when the website first opens, 

but if you scroll down a little bit, maybe 50 percent through the website, it will trigger the 

opt-in to slide in from the lower right side or the lower left side. You can choose, but it slides 

in, and it says, “Hey, you can sign up for our email newsletter,” and what’s great about the 

slide-in is that the movement catches the eye so there’s not way you’re not gonna look at it.

Beth: Yeah, and I feel that a lot of the time I just hate the movement that a lot of people put 

onto a website. It’s just a lot of movement is there that’s just, it doesn’t really provide any 

more information. It’s just a distraction. Some of it’s a little nauseating, but there are certain 

types of movement that actually draw your eye to specific information for a purpose so when 

you’re thinking about redoing your website or using your website to help capture some of 

this, really you can think about where is movement going to help you serve your purposes 

rather than just decorate your website.

Jeremy: Yeah, and it’s really important if you’re gonna use an opt-in, keep in mind the opt-in 

can be, the form can be really small. You don’t want it to be so big it blocks content because 

that will annoy people, and also you need to be careful because so many people now are 

reading their emails on mobile, on cell phones and on mobile phones, that if you’re using a 

slide-in opt-in, you might want to make sure it’s disabled on mobile because that’s definitely 

going to block content, it’s gonna be a bit annoying for people on cell phones trying to read 

your website.

Beth: And some features don’t even work on mobile.

Jeremy: Right, it depends on the software.

Beth: I’ve also seen like a delayed sidebar. Have you seen this ever where as you’re scrolling 

down the page like a sidebar might be empty and as you move down sometimes things 



appear in the sidebar that weren’t there before. That’s sort of an interesting methodology. I’ve 

seen that with buttons and different sort of sign-up areas.

Jeremy: And, really, if you’re gonna have your opt-in or slide-ins or whatever, have it a color 

that’s gonna pop. You want people to see it. One of the most important things you can do 

with your website is collect people’s email addresses.

Beth: People don’t even think about that. It’s so funny that it’s almost, when I talk to people 

when we do websites, it’s never even brought up. It’s like email is email and your website 

is your website, but these things all need to be connected to each other, and, really, your 

website is the hub of your communication. What better place to get people to come deeper 

into your organization than a place that they went to anyway?

Jeremy: Yeah, that’s right, and email is that one on one conversation that you can continue 

after they sign up for you at your website. It’s going to give you an opportunity to develop 

that relationship with that person for the long term. You know donor retention is a huge 

problem for nonprofit organizations. If you’re able to get their email address, it gives you 

another way you can constantly communicate, constantly engage them and keep them 

excited about supporting your organization.

Beth: So, let’s talk briefly about content because one of the other things you said at the 

beginning was people send these big long emails infrequently that have tons of information in 

them. So obviously people have all this kind of stuff they want to communicate to people. Do 

you recommend that people take all that content and break it down into smaller chunks or do 

you actually recommend people send different stuff than they may be thinking about sending 

right now?`

Jeremy: Yeah, you know the first thing I do is I would say go back through your email 

newsletters and find the best stories that you have. What were the best stories that you told? 

What are the stories that get people most excited about your organization? Then create 

emails that just tell these stories one at a time instead of all at once. Let me try to put it this 

way. With your introductory email, what do you really want to get across? You want people to 

understand the mission of your organization, who you help and get a glimpse of the impact 



that you have because your organization exists. That’s really what you want to achieve with 

your introductory email, but the best way to achieve that is by telling a great story of one 

of your beneficiaries and how your organization had an impact on them and it’s best if the 

story is actually told from their perspective. Instead of emailing people, “This is our mission 

statement, this is what we do, this is our technical approach,” that stuff is not gonna get 

people excited. It’s not gonna make them feel anything so you have to tell really great stories 

from the perspective of your beneficiaries, from the perspective of people that have made 

donations to your organization, other people that are members of your organization, other 

people that have volunteered for your organization. Find these stories and just tell these 

stories in a way with explicit emotion and really driving people for specific action. You really 

should know what you want people to do at the end of every email.

Beth: That is great and just a tactical tip for everyone. A lot of email marketing programs, 

there are tools that let you go into past emails, an email that you already sent, I know that 

MailChimp does this. You can go in and look at an email you already sent and it will show you 

how many people clicked on the different links that are in your email and from there, it can 

give you a really good idea of what Jeremy just said. What are your best stories? I know a 

lot of people are probably listening to say “I don’t know what our best stories are. I thought 

they were my best stories. That’s why I put them in the email.” What I find a lot of times is 

the stories that maybe the executive director or development or people that are inside the 

organization think, this is what people need to hear. It’s not always what they love the best so 

anything that you can do to take your own perceptions out of it and go in and see what did 

people actually like, what did they demonstrate that they liked by clicking on it and reading 

more is a great way to figure that out or you could do a little survey and go into your email 

and MailChimp also does this. You can go into an email and see who are the most frequent 

opens of your emails. It will tell you “this person opened 22 emails this year” or whatever it 

is. You could either call those people directly, email them, do a small survey to that group of 

people and say “of all the things that you’re reading, what are you liking the best.” So I’m a 

big fan of actually getting some data. As you begin to transition this into trying to do better 

emails, don’t just rely on your internal group and your gut to tell you what people liked. 

Jeremy: That’s great. 



Beth: So Jeremy, if people wanted to start doing a better job with email, really starting 

to shift from like this occasional massive tombs going out into this more welcoming, more 

frequent, more reader focused type of email, what would you say would be the best first step 

for them?

Jeremy: Yeah I think we just touched on it. The best first step is really just dive into the email 

automation. Make sure that you know how to use it and how it works and then find your best 

stories, whether going back through and using data or creating new stories now that you have 

a better idea of what you want to achieve with your email marketing and then I would start by 

just uploading an introductory email series into my auto-responder and connecting it to a sign 

up page on my website and then check your metrics and watch what kind of impact it has.

Beth: I think that’s really great and a really simple tip. The only think that I would probably 

add to what Jeremy says as a first place to look at your email marketing right now is to really 

take a look at mobile and make sure that if you have an email template, a lot of these email 

newsletters that people are using, they’ve been using the same template for a really long time 

and they’re not mobile friendly. In general, people read 60 percent of their email on mobile 

devices now and chances are your readers are no different than that so you have to assume 

that if your people are looking at your email at all, at least half the time it’s gonna be on a 

mobile device so begin to maybe think about redesigning your template in a way that your 

mobile users are going to be able to really enjoy your information. 

Jeremy: So important. So many emails are read on mobile phones these days. It’s essential 

that you have mobile-friendly email.

Beth: Yeah. So Jeremy, this was a great conversation and if people wanted to talk more about 

email or get in touch with you or ask any follow up questions, how can they get in touch with 

you?

Jeremy: Yeah, so you can find me on Twitter, Facebook, LinkedIn and maybe you’ll have all 

the links in your Show Notes Beth.

Beth: Absolutely.



Jeremy: Great, and, of course, at EmpowerNonprofits.com is my website. I have a lot of 

content up there about nonprofit email marketing. I have a lot more details. In fact, if you 

go to the website, you’ll see on my home page I have a nice example of a feature box for 

you where you can put in your email and sign up to my email list and everyone that signs up 

gets a lot more detail, a lot more content, tips and tricks on email marketing and right now 

you get a free check list download. So look into that, sign up for my email list and let’s keep 

this conversation going. We just scratched the surface here today. Also you can reach me 

at Jeremy@EmpowerNonprofits.com any time. Reach out to me. I respond to every email I 

receive and I’d love to hear from you.

Beth: That is awesome. I absolutely second your advice on that and tell people to go sign up 

for other email lists. Check out how other people are doing it and see what you get after you 

email. Jeremy, this was such an interesting conversation. I know you and I can talk about this 

forever. We will have to continue the conversation about email as we go along this year, but I 

really appreciate you sharing your knowledge with me and the nonprofit community. 

Jeremy: Beth, it’s been a real pleasure, and yeah, let’s keep the conversation going and let’s 

do this again sometime.

Beth: Absolutely. Thanks so much!


