


Introduction

An inbox is a crowded place these dagssides the
general noise and deals, subscribers are inundated
with asks of all kinds from brands.

Associations and Non-Profits have an even bigger
task at gaining the subscriber's attention and
conversion, so a solid strategy coupled with high
performing creative is essential.

Here are ten examples of association/non-profit
emails that we love at iPost.

Enjoy.
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Simplicity in your calls to action and clear separation allows readers to look at S
them differently and pick the activity based on what they are comfortable with.
The copy and imagery inside the message carried a humanized tone that tends
to perform within the association/non-profit vertical. Any time you can avoid
stock photography and show your brand via your photos, it builds credibility.
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S Jude Children’s
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WEEKLY NEWS

Featured patient story

Let's cure

childhood cancer.

Together.

Meet 5t. Jude patient Riku

Inside 5t. Jude
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Celebrating National Hispanic
Heritage Month

5 1o get involved
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MMake a PAWSItIve difference

Weekly Newsletter
St. Jude Children’s Research Hospital

St. Jude Children’s Research Hospital was founded over 58 years ago and
focused on treating the most challenging childhood cancers and pediatric
diseases at no cost to patients and families. Their weekly newsletter updates
and educates subscribers on essential topics and inside happenings at St. Jude.
The humanized copy of Riku and the story-based approach to the rest of the
newsletter are a new and compelling messaging strategy to engage each
subscriber.

Best Practices Tip

Associations and non-profits have amazing stories to tell, and email is the
perfect place todoit. Messagingstrategies that center around kindness,
empathy, realism, benevolence, and humanization of the copy can reap long-
tail rewards. Subscribers need to see a different side of your organization, so
it's ok to show people the beauty rather than the business side.



Virtual Event Email 574 by
American Museum of Natural History

The American Museum of Natural History has been in existence for over
151 years. It is one of the world's largest natural history museums globally,
with over 26 interconnected buildings that house over 45 permanent exhibit
halls. Covid-19 has put tremendous financial pressure on many
organizations, but the ingenuity behind this email is something that all
companies should embrace.

OMLINE PROGRAM

Field Trip: Constellations

15 the perledt time of year lor slargazing, foday at 1 pm EDT, pon the Museurn's Direcior of
[} [}
B e S t P r a Ct I C e S I I Astrovisualization Carter Emmart and Museum astrophysicist Jackie Faherty for a virtual, around-the-wor
tour of the currant nighl sky. Come face-lo-tace with constellations and discover all you can learn about the

universe by just looking up

Aligning the value proposition of your organization, both internally and
externally, is critical to achieving relevancy. W hile all companies struggle
during the pandemic, offering value to people over your primary value ot _—

proposition of getting donations is essential to maintain trust. Offeringan P [ ————
equal value exchange like this email from AMNH gives greater context to ; i 8 4

your brand promise, which might increase the likelihood of larger donations - o RS
and sharing. e

Your Support Is Critical

we begin welcoming back wistiors, the Museurn

Unsubgoribe | Manage Subscriptions | Privecy Policy
¥ou are recedving this email bacause you are subscribed 1o our email list.

Amaerican Museum of Natural History
200 Central Park Weast
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Phone: 212-785-5100

\




How does nature |

 inspire you?

o

Andrew, you are at the heart of WWF's work to help protect nature. During
this difficult time, | hope you have found ways to let nature help you.

Since you are such a dedicated supporter, we want to hear what you think.

We haven't heard from you yet. Are you inspired by nature?

e

If you have a minute, please take our five-question survey—let us know
about how nature inspires you. We would love to hear from you.

Thank you for being part of WWF's community, Andrew.

All my best,
- &
: %} Jessica Sotelo
= Senior Director, Membership
\ h World Wildlife Fund

Survey Follow-Up
World Wildlife Fund

Foundedin 1961, the World Wildlife Fund works in wilderness preservation
and the reduction of human impact on the environment. AtiPost andin our
email accounts, our inboxes are flooded with survey requests and reminders.
This email is a great way to remind people via personalization that we are not
accustomed to it. The email has a great set-up and personalized way of asking a
favor rather than the clinical/impersonal way most survey reminders tend to be.

Best Practices Tip

Surveys are a great way to learn about your subscriber audience, and people
often love to give their opinion. Survey and survey reminder emails should
explain the purpose of what you are looking to achieve in a way where everyone
understands the impact of having a voice. W hile some surveys give incentives,
many non-profit or associations do not have the budget to do so. This makes
the email and the message all that more important. Create survey messages
with the subscriber in mind and speak with them rather than test variants for
greater engagement.



Subscriber Involvement - Voting Email
ASPCA

ASPCA (The American Society for the Prevention of Cruelty to Animals) was
established in 1866 and was the first in North America. They are privately
funded and have over 2 million supporters across the country.

W hen this email landed in our inbox asking us to vote on the calendar cover
image, we couldn’t help but think that this method to involve your subscriber
base was brilliant. The vote count progress bars are a nice touch to show
participation while encouraging recipients to engage.

Best Practices Tip

User-generated content (UGC) and UGC promotion is a great way to keep
your subscriber base engaged in a fun and interactive way. Havingthe

progress bars encourages users in a non-guilting way to participate and share

the email and its content with others. Subscribers want to feel more
connection and involvement beyond contributions to brands these days, so
askingthem to participate in somethingis an excellent way to feel as if their

voice is heard. The humanization of content is extremely important in the long

term success of programs like this one.
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We need your help putting the final touches on the 2021 ASPCA Special
Edition Calendar! Below you'll find four incredible images and animals from
across the ASPCA that we've narrowed down as our final nominees for the
calendar cover. Please cast your vote for your favorite image today!

Trevor and Tate are just two of the
thousands of kittens that come to the
ASPCA Kitten Nursery each year in
need of care until they were ald and
strong enough to find loving homes.

We met Madix, and snapped this pic,
when our Mational Field Response
team was responding to Hurricane
Dorian. Madix's pet parent was
volunteering alongside us through
another organization.

This mini horse was one of 10 to be
transported by the ASPCA to
Oklahoma to find loving homes.
Though the ponies were unsure of
people when they arrived, they
blossomed with lots of TLC and help
from our rescue partner, Nexus.

(1% | (12475 votes)

Maybel was one of nearly 160
Samoyed dogs rescued from a puppy
mill in lowa. With specialized care at
the ASPCA Behavioral Rehabilitation
Center, Maybel made a remarkable
transformation from a severely fearful
puppy mill victim, to a beloved pet.




Friand, | kmow we can make this happan.

alzheimer’s Q_l,i
association

Dear Friend,
Today is World Alzheimer's Day, when people all over the globe come

together to shine a spotlight on Alzheimer's disease.

Today, you can be a part of this global, unified effort to fight Alzheimer's thanks

to a special 3X match. Will you join me in honoring everyone affected by

the disease on World Alzheimer's Day with your first gift now, while it can

be triple matched, going three times as far to help us provide care and

support and accelerate vital research?

Be part of our World Alzheimer's Day Triple
Matching Gift Challenge.

$16 CAN BECOME $48.

$30 CAN BECOME $90.

$50 CAN BECOME $150.

TRIPLE MY GIFT NOW. >

Please make your first gift today, while it can have THREE TIMES the

impact. A generous donor who wishes to remain anonymous has agreed to
triple match all gifts up to a total of $180,000 for World Alzheimer's Day, in
honor of the donor's mother, who lived with Alzheimer's for 10 years. This

incredible gift will help further critical Alzheimer's research.

Donation Email
Alzheimer's Association

The Alzheimer’s Association was founded in 1980 to unite caregivers and
provide support to those facing Alzheimer’s and advance research into the
disease. Associations rely on generous donations, and email marketingis a
great way to reach out and show people the value that donations bring to the
organizations. This email is timely and highlights the importance of donating
because of the generosity of the matching gift. The visual impact of each
donation is compelling and gives the recipient the impression of genuinely
making a difference.

Best Practices Tip

People do read emails, especially if there is an emotional tie to the call-to-
action. It would be best if you never were hesitant to use the copy as a way to
draw attention to something as impactful as asking for donations. People are
visual, soillustrating the impact that a donation has is powerful and compelling
inthe CTA buttons. Lastly, beingrealistic with donation amounts and
transparency around the primary CTA matching aspect increases authenticity.



Personalization Email
International Rescue Committee

The International Rescue Committee (IRC) is a global humanitarian aid, relief,
and development nongovernmental organization. Founded in 1933, the IRC
provides emergency aid and long-term assistance to refugees and those
displaced by war, persecution, or natural disasters. The email we received has
first name personalization not only in the greeting but throughout the email.
W hile subtle in nature, emails that can read like personal letters, rather than a
mass email will encourage recipients to engage longer and participate in the
calls-to-action.

Best Practices Tip

Personalization in any form and at any scale should be used inside your email
program assuming that you understand the levels of effort and longterm
return. Use the data you have to enrich your organization's experience, but
always know that each subscriber has their limit. The use of analytics and
insights to determine personalization success is as equally important as to the
data you have on each subscriber.

Andrew,

Like countless children across the country, refugee students are also
getting ready 10 go back 1o school — not in classrooms, but in living
rooms, kitchens, and bedrooms nationwide. And for many of them, it
will be their first school year in the U.S.

While school is going to look a lot ditferent this yaar, ane thing will
remain the same: Cur commitment 1o refuges children and
their families,

Andrew, | know you, a dedicated member of our IRC community,
are right there with us, supporting refugees during this pandemic.

That's why | wanted to share this uplifting 1-minute video with
you. | hope it will make you smile.

Despite what is happening in the world today, and all that they've
endured, the students in this video feel hopelul about the year ahead.
‘We do too, Andrew, because we have you by cur side helping 1o tackle
the challenges refugee families are facing right now.

Ag youll learn marg about in the videa, IRC teams have launched an

unprecaedeniad effort to keep kids engaged with their education during
the pandemic, In Seattle, teams are delivering remote learning kits
to families which include everything fram crayons and notebooks

to software.

And IBC tulors have continued serving refugee students in our
Ready to Read after-school program through virtual tutaring,
assigning reading-level appropriate books which are available online or
in printed form for families without access to a computer or the internet,

These efforts, made possible by generous sUpponers ke you, ensung
students feal a sense of connaction to their community and don't fall
lurthar behind.

WATCH AND SHARE »

We need as many supporters as possible to stand with refugee
students during this challenging back-to-school season, and
today it will take just 1 minute of your time to watch this video and
share it with your friends. »

Thank you so much for showing your support for refugee students
during this back-to-scheol season and throughout the year,

Andrea Kost
Senior Officer of Digital Stewardship
International Rescue Committes




LEARN ABOUT LIFE AFTER
STROKE

If you or a loved one has had a stroke, you may
wonder about the path forward. There is life - and
hape - after a stroke. Rehabilitation can help build
your strength, capability and confidence. Use our
Life After Stroke guide to help understand the
effects of stroke and how to maximize
rehabilitation and recovery.

PERSEVERE

LET'S ACHIEVE REHAB
VICTORIES TOGETHER

Stroke can be beatable. Rehabilitation is key! We
want to help you achieve and celebrate all the
small victories along your way to recovery. While
stroke recovery can seem overwhelming, rehab
can help you regain your strength, your courage
and your independence. Our tools and resources
can help.

MOVE FORWARD

SHARE THESE SPANISH
RESOURCES

It’s Hispanic Heritage Month (Sept. 15 - Oct. 15},
but we've got resources in 5panish to help you
prevent, treat and beat stroke all year long.
Celebrate health by learning the basics about
stroke, including warning signs, stroke in children,
treatment, risk and prevention. You may just save
a life!

HELPING PATIENTS
SAFELY RECOVER FROM
STROKE

Up to 70% of stroke patients fall within the first six
maonths of discharge. Residual deficits from a
stroke can include reduced mobility, cognitive
impairment and emotional change, leading to a
variety of comorbidities. Learn more about these
and other possible effects - and what you can do
about them.

LEARN MORE

lcons vs. Images
American Stroke Association

The American Stroke Association was founded in 1998 as a division of
the American Heart Association. Stroke is the number 2 cause of death
worldwide; the American Stroke Association teams with millions of
volunteers to prevent, treat, and beat stroke by funding research and
more robust public health policies. This email highlights the effective
use of icons over imagery to impact and draw the reader's attention to
the powerful copy. The copy on the call-to-action buttons is unique and
complements the central message of each section.

Best Practices Tip

The use of icons over images can profoundly impact engagement in the
email, which can be especially true if organizations consistently use
stock photography. Associations and non-profits need to experiment,
making a point without showing imagery, mostly when the icon can
easily parallel the message. The use of icons also allows those that
design your email to use their creative freedom and talents to showcase
the brand via modern badging.



() UNHCR

Humanization & Education
The UN Refugee Agency

Since 1950, The UN Refugee Agency, a global organization, has been
dedicated to saving lives, protecting rights, and building a better future for
refugees, forcibly displaced communities, and stateless people.

The email that you see combines education and humanization around the
organization's mission and integrity. This email tells a story and adds the
element of connectedness to the cause they serve.

Best Practices Tip

Authenticity and humanization in email marketing are hard to come by these

days.In 2021 and beyond, be prepared to share your organization's side that
has never been shown in the past because the subscriber craves legitimacy in
their inbox. The ability to blend education with storytellingand genuineness
inside your email will only increase your downstream engagement chances.




American
/ RedCross

Thank Heie Lor émﬁ a park of-oser ke

Welcome Email
American Red Cross

In 1881, the American Red Cross was formed to help provide emergency
assistance, disaster relief, and disaster preparedness education. The first
email is often the most critical because of the high engagement rates and
its influence on the program in the future. This welcome email has a
perfect blend of information and authenticity about the American Red
Cross and its mission.

Best Practices Tip

W elcome emails should set the tone, educate, genuinely welcome, and
create the expectations on what is to come. Organizations with alot to
convey can split the email into a series, but the first touch has to count.
Invest your resources to ensure that this first touch is consistently being
optimized year after year.



IPost is built for marketers by marketers.

iPost is an Advanced Email Service Provider (ESP) built for the Digital

Marketer’s growing demands for data and hyper-personalization.
We are the easiest, most flexible and dynamic marketing automation solution

for your email and mobile needs.

LEARN MORE

Ipost.com
415-382-4000
sales@ipost.com
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