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Our Mission
To bring clean & safe drinking water 

to people in developing countries



Water Changes Everything
663 million people in the world live without 

clean water - that’s nearly 1 in 10 people worldwide.

But access to clean water means education, income 
and health - especially for women and kids.



Our Values
Transparency – The 100% Model

Accountability – Every Project Proven
Sustainability – Local Partners



Our Brand
Focus on hope, not guilt

Friendly, smart, and simple
Storytelling is key



The challenge: find a way 
to grow our monthly giving 

program, The Spring



The results after a year 
of testing…



The Results

• Over 13,000 new members of The Spring (3x growth YoY) 

• 5:1 Average return on ad spend (based on 1 Year lifetime value)

• Facebook Ads are now our biggest acquisition channel outside of our 
founder



Why Facebook Ads?



Targeted

• Reach highly specific categories of people based on interests & 
demographics

• Use Facebook’s algorithm to find the most qualified people

• Users are already in browsing mode & are more willing to consume 
content within their News Feed



Efficient

• Quickly and easily test images/videos, CTAs, messaging

• Don’t need large budgets to test

• Scalable



Storytelling

• Multiple ways to share your organization’s story & cause

• Short & long form content

• Reach users while they’re already in browsing mode



What did we test?



Audiences



Custom Audiences
Past donors/fundraisers
Mailing List Subscribers 

Cons
• May feel they’ve already taken action
• Smaller volume
• Less scalable
• Lowest conversion rate to monthly giving

Pros
• Already know about us



Retargeting
People who’ve viewed key pages or taken key actions

Cons
• Again, may feel they’ve already taken 

action
• Smaller volume
• Lower conversion rate to monthly 

giving

Pros
• Targeted based on actions
• List gets updated in real time
• Highest conversion rate to one-

time donation



Interest/Demographics

Cons
• May not be as qualified 
• More manual / less scalable
• Conversion rate highly variable 

depending on targeting

Pros
• Reach highlight specific groups 

based on existing information about 
audiences 

• Ability to layer interests & 
demographics with other categories 

Category-based targeting



Lookalikes 
People who are similar to your target audience

Cons
• More expensive
• Need a list of people who’ve taken the 

action you want (joined monthly 
giving)

Pros:
• Facebook’s algorithm is good at finding 

the right people
• Higher volume than custom audiences
• Become more accurate/targeted over 

time
• Highest conversion rate to monthly 

giving



Creative



Images
• Female images perform better, especially for female audiences
• Images of children have higher CTR/conversion rate than adults
• Individuals perform better than groups
• Brighter backgrounds perform better



Videos
• Videos in general have higher CTR and conversion than static images
• Longer video (even 20 minutes+) had higher CTR and conversion
• Individual stories performed better than a trailer-style overview
• The founder’s story resonated with people more than field stories



Messaging
• Learn More CTA button performs better than Donate Now
• Shorter text performs better
• Seasonal/holiday messaging performs better
• Inspirational messaging performs better than giving-related language



Platforms & Devices

News Feed

Right 
Rail

News 
Feed

Instagram 
Feed

DESKTOP MOBILE

Low volume, high engagement High volume, lower engagement



What worked the best?



The Spring Film
• 10 Year Anniversary film in 

documentary format
• 20 minute length 
• Updated intro with focus on the 

founder’s story
• Tells the story of charity: water’s 

origins, leading up to a monthly 
giving ask



KPI improvements

• 5x increase in CTR
• 2x increase in conversion rate
• 3-5x increase in ROI



And we kept testing … 

• Vertical video for mobile
• Different thumbnail images 
• CTAs and copy
• Audience targeting 



A few tips for testing



charity: water 29

• Try different Lookalike audiences based on user behavior

• Focus on the mobile experience with vertical video

• Longer form, documentary style video content

• Images tailored to audiences – male, female, age group

• Softer CTA – learn, explore, see, be inspired vs. donate

• Refresh audiences and ad creative every few days



Nothing is crazy



So keep testing.



Thank you! Visit charitywater.org/NIO to 
learn more about The Spring



Compassion





Special.
Smart.

Safe.



1. Navigate



Converting “No Money“ Commitments



First Year Sponsor Journey Timeline





2. Engage







3. Upgrade





What’s in your box?


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Matt Monberg - Final #1.pdf
	Compassion�
	Slide Number 2
	Special.�Smart.�Safe.
	1. Navigate
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13


