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In August 2025, creators MrBeast and Mark Rober launched #TeamWater, a campaign that mobilized 
thousands of online creators to raise funds for clean drinking water. In partnership with WaterAid, and led by 
campaign co-founder Matt Fitzgerald of fitz.partners, the campaign raised over $40M to provide clean water 
to 2M people worldwide, becoming the largest creator-led fundraiser to date.  

Over the course of one month, #TeamWater’s reach grew beyond MrBeast and Mark Rober’s fanbase to 
audiences across the cultural spectrum, thanks to the participation of thousands of diverse creators.  

Harmony Labs—a nonprofit media lab interested in the immense power of media to shape a positive, pluralistic 
future—worked with fitz.partners to explore what makes creator campaigns work, analyze the strengths and 
challenges of #TeamWater, and provide actionable recommendations for funders and advocacy organizations 
considering similar initiatives. 

Despite its singular scope, the #TeamWater campaign holds insights for funders and advocates interested in working 
with creators to engage communities at any scale. 

INTRODUCTION

A Unique Campaign with  
Applicable Insights
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https://www.youtube.com/channel/UCX6OQ3DkcsbYNE6H8uQQuVA
https://www.youtube.com/channel/UCY1kMZp36IQSyNx_9h4mpCg
https://teamwater.org/
https://www.wateraid.org/
https://fitz.partners
https://harmonylabs.org/
https://fitz.partners


THE CAMPAIGN

Recommendations  
For funders & advocates

Executive summary
Key Findings

Diverse creators reached broad audiences 
MrBeast and Mark Rober drove ~50% of donor awareness among survey respondents, but 15,000+ creators 

of all sizes expanded the campaign across diverse cultural audiences—from gaming communities to family 

vloggers to science explainers.

A simple message travels. 
“$1 = 1 year of water for 1 person” was easy to share, nonpartisan, and adaptable to any creator’s format. 

76% of creators who responded to our survey said their audience was equally or more engaged with 

campaign content than with their typical content.

Community participation drives fundraising. 
Gamers, crypto communities, and creator-led community fundraisers made major contributions. 

Competitive elements like leaderboards and livestreams turned audiences into active participants.

Creator campaigns are a gateway for new donors. 
99% of #TeamWater donors were new to WaterAid. Donor comments show children donating allowances; 

62% of donors who responded to the survey were under 35.

People want to do this again. 
89% of creators who responded to our survey said they were “extremely” or “very likely” to participate in a 

similar campaign in the future; 76% of donors who responded to our survey said the same.

Lead with a simple, universal message 

that creators can adapt authentically, and provide multimedia 

resources and guidance on messaging.

Partner with creators as co-designers, not vendors. 

Consider partnering with a diverse creator advisory group to shape a 

campaign that reaches audiences authentically and organically.

Build for your audience's participation style. 

Gamers respond to live streams and leaderboards; younger audiences 

need ways to engage beyond donations.

Plan for long-tail engagement. 

Creators and donor survey respondents highlighted interest in deeper 

participation and connecting with each other, while donations 

continue even after the campaign fundraising goal has been achieved.
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Over the last two decades, the media ecosystem has been radically transformed by social media 
platforms, short-format video and algorithmic distribution. Audiences increasingly tune out 
institutional messaging — news, paid ads — and turn to individual creators they trust. 

These creators have spent years making content that speaks authentically to the values and interests of 
their fans. With a finger on the pulse of their communities, they are the first to pick up on social and 
cultural trends and adapt accordingly. They know how to cut through the noise and reach people where 
they are, consistently turning distraction into engagement. To that end, brands were projected to 
spend $37B on creator marketing in 2025, a 26% increase year over year. 

This is why creators are a uniquely powerful channel for reaching and activating new audiences —  
because they understand how to build community in an increasingly fragmented social landscape. 

THE POWER OF CREATORS

If Anyone Knows How to Cut Through,
It’s Creators

|  #TEAMWATER Case study5

https://harmonylabs.org/news/organic-media
https://harmonylabs.org/news/2025-year-in-review
https://www.iab.com/news/creator-economy-ad-spend-to-reach-37-billion-in-2025-growing-4x-faster-than-total-media-industry-according-to-iab/
https://harmonylabs.org/news/climate-audience-update
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The power of Creators

Why Creator-Led 
Fundraising?

Platform Expertise 

Creators have obsessively studied what makes people click, watch,  

and engage, and they know how to activate their audience at scale —  

more important than ever in a fragmented media environment.

Organic distribution 

Creators reach audiences directly  

and organically on multiple platforms 

(unlike paid advertising).

Authentic 
relationships 

Creators have established trust  

with their audiences and know  

what they like.

80K 
Teen creator Salish Matter drew 

80,000 fans to the mall for her 

makeup launch.

$50M+ 
The loyal fanbase that Markiplier 

spent 14 years building through 

gaming content drove the breakout 

success of his directorial debut and film 

adaptation of a video game, with 

$50M+ earnings worldwide.

Original content 
creation 

Creators can adapt calls to action  

and campaign messaging to fit their 

proven formats/styles.

Gateway to new donors 

Creator-led, entertainment-driven 

fundraising offers young people an 

entry point to participating in 

collective action.

$3.3M 
The gaming community rallied on 

Twitch to raise over $3.3 million for 

cancer research and treatment by 

hosting gaming marathons and 

friendly challenges that engaged 

their audiences in real time.

$25M 
YouTuber Jacksepticeye’s annual 

Thankmas livestream has mobilized 

viewers worldwide and raised over 

$25 million for charities like World 

Central Kitchen.

Cultural relevance 

Lifestyle and entertainment creators 

can make complex issues accessible 

and relatable.

In 2022 
the White House enlisted 

TikTokers, YouTubers and 

Twitch streamers like Benny 

Drama to encourage younger 

Americans to get vaccinated.
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https://www.aol.com/news/epic-fail-80k-fans-swarm-173100272.html
https://www.theatlantic.com/culture/2026/02/iron-lung-markiplier-youtuber-movie-review/686020/
https://www.theatlantic.com/culture/2026/02/iron-lung-markiplier-youtuber-movie-review/686020/
https://www.stjude.org/inspire/news/gaming-community-breaks-fundraising-record.html
https://www.stjude.org/inspire/news/gaming-community-breaks-fundraising-record.html
https://www.tubefilter.com/2023/12/04/jacksepticeye-thankmas-2023/
https://abcnews.com/Technology/teen-social-media-stars-uphill-battle-covid-19/story?id=79625431


The campaign
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THE CAMPAIGN

Campaign  
at a glance
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THE CAMPAIGN

A Distributed 
Organizing Model
#TeamWater builds on the success of 
MrBeast and Mark Rober’s #TeamTrees 
and #TeamSeas campaigns. #Team co-
founder Matt Fitzgerald’s organizing 
model mobilizes creators worldwide to 
drive environmental action among a new 
generation, and #TeamWater expands on 
it with new tools and even bigger 
fundraising goals. 

Message & 

Mission

• Clear impact metric 
($1 = 1 year of clean 
water for 1 person) 

• Radically simple and 
nonpartisan

• Lead global partner 
(WaterAid) with 40+ 
year track record 

• Low-friction 
fundraising with 
tools that allow for 
easy donation 

• Open call to action 
from all creators 
inviting audiences 
to participate 

• Short timeframe (1 
month) that added 
urgency and raised 
the stakes

• Gamification via 
live leaderboards 
and community 
fundraisers 

• #Team ethos that 
welcomed anyone and 
generated collective 
action 

• Strategic platform 
partnerships that 
sustained broad 
engagement

Infrastructure Community  

& Momentum

|  #TEAMWATER CASE STUDY9



THE CAMPAIGN

Leadership  
Team

MARK ROBER 
Former NASA engineer and 
science communicator with  
72 million subscribers

Matt Fitzgerald, 
fitz.partners 
Co-Founder and Campaign 
Director of #TeamTrees, 
#TeamSeas, and #TeamWater

MRBEAST  
(Jimmy Donaldson) 
The world’s most-watched 
YouTuber with 470 million 
subscribers

WATERAID 
Lead global NGO with decades of 
water infrastructure experience

Implementation partners 
DigDeep, GivePower, and Instituto Alok 

|  #TEAMWATER CASE STUDY10

https://www.digdeep.org/
https://givepower.org/
https://institutoalok.org/language/en/alok-institute/


We tracked the performance of more than 19,000 YouTube videos published during the 
campaign to understand its scale and reach. Using our Narrative Observatory, a representative dataset 
of the media consumption of 300,000 U.S. participants, we mapped top #TeamWater creators 
to the diverse audiences watching their channels. Through Harmony’s values-based framework,  
we analyzed how the campaign’s core message adapted across cultural communities and interests. 

We also surveyed ~960 donors and 420 participating creators, capturing a wide range 
of motivations, experiences, and backgrounds. Together, these datasets reveal why people participated 
and how the campaign achieved unprecedented scale. See Methods in the Appendix for details. 

THE CAMPAIGN

Our Approach

|  #TEAMWATER Case study11
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The Campaign

What made it work: 
Five Structural Strengths

Celebrity Leads 

MrBeast and Mark Rober’s 

combined platforms and MrBeast’s 

reputation for philanthropic 

spectacle set the campaign up for 

massive reach, but other elements of 

the campaign’s design were also 

critical to its success.

Diverse Creators 

MrBeast drove engagement at 

launch but the campaign ultimately 

reached well beyond his core fandom 

thanks to the participation of 15,000 

creators from around the world. 

These other creators reached diverse 

audiences to engage key fundraising 

communities, including gamers and 

the crypto community. They also 

engaged a younger donor audience 

than WaterAid’s typical base.

Radical Simplicity 

A super simple, nonpartisan call to 

action and an easy-to understand 

fundraising formula ($1 = 1 year of 

water) were easy to share via social 

media and encouraged small 

donations and broad participation. 

Replicating the $1 formula and 

branding of #TeamTrees ($1 = 1 tree 

planted) and #TeamSeas ($1 = 1 

pound of trash removed) helped 

make the campaign instantly 

recognizable and relatable.

Creative Freedom 

Rather than pushing a top-down 

message, the campaign invited 

creators to make their own videos, in 

their own voices, tailored to their 

audiences—allowing the campaign 

to reach audiences that were unlikely 

to seek out water advocacy or engage 

directly with WaterAid content.

#Team Ethos 

The massive fundraising goal and 

short timeline turned fundraising 

into another high stakes, seemingly 

impossible MrBeast feat. The 

campaign welcomed anyone to join 

the #team (whether they donated or 

not) and encouraged community 

fundraisers, creating a powerful 

sense of collective action that 

participants found meaningful— 

generating record-setting 

participation.

$1

|  #TEAMWATER Case study12
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THE CREATORS

The MRBEAST EFFECT My son is a huge fan of 
MrBeast and Mark Rober, 
so it is fun for him to be 
able to participate in  
something with people  
he looks up to. 

creator, survey response

Not just a creator, MrBeast is also a 
brand and a business that has been 
valued at $5B. With over 470 million 
subscribers, he drove the lion’s share of 
engagement for the campaign. His 
massive reach and fundraising track 
record helped motivate donors and 
mobilize creators at scale: 

MrBeast and Mark Rober were 
responsible for driving awareness 

for about 1 in 2 donors among  
survey respondents.  

41% of respondents mentioned 

MrBeast, 10% Mark Rober (with 3% 
mentioning both MrBeast and Mark 
Rober), 26% YouTube generally, and 
26% mentioned another source. 

MrBeast’s approach to 
philanthropy has sparked  

a discussion of its strengths and 
weaknesses: 

Some media coverage has characterized 
MrBeast’s past philanthropic work as 
driven by spectacle and exploitation.  
The #TeamWater campaign took steps 
to center community perspectives and 
design for long-term impact (bringing 
water to 2M people for decades).  

While many creators and fans 
commented positively about the 
#TeamWater campaign and MrBeast’s 
leadership, some creators suggested 
that MrBeast took an undue amount of 
credit for the success of the campaign or 
used pressure tactics to convince others 
to donate.

MrBeast and Mark Rober were 
able to recruit top creators to 
make content for free, launching  
a movement.

MrBeast personally called top 
creators and other high-profile 
contacts to solicit donations while 
live streaming and shared real-time 
updates on the campaign on social 
media over the course of the month. 
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https://www.businessinsider.com/mrbeast-revealed-ownership-stake-beast-industries-feastables-2025-11
https://www.cbc.ca/radio/tapestry/mr-beast-charity-controversy-1.6846810
https://www.cbc.ca/radio/tapestry/mr-beast-charity-controversy-1.6846810
https://www.nytimes.com/2023/06/12/magazine/mrbeast-youtube.html
https://news.northeastern.edu/2023/11/27/mrbeast-stunt-philanthropy/
https://www.youtube.com/watch?v=7hI4ZdsuZhs
https://timesofindia.indiatimes.com/sports/esports/news/theyre-pressuring-these-creators-to-donate-money-nick-eh-30-claims-mrbeast-gets-all-the-credit-for-team-water-donations/articleshow/123344895.cms
https://timesofindia.indiatimes.com/sports/esports/news/theyre-pressuring-these-creators-to-donate-money-nick-eh-30-claims-mrbeast-gets-all-the-credit-for-team-water-donations/articleshow/123344895.cms
https://timesofindia.indiatimes.com/sports/esports/news/theyre-pressuring-these-creators-to-donate-money-nick-eh-30-claims-mrbeast-gets-all-the-credit-for-team-water-donations/articleshow/123344895.cms
https://www.youtube.com/watch?v=BzaMO1D4Q-4
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The Creators

MrBeast & Mark Rober made 
the first splash, but  

15,000 other creators sent 
ripples around the world.

creator 
followers/platform

Mark ROber 
74M/YOUTUBE

MRBEAST 
473M/YOUTUBE

THE STOKES TWINS



THE CREATORS

Entertainment 
Creators 
Showed Up—Not 
Just Advocates

The combined effort of big named 
YouTubers was very incredible to see. 
Every creator of every genre was able to 
turn their niches into a way to promote 
this fundraiser. 
Creator, survey response

The open call to action allowed creators of all 
stripes to participate, introducing the topic of 
water access into their content about science, 
gaming, comedy, food, music, animals, viral 
stunts, and more. E.g. Alan Becker (stickman 
animation), TwiShorts (musical parody), 
YoAngelolo (family/lifestyle), MrSpherical 
(geopolitical comedy), Dr. Rena Malik 
(medicine/health), MinuteEarth (science). 

79%
The desire to have real 
impact on water access 

was the leading motivator for 
participating in the campaign among 

creators’ open-ended survey responses, 
alongside

27%
the importance of 

giving back and using 
their platform for 

good

11%

capitalizing on a 
viral MrBeast moment 

for audience 
engagement

28%
being part of a larger 

movement with 
collective energy and 

shared purpose

86%
CreatING 

original Content

Creators who responded to our survey 
participated by creating original content—not 
just donating, sharing others’ posts, or recruiting 
other creators—with 66% making two or more 
pieces of content.

66%
Made two or  

more pieces of 
content

38%

DONATING

33%

SHARING  
OTHERS’ POSTS

21%

RERCRUITING  
OTHER CREATORS
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THE CREATORS

Built By Creators Of All Sizes  
With Real Community Ties

Knowing there’s so many 
creators out there and we’re 
all working together for 
good felt incredible. 

Creator, survey response

This was a campaign built by authentic 
creators both big and small, not mainstream 
Hollywood celebrities.

In our survey, entertainment creators 
outnumbered activist creators nearly 10 to 1.

Only 4% of creators from our 
survey described their content as 
focused on activism or social issues

69% of creators who 
responded to our survey had 
fewer than 100K followers.

69%
<100K
followers

10:1
4%

Activism
Or Social  

issues

ACTIVISTEntertainment

Entertainment

Educational/Informational

Lifestyle/Personal

Other

Activism/Social Issues

Business/Professional

0 12.5 25 37.5 50

3.5

4.2

15.2

17.3

19.4

40.5

Creator Content Focus 
(N=289)
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THE CREATORS

Mapping #TeamWater  
Creators’ Audiences
People’s values shape what they 
watch, who they trust, and what kind of 
creators they connect with. We’ve analyzed the 
media behavior of hundreds of thousands of people 
and developed four values-based audiences  
that each hold distinct attitudes, distinct 
cultural affinities, and participate in distinct 
media cultures. 

This map visualizes the audiences based on 
what they care about most: from community 
(“we”) on the left, to the individual (“me”) on 
the right; and from a desire for change (“strive 
& create”) at the top, to a desire to keep things 
as they are (“protect & preserve”) on the 
bottom. Take our quiz here to find out where you 
land on the map.

Understanding where 
participating 
#TeamWater creators 
land on this map can 
help us understand 
who they reach and 
why their channels 
resonate with 
different 
communities. 
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THE CREATORS

Diverse Creators Engage  
Diverse AudiEnces

Income Infinity 
xQc Clips 
It’s Blanko 
Michael 
Linus Tech Tips 
The Nando Cut 
Alan Becker 

Ian Fujimoto 
Gawr Gura Ch. hololive-EN 
EclipsedVO 
Quinton Reviews 
MiZkif
Blaze 

ViralHog 
Kinigra Deon 
Dr Bob 
ISSEI/いっせい
MONEY TALKS WIRELESS
TheLearningStation—
Kids Songs and 
Nursery Rhymes

Jordan Matter
That Little Puff 
Triple Charm 
Angel 
Bayashi TV 
Dhar Mann Studios 
Teeth Talk Girl 
Jay

WestJett
GorTheMovieGod

What If
Myst

Adin Live
ShadowByYoongi

DBZimran
Lewis Howes

Monterey Bay Aquarium
Cleo Abram

The Infographics Show
Scammer Payback

Sarah Renae Clark
Adam W

Jimmy Kimmel Live
How to Survive

Rena Malik M.D.
The Guy

Charlie Berens
Rick Smith Jr.

Celine Dept
TODAY

Tasting History 
with Max Miller

Hailee and Kendra 
Queen of Pattaya 

Thai Girl 
ZackScottGames 

yoangelolo 
Mini Katana 

My PB and J 
Jessica Kaylee 

Kayla
NYTN

Each dot is a YouTube channel from the #TeamWater 
campaign, positioned based on the weighted average audience 
profile of its US viewers. Official campaign channels also 
include #TeamWater (27k subscribers) and WaterAid (11k 
subscribers) which are too small to map.

Official Campaign Channels

MrBeast and Mark Rober’s channels reach a 
predominantly If You Say So audience—young, diverse, and 
very online. This audience both consumes and creates video 
content across platforms, driving trends in entertainment, 
fashion, music, and more—making them effective early 
messengers. As other creators joined the campaign, they 
broadened its reach beyond MrBeast and Mark Rober’s fanbase.

All together, participating creators tapped audiences across the 
cultural and political spectrum—from People Power, a more 
college-educated cohort and a base of support for progressive 
issues, to Don’t Tread on Me and Tough Cookies, audiences that 
can lean older and more politically conservative.

|  #TEAMWATER CASE STUDY19
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THE CREATORS

Creators carried  
the momentum

The official campaign 
channels—#TeamWater, WaterAid, 
MrBeast, and Mark Rober—drove an 
immediate spike at launch, but partner 
creators sustained daily views 
throughout the campaign, with organic 
spread far exceeding what the official 
channels generated on their own.

Breaking down estimated daily views by 
audience quadrant: MrBeast and Mark 
Rober drove initial reach among their  
If You Say So fan base. 

Over the following weeks, other 
creators expanded that reach to  
People Power and Don’t Tread on Me 
audiences—communities neither of 
them could have reached alone.

|  #TEAMWATER CASE STUDY20
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The Content

Creators WERE Confident, Engaging, 
and ready to do it again

It’s about using our platform for 
something that truly matters.

It wasn’t about numbers;  
it was about lives changed.

It made everyone feel like that their 
contribution, no matter the size was 
making a real difference. 

CreatorS, survey responses

70%
COnfident

76%
Equally or more 

engaged

89%
Very Likely

70% of survey respondents were somewhat or very 

confident that their participation made a 

meaningful impact on the campaign’s goal 

(compared to 14% neutral, and 15% not confident).

76% said their audience was equally or more 

engaged with their campaign content than with 

their typical content, compared to 24% who said 

there was less engagement.

89% were “extremely” or “very likely” to participate 

in a similar campaign in the future—or 99% when 

including “somewhat likely.”

|  #TEAMWATER Case study21



THE CREATORS

The Infrastructure Behind  
15,000 Creators Showing Up

Visual assets

Here’s what we heard from creators 
who responded to our survey

93%
Campaign Guidelines  

And Expectations 
Were very or  
mostly clear

82%
Visual assets were 

the most helpful 
campaign resources

68%
Email updates were 
also seen as helpful

Resources for creators

Creator  
playbook  
with talking 
points and 
templates

Creator Idea 
Chat tool

Dedicated 
campaign 
staffer

|  #TEAMWATER CASE STUDY22

https://logictry.com/@teamwater
https://logictry.com/@teamwater
https://drive.google.com/file/d/15JZYjI-itK9ZnYFtWu5h6S8VId53f8Pq/view
https://logictry.com/content/68591da5e8b41771be1142cc?collection=6854103a3feaf86f1500e76f
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THE CREATORS

What Creators Said Was Missing
When asked about the most challenging part of 
participating in #TeamWater, creators cited: The limited reach and 

engagement tools for smaller 
creators. Some of us didn’t 
have clear guidance on how to 
make our content stand out 
or connect directly with the 
main campaign flow. 

CreatorS, survey responses

Trying to come up with an 
idea to integrate into my 
videos… Feeling disconnected 
after the initial launch of all 
the creators coming together, 
all that excitement.

• A lack of visibility and
recognition

• Feeling disconnected
from the campaign and
each other

• Wanting more guidance
on content

• Finding the short
timeline challenging

• Fundraising challenges
with donation tools

• Overcoming audience
skepticism of the
campaign

Probably setting up your 
own charity/campaign 
version of it. It was 
confusing to set up and hard 
to link on YouTube.

Gaining donations because 
I have a audience that is 
majority under 18.

It ended too soon! Once you 
start seeing the difference 
clean water makes, you just 
want more people to join and 
keep the momentum going.

|  #TEAMWATER CASE STUDY23
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The Creators

Creators: Recommendations 
for future campaigns

Creator  
Selection 

Recruit creator partners with an eye to 
quality content, meaningful community 
engagement, authentic connection to the 
issue, and reaching relevant audiences—not 
just audience size. Smaller creators can drive 
meaningful engagement at a smaller scale.

Incentives 

Consider incentives for creators—campaigns 
that can’t offer the exposure of collaboration 
with a major celebrity might want to consider 
compensating content creation, or other ways 
to add value for participating creators.

Share the Spotlight 

#TeamWater highlighted small creators’ 
content and its impact through cross-
promotion with larger creators and the 
campaign, such as a video playlist on the 
teamwater.org homepage. 

Foster Community 

Create more opportunities for creators to 
connect with each other, maybe through 
shared community spaces, e.g. Discord, 
Zoom workshops. 

Creative Guidance 

Creators appreciated the campaign’s resources 
for creators, such as briefs, talking points, and 
templates, and some said more creative guidance 
would be helpful. Creators also expressed 
interest in more opportunities to connect with 
campaign staff for personalized guidance.  

Participation Beyond 
Donation 

Many creators didn’t donate or amplify 
content by others. Consider encouraging other 
forms of participation, especially for young 
people under 18 who might not have the 
ability to donate.

Long-Term Engagement 

Consider recruiting the most highly 
engaged creators in long-term 
collaboration beyond the campaign 
window for ongoing content 
partnerships.

|  #TEAMWATER Case study24
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The CONTENT
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The content
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MARK ROBER + MRBEAST
Can You Safely Drink Your Own Pee?

https://www.youtube.com/watch?v=m4BG9PuksIg
https://www.youtube.com/watch?v=l7dzf4eFeAc
https://www.youtube.com/watch?v=TURRF0ip2gc
https://www.youtube.com/watch?v=rPGGJUNqTZQ
https://www.youtube.com/watch?v=bV8XJEwLBqw
https://www.youtube.com/watch?v=WcHWQnoE95w
https://youtu.be/KRhofr57Na8?si=6iaCqwBllL0T7bNR
https://www.youtube.com/watch?v=Z4hVGCWH1Kc
https://www.youtube.com/watch?v=4cUuxGNY9D4
https://www.instagram.com/p/DN37_BMEksr/


THE CONTENT

A Message that 
Built Broad Support

The campaign focused on water  
as something universal and essential—a relatable 
topic that any creator could make content about, 
rather than foregrounding root causes or 
systemic interventions. 69% of creators said the 
campaign aligned with their typical content 
themes in survey responses.   

While influencer-led charity campaigns can 
attract criticism for oversimplifying complex 
issues, #TeamWater's lack of specificity may have 
been a feature rather than a bug, creating space 
for broad participation—with some creators 
touching lightly on the theme of water, and others 
going much deeper.

Was Climate Change a 
Motivating Issue? 

Participating donors who responded to our 
survey expressed high concern about both water 
access and climate change across all audience 
quadrants. Because the survey was conducted 
after the campaign, it is unclear whether the 
campaign shaped these views or simply attracted 
donors who already held them.

Looking at issue concern through the lens of 
values-based audiences: Don’t Tread on Me and 
Tough Cookies (audiences oriented toward 
protecting and preserving) expressed slightly 
higher concern about water access than climate 
change. People Power and If You Say So 
(audiences oriented toward striving and creating) 
showed the reverse, with slightly higher concern 
about climate change than water access.

Issue concern by audience 
% very or extremely concerned
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IF YOU  
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TOUGH 
COOKIES
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Issue concern

https://www.salon.com/2025/08/03/clickbait-and-clean-water-youtubers-are-the-new-philanthropists/
https://www.youtube.com/shorts/5vFYB7c8Syo
https://www.youtube.com/watch?v=WcHWQnoE95w


The Content

Examples of How Creators Adapted 
the Topic for Different Audiences

Channels’ audience gravitates to content that 

breaks down complex topics in engaging  

formats, particularly around science and the 

natural world, like these videos about the 

mechanics of the water cycle and sewage filtration 

systems.

Channels’ audience appreciates feel-good 

content from families, like siblings Angelo and 

Mariah and married couple Hailee and 

Kendra, who bring attention to the issue of 

water access in scenes from daily life.

Channels’ audience seeks out scripted family 

entertainment and animal content, stories 

with feel-good endings where virtuous 

protagonists save the day, like a group of 

teens exposing a high school principal who is 

poisoning the water, or a tea.

Channels’ audience enjoys eye-popping 

stunts like water slide fail videos and the 

spectacle of drinking (filtered) human urine to 

demonstrate the science of water filtration.

YoAngelolo, Hailee 
and Kendra

MinuteEarth & 
Cleo Abram

Dhar Mann Studios, 
That Little Puff

Doctor ER, 
MrBeast

Tough Cookies: 
Wholesome Family Moments

People Power: 
Science Explainers

Don’t Tread on Me: Stories 
Where the Good Guys Win

If You Say So:  
Goofy Stunts
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https://www.youtube.com/watch?v=X74c8qln1JQ
https://www.youtube.com/watch?v=X74c8qln1JQ
https://www.tiktok.com/@cleoabram/video/7543336494463847710
https://www.tiktok.com/@cleoabram/video/7543336494463847710
https://www.instagram.com/reels/DM-2RIHRICN/
https://www.instagram.com/reels/DM-2RIHRICN/
https://www.youtube.com/watch?v=NU8rh3J4jDY
https://www.youtube.com/watch?v=NU8rh3J4jDY
https://www.youtube.com/watch?v=kA9mE-V3ZiY
https://www.youtube.com/watch?v=kA9mE-V3ZiY
https://www.youtube.com/watch?v=kA9mE-V3ZiY
https://www.youtube.com/shorts/cmkkPBP42Og
https://www.youtube.com/watch?v=nMa46RqTjns
https://www.youtube.com/watch?v=KRhofr57Na8


THE CONTENT

Video spotlight:  

Alan Becker
Alan Becker, a YouTube creator with 32M subscribers, produced 
“Animation vs. Water” for #TeamWater—a creative, dialogue-free 
animated video making an empathetic case for water access in his 
signature stick-figure style. The video earned more than 10M views, 
170k likes, and 6k comments. Becker also participated in a 
#TeamWater auction, offering a video cameo to the top bidder. 

Becker’s channel maps to an If You Say So audience, which is known 
for its interest in gaming, animated content, and irreverent humor.
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https://www.youtube.com/watch?v=d_uDE3cD_Xg
https://tiltify.com/wateraid-america/auctions/teamwater-auction
https://narrativeobservatory.org/audiences/if-you-say-so
https://www.youtube.com/watch?v=d_uDE3cD_Xg
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The CONTENT

Content: Recommendations 
for future campaigns

The Power of a Simple 
Message 

A simple and concise message can 

resonate widely and travel well in 

social media and short-format video.

Balance Creative 
Freedom with Guidance 

Creative latitude allows creators of 

different backgrounds to integrate 

campaign themes into their content 

organically and authentically. At the 

same time, creators value clear 

guidance and resources such as 

briefs, talking points, and templates 

that can help them translate 

campaign information for their 

audiences effectively. Avoid scripting 

content but communicate important 

talking points and guardrails.

Meet Audiences Where 
They Are 

Different audiences demand 

different storytelling approaches. 

Reaching audiences outside an 

advocacy organization’s core base of 

support might require adapting a 

message for radically different 

formats and styles. Consider a target 

audience’s values, media tastes, and 

the creators most likely to resonate 

with them.

Be Open to 
Nontraditional 
Formats 

Content doesn't need to look like 

typical fundraising material to reach 

audiences. Formats as diverse as 

game play videos, animations,  

documentaries, and cute animal 

videos can drive views.
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The DONors
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THE CONTENT

The DOnors: 
Big tech 
Showed up,  
And so did 
kids with 
allowances

Just knowing that there are 
so many people out there 
whose lives are going to be 
completely transformed all 
because they're getting 
water. It’s mind boggling! 
DONOR, SURVEY RESPONSE

My son Hamza wants to 
contribute his allowance  
to the water project.  
He asked me to donate to 
MrBeast’s platform. 
Donor comment, $3 donation on 
TeamWater.org

The donor base spanned institutional 
tech giants AND grassroots first-time 
donors. The top donors read like a 
collision of worlds: YouTube/Google 
($2M), Kick ($3M), and OpenSea 
alongside children donating allowances, 
gaming communities, and even an 
OnlyFans creator.

Top donors featured on #teamwater.org’s leaderboards for largest total 
donations (“most water”) and top community fundraisers (“top communities”).
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THE DONORS

$40M in 31 Days, 
And Still Counting
The campaign took 18 months to build, 31 days to 
reach $40M, and it’s still getting daily donations.

Donations by the Numbers 
$41M+ total raised 

  

More than 100k donations  

across platforms, primarily through the  
teamwater.org website (#TeamWater campaign) 

$5 most common amount  

followed by $1 (#TeamWater campaign, Tiltify) 

$10M (25% of donations)  

made in cryptocurrency  

(20 different types of currency)  

Many top institutional donors were creator-adjacent:  

YouTube/Google ($2M), TikTok ($1.5M), 

Kick ($3M) etc

2024: 18-month 

planning phase 

begins

August 1, 2025: 

Campaign launches 

with support from 
YouTube/Google ($2M 
matching donation) and 
Shopify ($500k)

Early August:  

Tech platforms 

pledge support 

partner TikTok 
contributes $1.5M, 
Kick.com joins with 
$2M, and MrBeast 
appears on Adin Ross’s 
Kick live stream 

August 14-15: 

record-setting  

$12M livestream 

on Kick featuring MrBeast, 
Adin Ross, and xQc 

August 15:  

passes $30M mark

August 31: final 

goal $40M reached 

with live auction on 
YouTube

September,  

2025-present: 

donations continue on 
teamwater.org

Donations by day via teamwater.org  
(#TeamWater, Tiltify)
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THE DONORS

Creators Reached Donors 
Advocates Couldn’t

Almost half the donors who participated in Harmony’s values 
questionnaire via the survey were People Power (47.1%), followed 
by Tough Cookies (25.5%), If You Say So (19.8%), and Don’t Tread 
on Me (7.6%). People Power and Tough Cookies are more 
community focused audiences and People Power in particular 
are more likely to favor collective action and support 
humanitarian aid, so it’s not surprising that they dominate 
among the donors who responded to the survey. 

Donor survey respondents skewed younger and 
more male than WaterAid’s typical donor base, 
reflecting the young audience of the campaign’s 
YouTube creators.

99%
Of donors to the 

#teamwater campaign 
were new to WaterAid

0
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25

37.5

50

PEOPLE POWER TOUGH COOKIES IF YOU SAY SO DON'T TREAD ON ME
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#teamwater 
Donor survey 
respondents

WATERAID  
Typical  
donors
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https://narrativeobservatory.org/audiences/people-power
https://narrativeobservatory.org/audiences/tough-cookies
https://narrativeobservatory.org/audiences/if-you-say-so
https://narrativeobservatory.org/audiences/dont-tread-on-me
https://narrativeobservatory.org/audiences/dont-tread-on-me


THE DONORS

Donors Were Motivated 
by Impact and Community

The campaign was boosted not just by 
MrBeast but by donors who genuinely showed 
up for the cause. When asked in our survey 
why they participated, 43% of donors who 
responded cited making a tangible difference, 
another 20% named life-saving assistance for 
basic needs, and 16% wanted to participate in 
community or collective action. Only 4% 
mentioned scale of impact as a draw.

And the campaign landed that way.  

95% of donors who responded to our survey left 
optimistic that collaborative campaigns like 
#TeamWater can create meaningful change. 64% 
felt part of a team, and 76% want to do it again.

Making a tangible difference

Life-saving basic needs

community and colective action

Scale of impact

Personal COnnection/gratitude

Family involvement

0 12.5 25 37.5 50
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Donor motivation 
% RESPONDENTS (N=363 Responses)

OPTIMISITIC ABOUT CAMPAIGNS LIKE #TEAMWATER

LIKELY TO PARTICIPATE IN A SIMILAR CAMPAIGN

FELT PART OF A TEAM
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Donor CAMPAIGN SENTIMENT 
% RESPONDENTS (N=731, 794, 795)
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THE DONORS

The Role of  
Passionate Communities
A partnership with fundraising platform Tiltify 
allowed individual creators to set up community 
fundraisers that aggregated donations from their fans 
and updated a public leaderboard on the #TeamWater 
website. This allowed creators’ fans to compete against 
each other, gamifying donations. More than 1,600 
individual community campaigns contributed.  

This campaign infrastructure is native to gaming, 
where leaderboard competition and marathon 
streaming sessions have long been popular tools for 
charity fundraising, and gamers notably drove 
significant  #TeamWater donations.  

Tiltify also integrated cryptocurrency donation 
capabilities directly into TeamWater.org through  
a partnership with the Giving Block, making the 
campaign accessible to crypto communities,  
who led many of the campaign’s biggest  
community fundraisers.

Gamers played a 
significant role in 
fundraising wins. 

Record-setting livestream on 
Kick with MrBeast, Adin Ross, 
and xQc raised over $12M 

Twitch and Kick streamers made 
large donations, e.g. streamer 
Trainwreckstv who personally 
donated $1.5M. 

Top community fundraisers 
included individual gamers and 
their fans. 

Crypto drove a 
significant portion 
of donations. 

Crypto donors played a key role 
in the campaign: 25% of 
donations were made in 
cryptocurrency ($10M). 

OpenSea drove buzz with the 
launch of the $Water token, 
raising $230k USD in ETH. 

Not all engagement  
was supportive. 

Prediction market Polymarket 
hosted a $7.3M bet on whether the 
campaign would reach its $40M goal 
by August 31, with a significant 
portion bet against the campaign 
succeeding. TeamWater.org reported 
repeated DDoS attacks on the 
campaign’s donation infrastructure, 
often peaking during livestreams. 
Future campaigns at this scale should 
plan for this emerging dynamic.
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https://tiltify.com/
https://www.philanthropy.com/solutions/livestreamers-up-their-games-to-help-charities-raise-funds/
https://www.philanthropy.com/solutions/livestreamers-up-their-games-to-help-charities-raise-funds/
https://thegivingblock.com/testimonials/case-study-teamwater/
https://www.newsweek.com/mrbeast-charity-livestream-raises-12m-155-hours-2114144
https://www.newsweek.com/mrbeast-charity-livestream-raises-12m-155-hours-2114144
https://www.tiktok.com/@trainwrecksclips/video/7539459203480538424
https://www.tiktok.com/@trainwrecksclips/video/7539459203480538424
https://thegivingblock.com/testimonials/case-study-teamwater/?utm_source=chatgpt.com
https://thegivingblock.com/testimonials/case-study-teamwater/?utm_source=chatgpt.com
https://thegivingblock.com/testimonials/case-study-teamwater/?utm_source=chatgpt.com
https://thegivingblock.com/testimonials/case-study-teamwater/?utm_source=chatgpt.com
https://x.com/opensea/status/1954923381888827493
https://polymarket.com/event/will-mrbeast-raise-40m-for-clean-water-by-august-31


THE CONTENT

Community spotlight:  

FORTNITE
Top Fortnite map creator Pandvil (1.6M followers) created and 
sold a #TeamWater-inspired map called “Go Water!” raising $111k. 
The map integrated the theme of water with a well that one “can 
pump for secret items.” Gaming communities like Fortnite often 
lean towards an If You Say So audience. 
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https://www.fortnite.com/@pandvil?lang=en-US
https://narrativeobservatory.org/audiences/if-you-say-so
https://www.tiktok.com/@pandvil/video/7533798360940088606


The Donors

Not one-time Donors, 
Ready to Go Deeper

Would be nice to monitor 
the effect of the campaign 
in the following years.

If there is any kind of 
volunteering needed I would 
be interested in helping. 

DONORS, SURVEY RESPONSES

Would love to hear about 
these initiatives earlier on so 
I can help in other ways than 
only making financial 
contributions.

Please, make a video of the 
outcomes and country you 
helped! It will improve the 
trust.

Donors didn’t want the relationship to end when 
the campaign did, highlighting interest to go 
deeper and stay involved. Survey feedback pointed 
to four consistent asks:

• More ways to contribute 
beyond money 

• More transparency and 
reporting on the impact of 
donations 

• More opportunities to 
suggest ideas for future 
campaigns and areas for 
intervention  

• Tangible ways to show their 
affiliation (merch, etc)
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SECTION NUMBER OR NAME
The Donors

Donors: Recommendations 
for future campaigns

Long-Tail Engagement 

#TeamTrees and #TeamWater still get daily 

donations long after their fundraising goals 

have been achieved and their campaign 

windows have closed (as did #TeamSeas 

until it stopped taking donations in July, 

2024, after cleaning up 34M lbs of trash). 

Even without active promotion, the 

campaigns continue to attract new donors 

on a daily basis. Consider investing in long-

term community engagement beyond the 

campaign window—community is a strong 

motivator and highly engaged creators and 

donors want to stay involved. 

Participation Beyond 
Donation 

Some donors in the survey expressed 

interest in participating in other ways than 

contributing money—consider creating 

further opportunities for highly engaged 

donors to participate. Evaluate metrics of 

success beyond donations, like social 

mentions and comments submitted with 

donations and in survey responses.

Impact Reporting 

Both donors and skeptics highlighted a 

desire for transparency and reporting 

around the the campaign’s impact. 

Consider re-engaging donors with 

additional reporting after the campaign 

window closes.

Embrace Passionate 
Communities 

Highly engaged communities can 

mobilize when a campaign resonates 

with them, sometimes through 

creative and unexpected avenues of 

participation. Consider where target 

audiences spend time online, the 

creators they trust, and the modes of 

participation that might appeal to 

them (e.g. gamers engaging with live 

streams and public leaderboards).
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Summary
Recommendations for the field
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Summary

#TeamWater:  
A Replicable Framework

Start with a simple, 
universal message 

A clear call to action that any 

creator can adapt in their own 

voice travels further than polished 

institutional messaging. Explore 

framing that is nonpartisan, 

concrete, and shareable. Consider 

an approach that can translate to 

lifestyle and entertainment 

content, not just education and 

advocacy content.

Partner with creators 
as co-designers, not 
vendors 

Creators know their audiences. Give 

them creative freedom, provide 

resources (visual assets, talking 

points, clear guidelines), and treat 

them as collaborators shaping the 

campaign, not just distributing it.  

 

Build for community 
participation, not 
just donations 

Leaderboards, live streams, 

community fundraisers, and 

competitive elements turn passive 

audiences into active participants. 

Meet people where they already 

spend time and design for the ways 

they naturally engage. 

Think beyond 
MrBeast 

Celebrity creators can catalyze 

engagement, but a diverse 

network of smaller (<100,000 

subscribers) creators can reach 

audiences across the cultural 

spectrum that no single celebrity 

could. Start with a pilot, recruit 

for authenticity and audience fit, 

and grow from there.

Plan beyond the 
campaign window 
 

The most engaged creators and 

donors want to stay involved. The 

highly engaged participants are 

potential long-term advocates. 

Invest in relationships, report back 

on impact, and create pathways for 

ongoing participation.  

#TeamWater shows that creator-led campaigns can 

mobilize diverse audiences—reaching people that 

traditional advocacy channels don’t. Funders and 

advocates can build this approach into campaign work 

to engage audiences directly and organically at scale.
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APPENDIX

ABOUT HARMONY LABS
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Harmony Labs is a nonprofit media research lab on a mission to research and reshape society’s relationship with media, using 
science, data, and creativity. For more than a decade, our work has helped storytellers and strategists, decision makers and 
dreamers, harness the immense power of media to shape a positive, pluralistic future and support human flourishing. 

Our one-of-a-kind, respondent-level data infrastructure, the Narrative Observatory, empowers partners to find, reach, and 
resonate with the right audience in today’s fragmented, contested media environments. The Narrative Observatory delivers 
audience-based insights, narrative and network analysis, and empirical validation of cultural strategy and content—all derived 
from the actual behavior of real people and true audiences, not from social listening, inauthentic online activity, or AI-based 
synthetic panels. 

We work with a wide range of partners globally on issues of existential importance, like climate, democracy, equity, immigration, 
political violence, public education, identity, artificial intelligence, and more, using an approach to research that is rigorous, 
participatory, and public. One of the first peer-reviewed papers we co-authored looked at fracking narratives in documentary film. The 
outputs we’ve created with our partners include websites, presentations, peer-reviewed publications, toolkits, blogposts, curriculum, 
interactives, white papers, and media. Our work has been covered in the press, like in this New York Times article. 

Founded by John S. Johnson in 2008, Harmony Labs is a 501(c)3 incorporated in New York State. Funders include Atlantic 
Foundation, Gates Foundation, Robert Wood Johnson Foundation, W.K. Kellogg Foundation, John D. and Catherine T. MacArthur 
Foundation, Mellon Foundation, Omidyar Network, Open Society Foundations, Meliore Foundation, Nathan Cummings Foundation, 
Google, and more.

https://harmonylabs.org/
https://harmonylabs.org/
https://narrativeobservatory.org/
https://narrativeobservatory.org/climate
https://harmonylabs.org/project/democracy
https://narrativeobservatory.org/strategy-validation
https://harmonylabs.org/project/immigration-stories
https://harmonylabs.org/project/gun-media
https://harmonylabs.org/project/ultranationalism
https://harmonylabs.org/project/education-narratives
https://harmonylabs.org/project/AI-narratives
https://harmonylabs.org/project/main-character-report
https://harmonylabs.org/project/AI-narratives
https://harmonylabs.org/project/gasland
https://narrativeobservatory.org/heroes
https://harmonylabs.org/project/health-equity
https://advances.sciencemag.org/content/6/14/eaay3539
https://harmonylabs.org/news/pbs-curiosity-frontiers
https://harmonylabs.org/news/narrative-goal-for-equality
https://harmonylabs.org/project/vr-action-1
https://poverty-feed.narrativeobservatory.org/
https://poverty-feed.narrativeobservatory.org/
https://harmonylabs.org/project/inequality-for-all
https://harmonylabs.org/news/what-s-a-narrative
https://www.nytimes.com/2022/04/12/us/politics/latinos-voters-midterms.html
https://www.guidestar.org/profile/22-6054882
https://www.guidestar.org/profile/22-6054882
https://www.gatesfoundation.org/
https://www.rwjf.org/
https://www.wkkf.org/
https://www.macfound.org/
https://www.macfound.org/
https://www.mellon.org/
https://omidyar.com/
https://www.opensocietyfoundations.org/
https://meliorefoundation.org/
https://nathancummings.org/
https://arvr.google.com/
https://arvr.google.com/
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Mark Rober is an engineer, inventor, educator, and YouTube science communicator with over 70 million subscribers. A former NASA engineer, Rober is the 
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Fitz.Partners helps the world's leading creators turn attention into social impact. Founded by Matt Fitzgerald—co-founder and campaign director of 
#TeamTrees, #TeamSeas, and #TeamWater—the firm partners with creators and causes to build campaigns that move people to act. Learn more at fitz.partners.  

#TeamWater is a campaign powered by thousands of creators worldwide to raise $40 million to provide two million people with life-changing access to clean 
water for decades. For more information, visit teamwater.org. 

WaterAid is an international nonprofit working to make clean water accessible for everyone, everywhere within a generation. For more information, visit 
wateraid.org. 
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Appendix

YouTube Data 

We pulled performance data for 

#TeamWater videos published during 

August 2025 from YouTube, tracking views 

of more than 19,000 videos from over 

12,600 YouTube Creators. Videos were 

identified using the hashtag #teamwater and 

further filtered for relevance.

Methods
Audience Information 

We utilized the Narrative Observatory, 

Harmony Labs’ opt-in data panel of 300,000+ 

people’s behavioral media viewership, in order 

to map larger channels onto Harmony Labs’ 

values-based audiences based on viewers who 

actually viewed the channel. 

Creators Survey 

Creators who worked with the campaign  

were invited to respond to a survey by email.  

420 creators responded to the survey.  

Survey topics included: 

Who they are, including where they are located and 

their channel’s typical audience size and content type 

How they found out about the campaign and their 

motivations for participating in it 

Various ways that they participated, including by 

donating or making multiple videos 

Their perspectives on the campaign, including what 

their experience was participating as a creator 

Donors Survey 

We emailed donors the opportunity to take a 

survey after donating. 961 donors took the 

survey. Survey topics included: 

Who they are, including values questions that  

allow Harmony Labs to map them to values-based 

audiences 

Their interest in topics, including water access  

and climate change 

What moved them to participate in this campaign   

Their perspectives about #TeamWater and  

similar campaigns 
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