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Beth: Welcome to Driving Participation. I am here today with Abigail Quesinberry, 

who is a Social Media Strategist and she is currently working with the Center 

for Teaching Quality in Carrboro, NC. She previously has had some really, really 

interesting work experiences with the Ad Council, with Sesame Workshop, which 

some of you may have heard of and the U.S. Fund for Unicef. I met Abigail when she 

was actually sitting in front of me at the NTC14 conference just a few months ago and 

was telling some great stories and asking such interesting questions. After the session 

was over, I just had to go up and tap her on the shoulder and introduce myself and 

ask her if she could be on the call with me today. So thank you so much Abigail for 

being willing to talk to a stranger.

Abigail: I’m thrilled to be here and I’m so glad you tapped me on the shoulder. 

Beth: It’s been such a great way to meet people and you know to really reach out 

and get to know people from all over the country and who are doing some really 

different and interesting things with organizations both as consultants and as inside 

organizations. The main reason I wanted to do this podcast is because there is 

so much cool stuff going on that people are trying and testing that’s working and 

failing that nobody ever hears about unless they can swing the time and money to 

go to those conferences like NTC and CASE and some of the other places I’ve been 

meeting people and not everybody can budget for that from the time or money 

perspective and so they don’t get to hear the great stories of some of the stuff that 

you’ve been doing. So I’m so glad that I get to grab you and have you share some 

of the stuff you do every day. The first thing I’d like to ask is how did you get into 

this world? How did you get pulled into doing the stuff that you do? Was it based on 

interest? Was it happenstance? How did you get here?
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Abigail: Well social media hasn’t been around that long so I don’t think any of us 

started in social media. We all segued from something else. I started out, I graduated 

school with a degree in Environmental Studies.

Beth: Of course because that leads right to social media!

Abigail: Then quickly realized that I’m not exactly a scientist so what am I gonna do? 

I ended up working with a major conservancy and was drawn there based on interest, 

but I was working in fundraising and so, as most people in the non-profit world know, 

that’s where the jobs are – on the fundraising side. I did that first and then in that job 

quickly realized that the part I had the most passion for was the creative part and the 

writing and realizing that I had a talent for that and so then I segued into the more 

marketing communications side and moved to NY and worked for the U.S. Fund for 

Unicef as a communications assistant and at that time that was pre-, it wasn’t pre-

social media existing, but I was pre-the time any organizations were using it. I was 

doing production and communications work and then didn’t really get into social 

media until, except for personal use, Sesame Workshop and especially at the Ad 

Council. But social media became the main thing that I was doing and the main way 

that we were engaging our audiences.

Beth: That’s really interesting. So do all they different types of organizations that you 

worked with, there’s always been a component of different types of participation and 

one of the things that I always try to make sure I’m communicating is that the only 

kind of participation we’re looking for isn’t just fundraising communication. You’ve 

been involved in the fundraising version of communication and participation, but 

you’ve also gotten people to watch things and change behaviors and do different 

kinds of things. With the kind of work that you’re doing now, how have you seen 

things sort of moving? How do you define participation and how it’s been important 

to some of the people that you’ve worked with?

Abigail: It really does depend on what your goals are. At the U.S. Fund for Unicef our 
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goal was fundraising and so all the communications that we did really targeted to the 

donor, targeted to what their interests might be and really drove them back to that. 

“This amount of money equals this many vaccines. Please give.” Since then at Sesame 

Workshop I was driving more toward just brand dropping. Obviously everyone knows 

the brand, but just keeping that going and keeping that relevant and keeping that to 

new parents and to parents that are in their twenties and making sure that that brand 

is still hot culture enough that they will resonate and they will watch Sesame Street 

with their kids. At Ad Council, it was all about behavior change. All of the campaigns 

that we did there were very much about kids need to be brushing their teeth two 

times a day, learn the signs of stroke prevention, here’s how to not cause a wild fire. 

All of these things, it really depended on our goals and so targeting your social media 

campaigns and your other communications campaigns around that and knowing who 

your audience is and communicating with them in a way that resonates and gets them 

to take that next step and whatever action that may be is really the key.

Beth: It is interesting what you’re saying about the Ad Council. With fundraising you 

do all this communications and you can see what’s working and what’s not based on 

what comes back in.

Abigail: Yes.

Beth: With the Ad Council and with your goal being behavioral change, it’s such a 

harder thing to quantify ourselves. Are we making a difference? Are we doing it? I can 

see why social media would be such a great resource to possibly get some of that 

feedback and reach out in a way that you actually get engagement and see what’s 

happening. Is that one of the reasons why they maybe chose that as a vehicle?

Abigail: I mean social media is great in that way because you are hopefully 

communicating with the people who are either your constituents or you’re hoping 

that they will be and you’re getting real time feedback on the content that you’re 

putting out and you’re seeing the response. Something else we did at the Ad Council 

which most organizations don’t have the luxury of being able to do is we did a lot 
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of surveys and so we would do surveys ahead of a campaign and say, “what is the 

current lay of the land and this behavior and among our target audience” and then 

we would do a follow-up survey after our campaign had launched and probably had 

gone on for about a year to see have behaviors changed, had attitudes changed and 

what might our communications have had to do with that. 

Beth: I think that’s such a good point though. You’re right. So many people think “we 

can’t afford that. We can’t afford research. It’s too big of a thing”, but there are lots 

of ways to keep it on a small scale and getting that feedback of where should we be 

putting our time and energy? What’s the most important thing to our community to 

get a starting point before you start any communication initiative and then using it 

again to really see what you can change. I do think that people can do that pretty 

much at any size. The hardest thing I think people have trouble with because you can 

belong to SurveyMonkey and do that for free – is developing the right questions. One 

of the things I see a lot is when people write their surveys, they sort of know what 

answers they want to get so they write very targeted questions that drive the right 

answers, which can really be a challenge. I’m sure you have the luxury of being able 

to use professional market research firms to do that.

Abigail: Yeah we did, but you’re right. SurveyMonkey is a great tool. There’s also 

something called “mechanical turk”.

Beth: That’s a great one!

Abigail: A lot of scientists are using that and it’s something that is through Amazon 

and you are paying participants, but it’s a very small fraction and people are finding 

that it’s getting them pretty unbiased results.

Beth: That’s a great idea. That’s really good because one of the things I often tell 

people is you may not have the money to do a full-blown market survey, but you 

might be able to find a solo freelance market researcher and just pay them to write 

the questions for you. Just to help get a little consulting in and advice on how to 
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make sure you’re writing questions in a way that isn’t leading people to an answer, 

but the mechanical turk is a great thing that I don’t even think people even know 

about. That’s terrific. So one of the things that has peaked my interest with you right 

away was when you told this story about the toothbrush campaign that you did with 

the Ad Council. So could you tell a little bit of this story about what that project was 

about and what kind of participation, what you were going for there and what ended 

up happening based on the communications that you did?

Abigail: Sure! We were just looking for some kind of date peg, something on the 

calendar we could do a social media push around getting children and really getting 

their parents to make sure that their kids are brushing two minutes twice a day. The 

campaign, our coalition was a dental health organization and so we have about 35 

organizations participating in this, which was a great place to start because they all 

have their own social media handles and they were all ready to go and help us put 

these messages out. We decided looking at the calendar, we were like “the day after 

Halloween is a pretty important day to brush your teeth” and so we decided to come 

up with this holiday called ‘National Brush Day’ and the inaugural National Brush 

Day was last year on November 1st and we just created a logo to go with that and 

some visual identity. We reached out to all of our partners on the campaign and really 

galvanized their support and got them to include it on their blogs and newsletters 

and created a bank of social media messages that various partners had used, 

reached out to influencers on Twitter and said “can you use this hashtag?” We did a 

Thunderclap, which is a social media platform that syncs individuals accounts. They 

sync your Twitter account, your Tumblr account and your Facebook account and they 

send a blast of messaging at a specific day and time so everyone who signed up for 

this, there’s a message that goes out to their followers at a specific date and time that 

you choose.

Beth: Talk a little bit about what the benefit of doing it that way is.

Abigail: The benefit to me is for instance if there’s an individual that follows the Ad 

Council and they follow the American Dental Association and they follow let’s say 
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Laila Ali because she worked with us on this campaign and various other individuals 

who may have been interested and signed up as well. They’ll see this message come 

across their feed many times and it’s more like a virtual flash mob.

Beth: I love that! That’s a great definition of it. 

Abigail: Yeah it’s like a virtual flash mob and it’s coming across people’s feeds and it’s 

much more attention grabbing than a one off tweet from one organization. If there’s 

a flood that’s happening at once and people will pay attention and say “what’s that”? 

Then of course the goal is that the hashtag will trend on Twitter and then show up in 

the bottom left hand corner and people will click on it and say “what is this National 

Brush Day thing?” That was a great campaign. We had lots of great participation. All 

of the organizations that were partners on this really did a great job of adapting the 

campaign and putting it out to their followers and so we were really pleased. I think 

we had 510 people sign the Thunderclap and reached over a million people with 

impressions and so it was a really successful campaign.

Beth: What I love about that is it’s actually structured in a way that lots of people 

can do something the same way. Lots of non-profits have communities with other 

nonprofits that support similar causes or support them or fund them. Associations 

have business partners that they work with. Colleges and schools have alumni and 

they’ve got class leaders and current students who are involved in different ways. 

Every type of organization has a sort of quasi external but affiliated community that 

they’ve worked with to kind of focus attention around whatever their issue is right 

now, whether it’s joining their membership, whether it’s an event that’s happening, 

whether it’s a giving day of some sort and there’s tons of crazy holidays that are 

out there already and there’s lists out there that you can just Google like unique 

holidays 2014 or something like that. I’ve literally Googled that and found some really 

interesting things that are great things to think of, but there’s also nothing wrong 

with doing what you guys did! There’s no toothbrush holiday around this so if you 

get enough people to gather and build your own power-base, you can create your 

own movement and I think people underrate the power of their ability to really jump 
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start something in a community by doing something like that. It seems so big, but it 

doesn’t have to be.

Abigail: Right! I think the real key there is reaching out to other organizations. 

Currently the Center for Teaching Quality, we just did a campaign with the hashtag 

#teachingis and we focused the campaign around Teacher Appreciation Week, which 

is a well known week and we decided to kind of flip that a little bit and turn it on 

its head and have teachers themselves participate and tell the world what teaching 

really is and so we were overwhelmed with the participation that we got. It reached 

over 7 million people and it was really because of partners galvanizing around this 

and what we realized – what I realized – is that partners don’t have to be bedfellows 

in every sense. You don’t have to agree on everything, but you can coalesce on a 

message during a certain time period and build a movement in that way and one of 

the ways that that worked and one of the ways that National Brush Day worked is 

that movement itself was brand agnostic. People were able to put turfs aside, which 

unfortunately organizations can sometimes be a bit turfy and they were able to latch 

on to this movement and to build something collectively because it wasn’t necessarily 

affiliated with any certain brand. It was something that was more about achieving a 

mission or a goal together.

Beth: I love it! I think you’re right. A lot of time people look at each other like 

we’re competitors so that means that we can’t do anything together or we like their 

programs, but we don’t like their advocacy and so we don’t 100% agree, they’re on 

the other side of the fence. To even talk about the fact that if we can agree on this 

one segment to use the power of everyone working together to make that specific 

goal come about as opposed to having to be really like bed fellows and everything.

Abigail: Right!

Beth: That’s huge because I think a lot of people wouldn’t think to do that and they 

definitely wouldn’t reach out to somebody that maybe perceived as a competitor. I’ve 

seen this a little bit sometimes even in schools. I’ve seen some short term campaigns 
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with the giving day where one school is competing against another school so basically 

it looks like they’re competing against each other, but just to put the competition 

together two rival schools have to work together to create a campaign around in 

this period of time. Is this school gonna raise more money or is this one? I know a 

lot of schools will do this around maybe a big game, like a big rivalry game and so 

that leaves the opportunity to get their alumni together to do a week or a month of 

fundraising to which schools are gonna raise more money, who will win. It’s such a 

great thing to do that you could do rivals in plenty of other areas, but all ships rise on 

the tide as they say.

Abigail: It’s true. It’s really a powerful thing to bring people together and to put 

all that stuff aside and to really focus on a mission together. Everyone shares in the 

success too which is a great benefit.

Beth: Another thing that you mentioned is you said that you got over 7 million 

impressions on it. Another thing I think the people really sort of wonder is how? What 

are you measuring that tells you that? I think one of the tricky things for people is how 

do you know what to measure that is actually important? There is so much discussion 

around what do followers matter? Do retweets matter? What matters? You have 

slightly different goals and your goal is getting that sort of exposure and awareness, 

but what are the things that you’re measuring? First of all, how did you know that 

you got those 7 million? What are you tracking? Then, what data points are kind of 

becoming important to you that you see people should be paying attention to in 

social media?

Abigail: We got the 7 million measured by using TweetReach and that calculates 

the number of times that the hashtag was used, so the hashtag was #teachingis. It 

tracks the individuals who used the hashtag and their followers and so that’s how 

it builds that impressions number. We were able to see that it reached 3.1 million 

people and so that’s different than the impressions. The impressions are – the same 

organization may have shared it ten times and so you’re adding those impressions, 

but you’re not gonna add those when you’re talking about people reached. That can 
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or cannot be a number of metric. It was for us because we’re talking about, our goal 

with this was awareness and our goal with this was having teachers tell their own 

story and having people see that. When you’re talking about eyeballs, impressions 

and reach are important. Retweets are incredibly important and shares when you’re 

talking about brand awareness or issue awareness because you just want as many 

people to see that message as possible. If you can inspire people, even asking them 

explicitly, “please retweet this” or “please share this”, often times that works. Another 

important metric for most of the work I’ve done is the click-through. Lots of times 

you’ll have a short little snippy tweet, but that doesn’t tell the whole story. You want 

them to click on that link and then go to your website and read more. You want them 

to find out what are all the signs of a stroke. You can’t say that in 140 characters. A lot 

of times the important thing is having them to take that next step and go that next 

layer so I think click throughs are very important to measure. Followers are important 

too because the more followers you have, the more people are seeing things, the 

more people are likely to share things and so that’s really not in and of itself. It’s not 

that great of a metric, but thinking about the exponent of that is important. There 

are some great tools out there. TweetReach is really cheap. We actually purchased 

that for exactly one week so actually those numbers are higher because we’re only 

measuring the week of Teacher Appreciation Week with that and really the campaign 

was ramping up before that and the hashtag’s been used since then, but we can 

spend $20 and get those metrics for a week and have something to show your 

partners, have something to show your funders, have something to even show the 

people that have participated and say “hey look at this movement that we built 

together”.

Beth: I love that idea that actually showing the people that already participated what 

their impact was and how their participation meant something. That is so huge and 

I also love the fact that you tell people you can buy something for a week because 

a lot of times people look at social media tools and things as “oh my gosh, it costs 

money” and then that’s it. That’s a deal breaker and I’m done. Nobody thinks you 

can buy something for a week, but I’m sure you’ve seen more and more the world is 

moving to a pay-to-play-world. Paying for advertising. Paying for different things. To 
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have people start to think instead of starting to think “oh this is gonna start costing 

me this much per month” to realize that there are plenty of things in there that can 

be toggled on and toggled off around when doing an initiative so if you really plan 

and not just have this social media seizure, hey I have some stuff I think that maybe I’ll 

tweet today to actually have it be a campaign that was thought through and planned 

with “here’s what we’re trying to do and here’s what we’re delivering”, you can 

actually get a lot of exposure for the amount of money that you spend.

Abigail: Yes, definitely and there are the bigger organizations that are using very 

sophisticated social listening software, but for smaller organizations, it’s really not 

gonna be worth it. You don’t have to spend all of that money. You can do a lot just 

through like even manual calculations of retweets and looking at Facebook so there 

are a lot of things that you can still do on the cheap, but I hear you. People are 

rapidly monetizing everything.

Beth: Yes they are and there is still no perfect, I don’t know about you, but there 

is still no perfect tool. There is no “if I just buy this one listening suite, it’s gonna 

handle everything for me”. Even at the large level. There is still a lot of human input 

that goes into tracking things down and valuing and compiling things together and 

determining what it means.

Abigail: Right and also you don’t have to lose the human side, the touch of actually 

– engagement is engagement both ways. It’s a relationship and so you can’t just 

schedule a bunch of tweets and leave your desk for the rest of the day or the rest 

of the week. You need to really be there and see how people are responding and 

answering their questions, reacting to them, hearing content from other sources 

instead of just being this megaphone saying “look at us, look at us”. Going around to 

other folks and pulling things from them and sharing and sharing alike. Like any other 

relationship, it’s give and take.

Beth: Right. I want to get back to two things that you already mentioned. You talked 

about the click-through rate and then you talked about the places that you’re sending 



www.iriscreative.com   |    subscribe on iTunes: http://bit.ly/DPpodcast

them. So let’s start with getting people to click on things. I call this the “cats vs 

cause” dilemma. Everybody that is on social media should know what I mean. As 

I say all the time, we all have that friend with all the cat pictures that people click 

on the light, the silly, the humorous. Oh I want to see the top ten list of this or all 

of the goofy stuff definitely gets tons and tons of likes and clicks and exposure. But 

the balance of that against having a purpose of being there on social media is still 

a struggle. Like in your case, you were putting out things about health issues and 

strokes. How did you sort of balance the social aspect of social media, the fun, the 

light, everyone wanting to click on and see what the latest celebrity is doing vs you’re 

not there and you just get lots of clicks that you can then show in a report to your 

bosses. Here’s how many clicks we got through that attracted a lot of people who 

have no connection to what we’re doing. How did you sort of manage to pull that 

click-through to get that in a world where people want a lot of lightness and you’re 

trying to attract them to something a little more serious?

Abigail: Right. That is tough, but I think that social media to me, the tone should 

be conversational. The tone should be, it can be light and at the Ad Council I think 

we did a good job of finding ways to have levity around serious issues and that 

can sometimes be the key, approaching people in not this finger wagging way, 

but approaching them in this way that’s a little bit more light-hearted. A lot of our 

campaigns really did incorporate a lot of humor and so taking that humor from the 

television PSA and incorporating that into the social media language was something 

that really worked. One great example and they do a wonderful job of this on social 

media is Smokey Bear. He’s a 70-year old icon at the Ad Council and really only says 

one thing, which is “Only you can prevent wild fires”, but through social media he 

has been able to become this almost humanized character and one of the ways that 

that’s done is they have kind of a brussel sprouts and ice cream approach. So basically 

you’ve got the brussel sprouts and there are this many forest fires a year and this 

many caused by humans, just statistics and the things that are the real message. But 

then you’ve also got this loveable bear and so they really do kind of give people 

what they want and with these funny pictures of the bear and bear hugs and things 

like that, but then also peppering that with the real message that’s behind it. Finding 
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a way to do that I think is the real key and some things require complete and utter 

seriousness. Other things don’t. You can incorporate cat pictures. There’s a way to use 

memes and to use humor within the things that you’re communicating most of the 

time.

Beth: Absolutely! I think all you have to do is look at so much of the communication 

about breast cancer. To see where people are able to take something that is very 

serious and manage to incorporate sometimes a little bit of light-hearted aspect 

to that. There’s so much, especially with the “Save the Tatas” campaign. Of course 

there’s always somebody who is going to be horrified, but the bigger picture is how 

many more people are paying attention to this because it’s a little bit off the normal 

message?

Abigail: Exactly! It’s attention grabbing first of all. It’s also approachable. It makes it 

something that’s not so scary and people feel like “okay I can check my tatas. I don’t 

want to think about what this is really about at the end of the road” and they don’t 

have to because what you really want them to do is that mutual action. Another one 

that we saw at the conference that we were at together was a Canadian PSA called 

Nutiquette. 

Beth: Oh my gosh! That was hilarious!

Abigail: Which was hilarious and the Australian Dumb Ways to Die campaign, another 

great example.

Beth: I’ll put links to them in the notes.

Abigail: Yeah, taking something very serious, but approaching it with humor.

Beth: Right. I really liked Sue Ann Reed’s presentation where they talked about the 

Audubon Society and they used the Ryan Gosling “Hey Girl” meme and sometimes 
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many people want to adopt a meme, but it stays in the meme and they never relate 

that cross over to why are you using this meme for your organization, but in this case 

it was the Audubon Society, which was about birds. They used Ryan Gosling and they 

had a picture they used with a bunch of baby goslings so it made sense and anybody 

that knows social media knows the meme and knows the organization and would 

absolutely feel like an insider. That’s a key thing that is important in communication, 

that you know when you’re talking to consumers who maybe don’t know your brand 

or don’t know your story, but when you have pulled together a community of people 

who know you and love you, that you talk to them like they get the joke, like they’re 

on the inside because letting people know that they’re already close to you and that 

they’re on the inside, it’s like how people who are close to each other have nicknames 

and stuff. It’s part of how you show people that you’re special, but using a language 

that’s familial. Being able to incorporate some of that stuff in really makes people feel 

close and like an insider in a group.

Abigail: I completely agree, absolutely. 

Beth: The other thing I wanted to ask you and this is sort of one of the things where 

social media is jumping outside of itself and kind of crossing over into the world 

content marketing is if you’re going to be having the goal as you should of not just 

having people look through social media content and smile, but actually getting them 

to click-through so they get over into your orbit of the place where you can then 

communicate the things that are deeper and maybe more important to you, you have 

to have stuff for them to click-through too.

Abigail: Yes.

Beth: Is there anything you’re finding that’s really working that’s either making 

people say “I’m gonna click through to that” and what are people creating that is 

manageable and is really working?
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Abigail: Well first of all, talking about a whole suite of communications pieces and 

your key one, your real bread and butter is your website. You have to have a good 

website and as far as content there at the Center for Teaching Quality we have 

teachers who blog for us and we really first person stories resonate so well and so 

the content that we’re sharing on social media is often linking back to those deeper 

stories, those stories of an experience in a classroom or an experience with a mentor 

or how a teacher felt like they became a leader or their vision for education in the 

future or their reaction to a recent policy decision. Really having that first person 

narrative and telling stories is so important. Before social media at the U.S. Fund for 

Unicef we were communicating with our donors for a long period of time in these big 

macro ways. We were talking about, it’s a huge organization and so we were talking 

about this many kids are dying from polio and Unicef supplied this many vaccines 

last year and just talking in this very, very high level way about these problems and 

we took a shift when I was there to starting to tell stories and it was so impactful and 

people really, our main audience was donors and donors really latched onto that and 

really grabbed it and some of the work I did was traveling to various countries and 

collecting those stories and talking to a little girl and her mom and have them tell 

their story about how they have to walk to the well everyday and what that means for 

their lives and what that means for the little girl to not be able to go to school and 

having that be the example of a larger, you’ve still got that stat and it’s still impressive 

and you need to put that in there, but having it told through something is more 

human is super, super powerful.

Beth: I love that such a larger organization as Unicef is doing that. Through many 

people that I’ve been talking to, the whole concept that I’m seeing come out is story 

telling and one-to-one communication and that one message isn’t necessarily going 

to be right for everyone. If you break it down into individual stories, to be okay with 

the fact that this story is going to connect with a portion of your audience, maybe not 

everybody and that that’s actually really great. Not just okay, its great! Sometimes the 

effort of trying to connect with everyone once just makes it get to the point where it’s 

not connecting with anybody.
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Abigail: That’s a great point. By differentiating your content, big organizations, they 

know who their different audiences are. They’ve segmented them. Other ones, you 

have an idea because you’ve seen people are reacting to you. If you shared a behind 

the scenes photo of this is our organization, our Christmas party photo, if you show 

that and it gets tons of likes, it’s not necessarily the same people who are liking that 

policy brief that you shared. But it might be. Even people, maybe they are the same 

people who are following you, they may like different types of things so just thinking 

about different ways that you can share and really just experimenting because the 

great thing about social is that it sort of doesn’t go away. 

Beth: It’s transient.

Abigail: Yes and so you can experiment and you really haven’t lost anything.

Beth: I also really liked what you were saying about what you’re doing with the 

teaching group about how you’re getting external teachers to come in and blog for 

you. You talked about storytelling in two different ways. You talked about people who 

are your participants, who are your community coming in and letting them kind of 

stay in the game and actually communicate directly with their voice. I think sometimes 

that can be really hard for organizations to do. I’ve seen schools do it with letting 

their students blog and communicate. I’ve seen people let their members do it and it 

can be so, so effective. It’s kind of like getting an article. Here we are. It’s basically a 

third party endorsement so you’ve got people who aren’t you speaking about things 

and they’re not even just saying “Hey this organization’s great. I just want to tell you 

how great it is and come to this organization”, they’re talking about things that they 

care about which are the same things that the people who are not yet involved in 

your organization or students at your school or members of your association are also 

caring about so to have somebody else and open up your platform for other people’s 

opinions, it’s scary. I know it’s scary, but it’s so powerful! I feel that you always get back 

so much more than the risk that you might expose yourself to.

Abigail: Me too and really those talking points, very meticulously though out, 



www.iriscreative.com   |    subscribe on iTunes: http://bit.ly/DPpodcast

this is what our brand is, those are for your CEO. The other things that people are 

contributing by external parties, teachers in that case, we want them to speak from 

their own perspective. We want them to tell their personal story. We don’t want to 

give them talking points. That kind of thing is something that the figure head or 

the people within your organization can say, but we want people who are effective. 

People at the Ad Council had had some sort of affect. Either they had a behavior 

change happen to them or they were affected by one of the diseases or issues that 

we covered. We didn’t want them to talk about statistics. We wanted them to talk 

about their own perspective how something has affected their own life and so you’re 

right. Your audience, they’re gonna resonate with that and they’re going to be, you 

don’t want to be too self promotional either and so that’s another way to get at the 

issue and just kind of forget about the brand for a little bit. You’re getting behind it as 

a brand, but it’s not something that is marketing.

Beth: One of the things that I talk about a lot is how to get out of the way and 

become the facilitator of the content as opposed to the deliverer of the content. Let 

people connect directly to the issues and causes that matter to them and be willing to 

look at yourself as a conduit.

Abigail: Well, think about the Human Rights Campaign and the logo that went red.

Beth: Oh, that was incredible.

Abigail: I mean, think about a lot of organizations that are very tied to their 

branding. That would have made them very, very nervous to see all of these people 

transforming their logo, their precious logo in all of these ways, but think about how 

powerful that was and how the internet went red and people adopted this and put 

their own take on it and everyone knew what it meant and so I think that the Human 

Rights Campaign did a great job of just being hands off and saying this is wonderful. 

We’re gonna let people do what they want to do because it’s all about the cause and I 

think that you said it perfectly that sometimes you have to get out of your own way.
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Beth: Absolutely. I had the chance to hear the whole communications team and do 

a presentation and do  a full case study on that whole process last year. Fundraising 

Success Magazine had a conference in Philadelphia where they brought them in 

to do a case study on it. It was incredible! Mostly what was incredible about it 

was seeing seven people up on a podium say ”this wasn’t us” and that was great. 

Organizations are so willing to do that and sometimes it’s hard to convince the board 

or the executive director to let people take ownership. That’s one of the things that 

is so scary about social media, but 9 times out of 10 it’s either gonna be better or if 

something bad happens, the community self corrects.

Abigail: Yes, yes. Completely.

Beth: The other thing that’s really great about letting your community contribute 

like that is that a lot of organizations are smaller than some of the places that you’ve 

worked for and the idea of getting into social in a significant enough way or creating 

content to direct people to is overwhelming. You don’t have the staff to do that, but 

if you invite and welcome this participation in, you’re gonna be given the content 

that is gonna be amazing and right on target that you’re not gonna have to spend the 

manpower hours creating or paying for yourself, which is really, really great.

Abigail: Absolutely.

Beth: It could also help, we were talking earlier in the beginning about surveys. One 

of the things we were saying is that if you don’t have the money or the time to do 

that, if you’re just putting stuff out there and paying attention to what happens to it, 

you know what people like, what people vote up, that’s a survey in and of itself. Pay 

attention to what happens to what you create and watch what people like more and 

that gives you a tremendous amount of information about what to do more of.

Abigail: Yes and sometimes it’s not about the content itself. Sometimes it’s about 

the language that you shared in the content. For instance, where I am now, I will 
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serve up the same content in the same length many, many times throughout a week, 

but every time I will message it in a different way. I will slightly tweak the language. 

You’re always iterating yourself and saying “if I say it this way or if I say it that way” 

sometimes you’re asking a question. Sometimes you’re exclusively asking people to 

click or share. Sometimes you are just giving that factoid. Sometimes you’re quoting 

someone, but there are many different ways that you can message the same kind 

of bigger piece of content and I think that that’s important to just keep repurposing 

especially if you don’t have that much. There are many ways that you can repurpose 

and create graphics around snippets and just prolong the shelf life of something that 

you have.

Beth: I think that’s great and I think one thing people are going to want me to ask 

is is there a point where you’ve found that there’s just too much? People are always 

worried about that in email and in Twitter and everywhere, overwhelming people. It’s 

too much and I’m just sending that link out in different ways. Have you ever found 

that there’s sort of a point where “oh, I’ve just overwhelmed the audience”?

Abigail: Yes, definitely. I think you do have to be careful. When I say that I put the 

same link out, it’s not like back-to-back. It’s over a period of a week or two weeks 

and it’s also interweaved with other content, other content that is our content, but 

also other content that I had curated from elsewhere. If Edutopia has a great article 

on something that we get behind of as an organization, then I’ll tweet that out. If 

there are thought leaders in the education space that I follow that has said something 

interesting, I’ll tweet that out and so it’s really mixing it up and even though you’re 

sharing your own content, you may have a limited amount of that. That’s where the 

curation comes in and also the curation is also what builds your relationships. If you’re 

retweeting and sharing from other sources, they’re going to be more likely to retweet 

and share from you.

Beth: That’s a huge, huge point. People never think about that. They think “I’ve got 

to create all of that content” and yet you have to create some obviously because 

you want to direct people back to your site, but it really does build a tremendous 
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relationship connecting with these people and sharing of these peoples content. They 

really appreciate it.

Abigail: Yes, definitely.

Beth: So the last thing I want to ask you about is concept right now about the visual 

social web. It can be so challenging because we’re talking a lot about the storytelling 

and people always think of storytelling as work, but there’s lots of different ways to 

tell stories and I know that a lot of what you’ve done, you’ve utilized Pinterest and 

some of the really more visual social networks. Can you tell me just sort of any of your 

thoughts on sort of the trend going that way and how people can manage to be part 

of it in a way that’s doable for them if you’re not a graphic designer?

Abigail: Right. That is a challenge and my rule of thumb is I do not share anything on 

Facebook or anything on Google+ or Pinterest. Pinterest is obvious, but Facebook 

and Google+ don’t have a visual component. Never will I share just text or a link, 

especially now with the algorithm and Facebook has changed so much. You really 

do need that visual. There are a couple of easy ways to do that. I don’t know if 

you’ve heard of Canva. Canva is just a godsend. For those of us who aren’t graphic 

designers, but have a little bit of visual sense about us and can push a mouse 

around, it’s such a great thing for small organizations and there are many ready made 

templates that are quote templates or this or that. Lots of things you can use within 

Canva. Also looking at just an image in and of itself, it doesn’t have to be something 

that’s graphically designed. It can be just a photo and if you don’t have that photo, 

that’s obviously preferable, but go into Flickr Creative Comments or go into Wikipedia 

Commons  for searching for photos that fit the need of what you’re looking for or 

visually represent what you’re trying to say and just making sure to credit that to who 

created that photo. I think that’s really, really, really important when you’re talking 

about social media platforms like Facebook and Google+. On Twitter, visuals are nice 

to have sometimes, but definitely not essential. The other platforms, I think they are 

essential.
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Beth: Right and I think that ends up being helpful to people too because you can also 

go with a lot more frequency on Twitter. You might be able to tweet that same link out 

in different various wordings twenty or thirty times. If you try to do the same thing on 

Facebook, your fans are would have a heart attack.

Abigail: You would be banned!.

Beth: Exactly so I think that is a really good point that that is not changed. It’s still 

very true that all the different networks are different and I think it becomes even more 

important now that things like Hootsuite and SproutSocial and the tools that let you 

manage your time and push everything out all at once. It’s so valuable from a time 

saving perspective to use a bulk processing tool as far as organizing your stuff, but 

there’s still something to be said for not necessarily writing one thing and put in text 

one picture and then linking every other social media to that same individual specific 

post. Everything from image sizes are different on Pinterest vs Facebook. Even though 

Facebook allows for the hashtags now, it’s so annoying to see it. For most people to 

see a hashtag populated post on Facebook is very different from seeing a hashtag 

post on Twitter. People react differently to them.

Abigail: A rule of thumb that we use at the Ad Council to differentiate our content 

between Facebook and Twitter was that Facebook is for the heart and Twitter is for 

the head.

Beth: That’s great. I love that.

Abigail: Like you said, frequency is very different. Facebook we would post once 

or twice a day, including the weekends. I think that’s very, very important to keep 

your content going throughout the weekend because your audience is there so you 

should be there too. Doing this sort of more behind the scenes and who you are as 

an organization, shine that DNA. Showing that more human side and then on Twitter, 

giving your more factoids and things that are more informative because Twitter, lots 
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of people use that for their news and so differentiating content in that way and all the 

various platforms have their own personality. I think it’s important if you’re going to be 

on there, differentiate as you can.

Beth: I think that’s really a good point because even if the same segment or the same 

person, that same person who is looking at Facebook is in a different state of mind. 

They’re there on Facebook for a different reason. They want to see vacation pictures 

and social things and who got a promotion and all that stuff and people on Twitter are 

like you said looking for news and information and to bond with colleagues and join 

chats so intent is really, really important when you’re thinking about that. A lot of time 

that concept is brought in a lot to maybe Google Advertising. What is their intent? Why 

are there? What are they going to click to? But it’s really becoming important in social. 

Abigail: Right.

Beth: Well this was phenomenal. I can never get over how fast it goes when I talk with 

people. So I want to thank you so much for being here and let people know to get in 

touch with you. What is the best way to reach you?

Abigail: I actually have a Tumblr. It’s AbigailQuesinberry.Tumblr.com and you 

can contact me on LinkedIn as well. I will send you those links to post, but the 

organization that I’m currently with is The Center for Teaching Quality and that web 

address is teachingquality.org and we would love for you to follow us on Facebook at 

teachingquality and Twitter at teachingquality.

Beth: That is phenomenal. Well this was really terrific. It’s been a pleasure talking 

to you and thank you so much for sharing your insight and your knowledge with our 

community.

Abigail: Well thank you so much Beth. It was a pleasure!

Beth: Okay, thanks.


