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BETH: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today 

I am really excited to have Joe Moran on with me. Joe is the chief creative officer 

of the True Colors Fund, and I met Joe at the NTEN Conference this year where 

he did a fabulous talk about marketing automation and how you can use some 

really fabulous tools to do repeated tasks without making your marketing seem 

automatic. So, Joe, thanks so much for joining me today. I’m so excited to talk 

about this!

JOE: Thank you for having me. I’m excited as well. 

BETH: So we’re gonna talk about some really cool technologies and how you can 

use them to make things seem more personal even when doing them in a routine 

or preset basis, but I’m just so curious about your background and how you 

came to knowing about this and how you ended up wandering into this work of 

nonprofit communications to begin with.

JOE: It’s actually kind of interesting. I was trained as an actor. I studied theater 

in college so this was not on my radar at all, but while I was training as an actor, 

I decided to learn about other things that could actually make me money in my 

future, so as part of my program, I also studied arts management and a huge 

component of that is nonprofit. So I learned a lot about the nonprofit world 

through that minor in my college and I became, I joined a board of a theater 

company and that was my first experience with the nonprofit and throughout my 

years in school, I also taught myself graphic design and web design because I 

figured those would be tools that would be really useful to me as a performer and 

as a producer. So I wound up getting a job at a digital agency and I was working 

there for awhile while I was in school and then when I left school, I started a 
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production company and I started doing all this stuff full time and I got a job at 

a nonprofit just to kind of pay the bills and get health benefits as an executive 

assistant and then from there I just kind of moved up in the ranks and over time 

I realized that I picked any random nonprofit to work at. I didn’t really think it 

through and I wasn’t really connecting with the mission so three years ago I 

decided to start looking for an organization that really spoke to me and that had 

a cause that was near and dear to my heart. So that’s how I wound up at the True 

Colors Fund. It’s kind of a long story, but a little convoluted.

BETH: And it’s so interesting. I’m absolutely fascinated at the backgrounds that 

people have that end up getting them into this work and in general, speaking to 

people, a lot of people do have some aspect of theater background and I just 

wonder what it is about that training that makes you so prepared to do this. My 

brother actually was a theater construction major and now works in high tech and 

he said you know when you’re taught how to put on a show on no notice and no 

money you pretty much can do anything.

JOE: Absolutely! Yeah, when you’re in the theater world, you’re working with 

little to no resources and you just have to make it work and there’s a lot of 

components about being up in front of an audience and communicating your 

message with your partner on stage and also the audience and if it’s not working, 

shifting and trying something different so that’s like a whole other podcast topic 

I’d like to talk about. I think it’s interesting. 

BETH: I feel like I need to do a podcast called “Parents, Don’t Worry About Your 

Kid’s Major.” 

JOE: Exactly!

BETH: I know, it’s funny. So you do some really interesting work, but you didn’t 

originally come from a “Hey, I’m gonna do communications” background, but in 

the work that you do, I’m always curious about how getting people involved, how 
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participation is counted and perceived at your organization. Like, what does that 

word mean to you in the work that you do and how does it help your organization 

grow and thrive to live and serve your mission?

JOE: Well, we’re a small organization, a very small team and we’re a national 

organization. So there are a lot of challenges that we face with that kind of a 

setup and one of the things that we’re really conscious about is we don’t want 

to be that national organization that swoops in and takes all the credit for 

everything. We’re really collaborative, we’re really creative and for us, we really 

believe that our voices are stronger when we say something together and that’s 

really important in the advocacy world, which is where we live. So for us, it’s 

really important that our supporters actually participate in our programs and 

help us shape our programs. So for instance, every year, we have what we call 

#40toNoneDay and the name of the day comes from the fact that 40 percent of 

youth experiencing homelessness identify as lesbian, gay, bisexual or transgender, 

and yet less than 7 percent of the general youth population identifies as LGBT, 

so there’s a huge discrepancy there and what we’re trying to do with that day 

is raise awareness about that issue and there are a number of ways that people 

can take part in the day and one of those is downloading one of our what we call 

“unselfie signs” and posting a photo with it and we have a wide variety of signs 

that supporters can choose from that are self-identifying. So for instance, one 

might say “I’m an actor and it’s up to me to end LGBT homelessness.” Another 

one might say “I’m a librarian and it’s up to me.” So people really get to self-

identify and if they don’t identify with any of the ones that we provided, there’s a 

blank one that they can fill in. So for us it’s important that folks join the cause and 

put their face to the issue.

BETH: And are you finding people like getting excited about it. I mean the 

unselfie idea is something that people, are they now understanding because it’s 

been around for a little while, but sometimes I always wonder, like I live in this 

marketing communications bubble and it’s so easy to say “that’s been around 

before,” but when in reality, things that we know and are really comfortable with 
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are just really getting familiar to people in the general public. So I’m curious 

where this movement or where this project sits in the work that you’re doing. Are 

people going “Yeah, I know what that means and I want to get involved”?

JOE: Yeah, I mean this is the second year that we ran the campaign, and we had 

double the number of people participate, and I think one of the draws for us is we 

gave folks a variety of signs to choose from whereas a lot of other organizations 

just give you one and everyone is kind of saying the same thing. We want 

everyone to have the same message, but be able to self-identify, and that’s really 

important to us. I do think it’s becoming more comfortable for folks. More and 

more people are online and more and more people are comfortable sharing their 

photos online. I remember when the internet first came about back in the day, 

you know, no one wanted to share their photos online, their real name because 

they were concerned that you know people would find them and do terrible 

things to them, but I think that fear over the years has really …

BETH: … Turned into hard acceptance that people are gonna find them online and 

we all just have to live with it. 

JOE: Yeah, absolutely, and I think making people realize that there is power behind 

the selfie. It’s not just for folks who are narcissistic or self-absorbed. You can use 

yourself in a greater cause for a greater good. 

BETH: And people love seeing pictures of themselves. They love taking pictures 

of themselves and I love that you give them a lot of different choices because it 

means that the way that you’re handling your communications is completely in 

line with your philosophy as an organization. It’s so easy to see a trend or see 

something that’s working for some other organization and you know take it and 

adopt in in whole the way somebody else had did it, assuming well that’s the 

way it’s gonna work, but you’re taking the selfie idea and you know at the core 

of your organization is about self identification and you know being able to be 

true to yourself. So to let your supporters kind of follow in that same path that a 
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struggling youth might also be following, that’s got to be really powerful.

JOE: Yeah, absolutely and also another important thing to note is aside from our 

fabulous supporters and followers, #40toNoneDay would not be the success it 

is without our partner organizations, and we have a number of organizations 

that we partner with across the country. Many are national organizations, but the 

majority of them are local organizations. So what’s really great about this day is 

you know folks coming together for a bigger cause and all getting on the same 

page.

BETH: You know, and I love that. I actually did a podcast with Sean King last year 

about this whole idea of not forgetting your partners and getting everybody 

involved and it’s so easy when people think about partnerships and Joe Waters 

also from Selfish Giving was also on talking about the fact like don’t forget 

smaller organizations and that partners can be so many types of people than a 

behemoth company that you think has deep pockets.

JOE: Absolutely and a lot of the smaller organizations don’t always have the 

means to run a national campaign so that’s what we’re here for. We want to offer 

them that platform and often those are the ones that are really taking advantage 

of it and their the ones posting the most photos, taking the most actions. 

BETH: So when you’re saying like smaller organizations that you’re partnering 

with, you’re not just talking about things like a corporate partner. You’re talking 

about convening other nonprofit organizations around an advocacy idea?

JOE: Yeah, I mean primarily it’s community-based organizations. A number of 

them are service providers. Many are your libraries and one of the actions we 

asked them to take for folks who are you know our power supporters, one of 

the actions is setting up a photo booth so that folks can have a place to go and 

have their photo taken because not everyone has a printer, not everyone has the 

means to do it themselves, so helping to facilitate that within your community.
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BETH: I love that because everyone is crazy about this photo booth idea right 

now. People love it, but I’ve never heard of anybody using their partners, the 

people that like other community organizations, to say “here’s a station that may 

be close to you that you can go do that” and I love that idea. That’s great!

JOE: Yeah, people have a lot of fun with it.

BETH: So when you, so you’ve got all these selfies. What’s happening with them? 

Where are they going online?

JOE: Well, what we ask folks to do is prepare their, we say prepare your selfie 

essentially. So you have the month of April to get your photos ready and we want 

everyone at the same time to post it on #40toNoneDay, which just took place on 

April 27. We also ask our supporters to participate in our funder class. For folks 

who don’t know what that is, it operates very much like a Kickstarter campaign. 

You have to get a certain number of supporters to sign on to your campaign 

and if you reach your goal on a particular day at a particular time, all those folks 

automatically share the same message at the same time and it’s a beautiful thing 

and it really helps us get the word out. 

BETH: I’m curious about that. I know lots of organizations that have done that, 

but have you found that it’s really worked for you?

JOE: Absolutely. We have really been able to see the impact that the thunderclap 

has had and especially in the spikes that happen throughout the day of activity 

and just to show the growth of the day, I know these are vanity metrics, but it’s 

also important as an awareness day. Last year we reached an estimated 17 million 

followers and this year we reached 98 million. So it just goes to show that more 

and more people were sharing the message and we had a broader audience that 

we’re reaching.

BETH: I think that point you just made is so, so critical. That the fact that you 

know they are technically on paper seem like vanity metrics because one of 
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the things we’re always talking about is what measures do you take notice of 

and what measures do you act on. Like what’s a real like this is a metric and 

a measure and something that makes a difference and this is sort of a people 

participate and isn’t that nice and something cool. I think that’s really interesting 

that while in theory it’s “Hey, this thing happened and look at all these people 

that participated. Isn’t that cool?” but when you can start to look at that year 

after year and see that the next year it was that much bigger, it starts to become 

a little less like a vanity metric and more like a foundational metric.

JOE: Yeah, and as a communications professional, it always feels icky whenever 

I talk about metrics like that, but especially when it comes to an awareness day, 

that’s what all the other organizations are using as their benchmarks so we kind 

of have to go along with it as well, but you’re right. When the number increases 

so much, it’s really clear that something happened. It’s not stagnating. It’s not 

plateauing. It’s growing.

BETH: Wow! So all of these different types of communications, doing an online 

you know event day, doing a one-day campaign, a huge campaign, all of the 

many, many different things that we have to do in communications to keep an 

organization growing and thriving and getting those numbers. Oh, you had to go 

learn about thunderclap from somewhere. It’s super time-consuming and so when 

you did your talk about some of the marketing automation tools and technologies 

that are available to help organizations who like you don’t have a staff of 

hundreds to be executing, like you don’t have minions everywhere that you could 

be going “You do this,” “You check that,” and some organizations hire, we work 

with organizations that have sort of small staffs or even large staffs on their 

own to take on projects, but you know, sometimes that’s helpful. Not everybody 

always has the resources and in general anything that we can do to get the little 

stuff moving along more efficiently so that whatever time, resources that you may 

have available can be put towards things you don’t have a resource for I think is a 

really good thing.
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JOE: Yeah, absolutely. Automation has completely changed the way we’re doing 

our work and especially for a small organization like ours where we also don’t 

have the money to hire an outside firm to run a huge awareness campaign for us. 

We have to figure out a way to do it ourselves. So it’s been a game changer for 

us. 

BETH: And when you say small, how big is your organization? Small is a relative 

term.

JOE: Yeah, we are a staff, a full-time staff of nine.

BETH: OK, you are legit small. Now of course I’m sure there are listeners out there 

that are going “We have two. C’mon, he’s lucky,” but still to function nationally 

with nine staff, it takes some you know backstage magic. So tell us a little bit 

about the kind of things you’ve been using to help you I would say double down, 

double up, make your presence seem more than it really is without having to be 

everywhere all the time. 

JOE: Yeah, so one of the tools that we actually used for [unclear 15:53] was email 

automation marketing and the tool that we use and I’m just really clear that I’m 

not plugging any platforms. These are just the platforms that we’re using, what 

we used is MailChimp and we actually set up automation so that if our supporters 

or our partners filled out a form on our website letting us know how they planned 

to participate in #40toNoneDay, they then were enrolled in an email series that 

they got and the emails were specific to the actions that they signed up for. 

So they weren’t getting a bunch of extraneous emails about things that didn’t 

pertain to them. They were getting personalized emails about the actions they 

signed up for and the emails came from the staff members at the True Colors 

Fund that were managing those parts of the day. So for instance, if someone 

signed up to post a film screening on #40toNoneDay, they received an email from 

the person on our staff that was coordinating the film screenings. This way if they 

responded, they were reaching the appropriate person. 
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BETH: That’s awesome!

JOE: Yeah, and I really think that had a huge impact this year in growing the day 

from last year because last year we just didn’t have that. We didn’t have the 

means to make that happen.

BETH: Yeah, and I loved, one of the things I’m always interested in, like that’s a 

great, like so strategically being able to have the emails go right to that individual 

person is a great strategy, but like on the back end, I mean you only of course 

know how you do it in MailChimp, but in general, like how did you do that? How 

did you make sure technically that the things got right to people without you 

having to do anything about it?

JOE: Yeah, so to speak, technically, but keep it broad …

BETH: Technically, but not too technically.

JOE: Right, we had a form on our website that our supporters, we had a form for 

our supporters and a form for our partners and they were both different because 

we asked them both to take different actions and when the supporters signed 

up to take the #40toNoneDay pledge, they checked off the boxes of the actions 

they wanted to take and those check boxes corresponded to email groups that 

we set up in MailChimp and we set up an automation so that any time somebody 

entered that email group, they were enrolled in that email series. So essentially 

that’s how it worked.

BETH: Right and in MailChimp and many other email marketing services, there 

are pretty low tech ways, like you don’t have to be super technical to figure out 

how to set up this form and how to set up the different groups in the box. I mean 

it takes some practice, but it doesn’t require you know a programming PhD to be 

able to do these things. Right.

JOE: Right. There are out of the box methods. They’re not always the prettiest, but 
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they work.

BETH: Right and you can always take them and make them prettier, but they’re 

really functional and you can really see who is signing up for what. What I really 

loved about what you said, you had people sign up based on their interest area. 

So it’s not like you said, you had people say “I want to sign up for this email or 

this list to get this stuff.” You flipped it around and had it focused on them and 

what they want to know as opposed to what some administrative box that you 

were putting them in on your side, and I think that’s really an important note. I 

like that you did it that way.

JOE: Yeah, and we made sure the emails were also crafted in a way where they 

really looked like email. They didn’t look like marketing communications. They 

weren’t heavy on graphics. They were a short paragraph with some links guiding 

them through the process. 

BETH: Right, and I think that’s really good, too. I feel like there’s a reason for both 

kinds of emails in the email marketing and you really do need to pay attention to 

like what’s the mindset of somebody when they’re signing up for things and what 

should things look like. There’s definitely a time for very unbrandy looking email 

that feels like somebody is literally just sending you an email. 

JOE: Yeah, absolutely and we’ve used this method in a couple of our other 

program areas. One of them we have an online professional network called the 

40 to None Network, and that’s available on our website and when our members 

sign up, they get a whole host of features that they have access to, but it’s really 

overwhelming for folks to process that all at once. So we enroll them in an email 

series that walks them through all the different features and how to use them, 

from setting up their profile to enrolling in our online training platform and again 

they get emails that look like emails from people on our staff.

BETH: Right. So talk a little bit about how the email, how the automation 
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functionality of a pre-planned email series works.

JOE: So the way it works is you write, what we did is we wrote all the emails out 

to tell a story and essentially and then we scheduled them to go out at particular 

intervals. So if somebody signs up for the network, they get their email the next 

day that walks them through the first feature on the site and then two business 

days later, they get the next one and then three business days later they get the 

next one and we’re also able to designate the time of day that it goes out. So for 

a professional network, we try to keep it within the range of 9-5 Monday through 

Friday for a campaign like #40toNoneDay where it’s more casual and it’s just, you 

know, regular folks, not necessarily professionals doing it, those emails we set to 

go out seven days a week. So we could also tailor the times and days that they go 

out as well.

BETH: Right. And what Joe is talking about is often if you have an email system 

that can do these kinds of things, this is often called an auto responder series. 

There’s other things that it’s sometimes called. I know Constant Contact calls 

it something different and of course at the moment I’m not remembering their 

specific term, but it’s different from what’s also called a broadcast email where 

it’s basically you going in, setting up your email that you want to send that 

moment and then either sending it or sending an individual email. These, as Joe 

was saying, are set up to be timed often in relationship to each other. Sometimes 

you might time it to say send these out every Monday, but a lot of times the way 

it works is you take this action of signing up and then the next trigger happens 

two days after the first trigger and then three days after the second trigger and 

they’re all in relation to each other so at any point when somebody signs up, 

they’re gonna get email number one, so they’ll get the entire story that Joe wrote 

as opposed to a broadcast email where they’re just gonna get whatever the one 

is that you’re at now and if you’re trying to tell a story and lead them someplace, 

that can be really challenging. So I love that you’re using these. A lot of people 

are using these. Sometimes they’re also called a welcome series. You know from 

the initial action, and I love tht you’re sending one out right away and then in a 
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couple days and then a couple days. So can you talk a little bit about how you 

picked that timing and people are always so afraid of over doing it with email and 

sending out too many. They’re worried that the list is gonna get fatigued and just 

unsubscribe right away. So how did you choose that timing and did you worry 

about that at all?

JOE: I did worry about it, and to be completely honest, we just took a guess and 

tried it. We had done it with our network initially, and we had a longer range of 

time in between the emails, and we saw that the open rates were dropping more 

compared to #40toNoneDay where the emails were released in a tighter time 

frame. So we found that for us it worked best to keep it within every two to three 

days because then we remain top of mind. Otherwise folks might be like “I don’t 

remember where this email is coming from or what I signed up for.”

BETH: Exactly, and that’s the thing I think is so easy for people to forget, that it’s 

like we feel when somebody signs up on our list, it’s like, “Oh, now I’m bothering 

them,” but that minute that somebody clicks that button and says, “I want to sign 

up for your list,” like they’re really, really interested and the more you can give 

them about what they’re specifically interested in, then they’re gonna consume it 

because that’s the point to hook them. 

JOE: And some of these email automation systems get really, really intricate. You 

can set up triggers so that if they don’t open the email they get a completely 

different email two days later from the people who did open the email. So it can 

get real complicated depending on the system that you’re using, but it’s also 

powerful.

BETH: Right. You can set up different paths based on all kinds of different 

actions, but if people, I mean even just starting. Like look at how much impact 

you’re getting just from a very simple preprogrammed series. How many emails 

are in your series?
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JOE: For our 40 to None Network there are four emails and for our 

#40toNoneDay it depended on how many actions they signed up for, so at 

minimum they got one. Maximum they got four.

BETH: OK, and that’s pretty small. I’ve even seen them as many as 12, which 

I mean probably freaks a lot of people out, but it depends on the pace and 

sometimes it’s here’s a bunch that are really close to each other in the beginning 

and then they string out a little bit further after that. In your sign up form, do 

you give any indication to give, set up people’s expectations about what they’re 

gonna be receiving after they sign up?

JOE: Yes. So there’s a check box that allows them to opt in to the emails and also 

the first email that we send out says this is the first in an email series of four so 

that they know ahead of time that they’re going to be receiving four emails and 

at the bottom they can always opt out. They can remove themselves from the 

automation, not from our entire list, which is helpful.

BETH: Oh, that’s wonderful! Yeah, that’s a really cool thing. I think that’s a huge 

factor that people need to know about, that if you set the stage, like in your 

email subscription box and say things like, “Sign up here for our four email series 

on this topic that you’re really interested in,” and then remind them again in the 

email that this is the first of four, you’re basically conditioning them to accept 

what you’re about to do and you really don’t get a lot of, you don’t get like those 

people like jumping off the list because it’s not what they expected when you 

prepare them.

JOE: No, and actually what MailChimp does is it shows you the open rate for each 

of the emails in the series and it actually didn’t drop that much from the first 

email to the fourth. I think the open rate was 75 percent I’d say for the first email 

and by the time someone got to the last email it was 65 percent. So you’re gonna 

expect some drop off, but it wasn’t as much as I had anticipated.
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BETH: Great. So tell us about some other ways that you’re using automation 

outside of email.

JOE: Yeah, well one of my absolute favorite services to us is called IFTTT, if this 

than that, and it’s totally free and it’s much more a transactional automation 

system, meaning it’s used to connect two applications that wouldn’t normally talk 

to one another. So for instance, when I post a photo on Instagram, I want that 

photo to also be saved to my DropBox or when I post a tweet with this hashtag, 

I want that tweet to be logged in a Google Drive spreadsheet. So it’s a really 

powerful tool, but also really simple and fun and easy to use and there are mobile 

apps for it so if you’re on iPhone or Android you can download the app and 

create automations on the go and also alter your automations that are already set 

up. 

BETH: I love it and it’s something I’ve been dying to figure out and start using 

myself. I sue a lot of these tools. I use DropBox, I use Google Drive. I use all 

the social media and being able to connect them together used to be really 

complicated. You used to need a programmer and the service needed to have 

an API and there was all this back end work that had to happen and custom 

expensive time-consuming programming that you needed to do these things and 

now there’s these services that allow you to connect these different services and 

they call them recipes, and there’s a lot that you can do with that. You can kind of 

keep track of what you’re doing.

JOE: Yeah, and what’s great is you don’t have to be a coder. You don’t have to 

know how to program at all. All you have to do is essentially drag and drop and 

you can set it up. The favorite automation recipe that I talk about seems to be 

connecting Instagram to Twitter because on Instagram if you post a photo and 

you select that you also want it to go to Twitter, automatically it comes up as a 

link. It doesn’t come up as a photo and that’s no fun because you want people 

to see your photos. So what I often recommend folks to do for their first time is 

create an automation connecting their Instagram to Twitter so that when they 
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upload a photo to Instagram, it also uploads as a native Twitter photo, which is 

really, really cool. It’s a little work around the feud between Facebook and Twitter.

BETH: Right, and I also really love some of the recipes you were talking about 

connecting Google Docs. I was just recording with somebody the other day about 

we’re gonna be doing a show about creating a content marketing plan and one 

of the things I ask people about is OK, so you have a spreadsheet that you use to 

create the plan, and then you write the content, and then what happens is it gets 

kind of lost. Like it’s hard to hunt down and find. I’m wondering if there’s a recipe 

that can begin to help with after you’ve created all this content, how do you keep 

track of what you’ve done and where to find it?

JOE: Yeah, well there are recipes for all the major social networks and you can 

connect them all to Google Drive and log them in a spreadsheet. That’s what 

we do just so we have an archive of it. I mean it seems a little excessive, but 

sometimes it’s nice to just be able to look at it all at once and not have to hunt 

it down, especially on Twitter it’s really hard to find things. And another way 

we’ve found it really helpful is we create custom Bitly links and not everyone on 

our staff has access to our Bitly account, but we want them to use those links 

when they’re sharing our content, so what we have set up is when a new Bitly is 

created, it automatically goes to a Google Drive spreadsheet that everyone on 

our team has access to so at least they can see the links that they should be using 

without having to actually log into our Bitly account.

BETH: Oh that’s great! Because giving a million different people access to things 

that they don’t really need access to, we struggle with that a lot, too, and we 

use a lot of Google spreadsheets that people, I mean I’ve got people in my 

office, people outside my office, just managing this podcast we use a Google 

spreadsheet, and so it’s definitely giving me some ideas about how I can do it 

because we use Bitly links for that as well and one of the things I’ve found, we’re 

not at 110 shows, it’s easy to lose track of who I’ve talked to and how to refer 

back to them. I’ll often be on a live broadcast like this and try to remember what 
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show number was that, so to be able to use some automations so that we don’t 

have to constantly manually be hunting those things down, I’m sure there’s some 

ways that I can use it myself. 

JOE: Yeah, and you can also get really creative with If Then Than That. There are 

other things you can set up. Life for instance, there’s a channel for the weather 

so if you have staff that are working outdoors and the temperature drops below 

a certain point, you can have an email automatically go out to your staff letting 

them know that they need to bundle up or if the temperature is gonna be really 

high, reminding them to bring additional water. You can also connect your 

database to your lights. There are internet connected lights by Phillips and you 

can have it set up so that if you reach your fundraising goal in your database that 

the lights change color or flicker. So you can actually automate the physical world 

around you, which is a little scary but also a little cool for nerds like me.

BETH: Exactly, and it’s funny. It’s amazing to see how creatively people are 

thinking about his and about how you can do something that based on a trigger, 

and that’s how I would kind of want people to think about it. Like when you see 

the word automation, you know all of us that are in this super personal world of 

nonprofit communications where you want to treat people like individuals, like 

that word automation can have kind of a smarmy feel about it, but what I’m really 

talking about is what things are gonna trigger an action. So I mean there’s so 

many ways you can use that and I’m fascinated with how people could potentially 

use a trigger like that for something other than just you know organization 

and tracking. Like how could you use a trigger to maybe automatically post 

something onto your website and how can you use triggers at a live event? You 

know if you have something going on and there’s a live event happening, how 

could you incorporate when this happens, do this into all different aspects of your 

organization.

JOE: Yeah, and what I often recommend people do is you know make a list of the 

top ten things that are really redundant that you do every day that you don’t feel 
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like you need to be doing, that computers can be doing for you and then once 

you have those things set up, then look at IFTTT and see if it can resolve those 

problems. Another thing you can do cause it can be really overwhelming, the 

possibilities are almost endless.

BETH: Yeah, I find the same thing every time I go in to do something. I look at all 

the different apps and it’s so overwhelming to look at that.

JOE: Well, there’s a really rich online community around IFTTT and people actually 

submit the recipes that they created and so you can just go on there and browse 

and get ideas. That’s what I find to be one of the most useful features of their 

website.

BETH: Right, and I think both approaches are probably good and I love the idea 

of going online and getting some ideas, but I also think that’s really good advice 

to say at some point turn the computer off, go make an actual list of what you 

really need to do and you know so that you’re taking something you’re already 

doing right now and offloading it as opposed to adding something that maybe 

you know is just going to be creating more work down the line. You know, apps 

are cool, but it’s also easy for them to just the fact that they’re cool isn’t enough 

to make it a really good thing for you to do.

JOE: Right, and sometimes IFTTT won’t have the answer so you might need to 

look at other platforms. Another one to look at is called Zappier and it’s basically 

like a beefed-up version of IFTTT and another perk that Zappier offers other 

than having double the number of apps available, it also allows you to create 

multiple, a string of multiple triggers. So not just connecting two apps, but you 

can connect as many apps as you want. The catch is that you have to pay per 

connection. It’s not free. They do have a free plan, but to get all the really cool 

stuff you do have to pay. They have nonprofit pricing, so that’s helpful. 

BETH: And that’s really cool and I think that is really cool. It’s not even the idea 
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of just like connecting three different apps, but it’s also I love how you described 

it before. You’re basically connecting multiple actions, like do this then this and 

then that as opposed to one straightforward if this happens, do this.

JOE: Right, so for example, if someone completes a form on your website, it 

would then update their sales force contact information and then also update 

their MailChimp subscriber information and then create a task in your project 

management system that would go to one of your staff to follow up with in 

person. So you can catch a bunch of different things like that through Zappier.

BETH: This is like an introvert’s dream!

JOE: Exactly.

BETH: Yeah, I love it. Like I really love to hear if people who are listening, I would 

love to see some of the things that you end up doing with it or learn a little 

bit more about how nonprofits end up trying this and implementing it in their 

organization. You know, what time do you save? What alerts can you do? What 

shows up that you can then do? What can you do now because your time is freed 

up?

JOE: Yeah, I’m excited to hear what everyone has to say.

BETH: Excellent. So if somebody wanted to get started with some aspect of 

automating some of their communications, like what’s one really great piece of 

advice that you can give people as a place to start?

JOE: Well, definitely start with that list. Start with like a piece of paper and a pen 

and write down all the things that you do that are repetitive and start there and 

then the first platform that I would suggest is definitely IFTTT, If This Then That, 

IFTTT. It’s really user friendly. It’s really fun to use. It’s not intimidating at all and 

there are mobile apps also so you can do it on the go.
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BETH: Fabulous. That is such a great idea. If people had more questions about 

this, what’s a good way for them to reach out to you?

JOE: You can find me on Twitter. My handle is @JoeSaidSo and you can also find 

me on LinkedIn on LinkedIn.com/in/JoeMoran.

BETH: All right. That is an excellent Twitter handle. I love it. I hope you have 

siblings. 

JOE: I do.

BETH: There you go! So, thank you so much for sharing all these great ideas 

with both me and the nonprofit community. I know I learned a lot and I’m sure 

everyone that’s listening really appreciate the tips and tricks that you shared. 

Thanks so much and I greatly appreciate it. 

JOE: Thank you. It’s always fun geeking out about this stuff.

BETH: Absolutely!
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