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SeSSion 010
Putting a name and Face to your cauSe with gloria PuglieSe

Beth: Thank you very much. I am here today with Gloria Pugliese, the Director of 

Development from Delaware County SPCA. Thank you for joining me today Gloria.

gloria: My pleasure.

Beth: So Gloria you and I have known each other for a number of years and through 

a number of positions and I would love to talk to you a little bit about some of your 

background and how the things that you’ve been doing in communications have been 

building participation and getting people involved and how it’s making a difference 

for the different groups that you’ve worked with. If you could start by telling me 

a little bit about, you sharing a little bit about your history in non-profits and in 

communications.

gloria: Before I started in non-profits I was a schoolteacher.

Beth: Were you really? That I didn’t know about you.

gloria: I’ve met a number of people who have an education background. I’ve 

been in non-profit fundraising for probably about thirteen years in various types of 

organizations - medical research, higher education, and now animal welfare. I’ve 

found a lot of different things, especially when I was in smaller shops. For example, 

way back when I started at the Wistar Institute, which is cancer research, but they 

have a very interesting history and a historical component. It was founded by a 

gentleman named Isaac Wistar, which is not a surprise, but there are still members of 

the Wistar family in the region. One of the things that we did when I was there was we 

did some target marketing and specific events for members of the Wistar family to try 

to make sure that they were maintaining their engagements and encourage them to 
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give and keep their participation going with the Institute and so the messaging was 

very different for them than it was for most of the rest of our constituents or markets 

I guess if you want to call it that. Most of the communications that we sent out of 

course focused on the research for the different scientists and the different research 

projects that they were working on, some were focused on brain cancer, some on 

breast cancer and different things like that, but for this group although we talked 

about the research we talked more about the history of the organization and the 

archives collection because it was more directly connected to them and their family 

connection to the organization.

Beth: That’s a really, really good point. Especially like you were saying, in small 

shop organizations it can sometimes be a Herculean effort just to get any ask or 

communication out, but the benefit that you get from slightly different messaging 

knowing that you have a different audience with different interests and connection to 

the organization, you found that that really paid off?

gloria: It paid off. I mean I wasn’t there terribly long to really continue to see it 

through, but we did start to see dividends on the investment. We started to see some 

folks who were giving increase their giving and some folks who hadn’t been giving 

either start their participation for the first time or reengage with the organization so 

yes it did make a difference.

Beth: That can be really, really challenging to begin to recognize what different 

people care about. In that case because they were family and historically attached 

to the organization it was probably fairly easy to see what type of message 

to communicate to them and what they would want to know about. In other 

organizations that you’ve worked with, have you done anything before where you had 

to try and figure out well this group obviously needs a different message, but what 

should it be?



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

gloria: Yes I think that that is one of the key questions and certainly in a higher 

education setting. I worked in colleges and universities for probably if I’m adding 

correctly, close to nine years. Was it really that long? The challenge there is 

traditionally when contacting alumni a lot of communication would be based on 

class. So class of 2012 for example, but that’s not always the affinity and I can tell 

you just personally my connection with my own alma mater is more associated with 

my participation in the music activity and being a member of the choir. When I hear 

things about what the choir is doing, I certainly participated in my class reunion last 

year, but what the choir is doing and what the music program is doing is of much 

greater interest to me because that’s kind of what some of my fondest memories of 

my undergraduate career are from - those activities. I participated with people who 

were not just people from my graduating class. I found that same experience later on 

in my fundraising career where sometimes folks again didn’t necessarily identify with 

the class. They were in a theater group or maybe it was a particular major and they 

had an affinity with a particular professor or group of professors and certainly with 

students who go through nursing and programs where they had clinical or field sort of 

experiences, they get very attached to that or it could just be a club. It could be the 

school lacrosse team or the chess club or something like that.

Beth: I’ve also seen that happen in very large colleges. I don’t know how big of a 

school you went to, but I know people who are graduates of a very enormous state 

school and the nature I think of even functioning at a large school is to find a little 

niche for yourself and it is interesting how I have yet to see that large program will 

reach out through the connection to that specific activity that really was the thing that 

got someone involved at that school. Why do you think that that is? Do you think it’s 

because it’s that they haven’t tracked that information or that it’s time consuming to 

do this segmentation or it’s expensive? What do you think are the reasons that people 

don’t go to that length to find and execute on the thing that might actually be the 

connection that could make a difference to somebody if they give or not?

gloria: I suspect that it may be a combination of all of the above. I can’t really speak, 

let me put it this way. In my experience working with higher ed in terms of what they 
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track is very different from institution to institution so that might be an issue. Even 

honestly within a particular unit or department of an institution might have better 

data than another department. I would absolutely think that cost and time would be a 

huge issue. I think even the best resourced institutions have to pick and choose what 

their priorities are so segmenting your materials, you have to kind of pick and choose 

what your segments are for what’s gonna be the best return on your investment. It’s 

almost like what’s happening is, this is gonna sound odd, but cable television. I’m 

dating myself, but when I was growing up I remember we had thirteen channels and 

everybody watched the three big networks. If you were marketing a product it would 

be pretty easy to choose what shows most people were watching. It’s so segmented 

now, not just television, but with other ways that people access media.

Beth: Absolutely and then choose what message to connect to them and then what 

media and place and time. It’s definitely expanded and budgets haven’t expanded to 

necessarily address that.

gloria: Exactly. My colleagues in alumni relations started talking more and more 

about affinity programming versus class programming, it speaks to that sort of thing 

where they try programming for different groups to try to reach out to those who had 

those connections to specific experiences.

Beth: Have you found in the groups where you’ve had these things happen, whether 

planning events or people responding to communications, in general have you found 

in the organizations that you’ve worked at participation in general seems to make a 

difference in building that affinity that makes a financial difference in an organization?

gloria: Yeah, I think it does. I haven’t really seen any specifics that have tracked that 

but anecdotally I think it does. I’m having a hard time thinking of a specific example. 

Other than to say that the other thing that I’ve experienced is that if you’re at a 

university where the basketball team has a really good season, that’s the other thing. 

It’s really rallying around the winner and being involved in something that’s positive so 

whether the basketball team is having a winning season or whatever other message 
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that has some kind of win associated with it, I think that can make people feel good 

about their association with an institution or organization.

Beth: Yeah, definitely. Have you had any specific things that you’ve tried, specific 

tactic or campaign or something that you’ve done that you actually executed in any 

one of your lives that’s had really good results? Have you done any sort of emailing 

or social media activity or an event or program that you really said, “We tried this and 

had this surprising result” either in the positive or the negative?

gloria: I can tell you in the animal welfare world if you put a name to the cause or 

if there’s a specific case, it kind of rallies people into action. We’ve had a couple 

of instances both with social media and with a specific mailing. One case is where 

there was a dog that was very severely neglected and kind of on death’s door from 

starvation. The sympathy that poured out from people for us to get the funds we 

needed to get this dog the medical treatment and get it back to being healthy was 

just tremendous. The dog was featured in the mailing and on social media and the 

response was really overwhelming. Even more recently we had a dog come in with a 

specific medical issue and through social media we raised a good amount of money 

to help offset his medical bills. To make a blanket request, I say we need funding for 

medical bills for the animals in our care doesn’t go as far as to put a specific case on 

the issue.

Beth: That’s a really good point. It’s the whole, there are a million people starving 

and I don’t know how to fix that, but this dog needs an operation that’s gonna cost 

$250. I can help with that. I’d be curious to know from a specific point of view, how 

did you take the tone of your messaging? I know there has been a lot of talk about 

how putting the picture of the sick children or the abused dog or the misery that 

you’re trying to fix out there and sort of visually using that unfortunate event to 

attract people to give? However, a lot of statistics show that that’s really what works. 

In an organization like yours working with the Delaware County SPCA a lot of what 

you’re gonna be able to get that emotional rallying around an animal that’s had this 

misfortune in its life. How did you make decisions from a development point of view 
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as far as how to use that appropriately and strike the right tone that’s both sensitive 

but still strives the giving that you need?

gloria: That’s an excellent question and it speaks to an excellent point because I think 

that there’s a fine line between really moving people and kind of tugging on the heart 

strings to get them to act, but not crossing the line to the point that they feel there’s 

no hope. My colleagues and I at the Delaware County SPCA are all on the same 

page with this and that includes our Executive Director that we feel that it’s important 

for people to understand the difficult situations that animals find themselves in 

through no fault of their own, but to also share the happy ending, to say that there 

is something that we can do. We do a lot of the before and after pictures. We have 

pictures of this one dog that I mentioned that came in and he was skin and bones 

and then after when he was a healthy and happy smiling dog. We had a dog with a 

skin condition that just looked pitiful when he came in and once he got the proper 

treatment his fur started growing back. I think you have to kind of couple the plight 

and the call to action with something that’s hopeful so that people feel that they are 

making a difference and there is a light at the end of the tunnel.

Beth: I think that’s really a huge, huge point. That’s a way to actually show that the 

money and the contributions and the effort actually achieves positive results and the 

trick to that is I always say the difference is in the tactics and the actual execution of 

it. It’s making the effort to stay connected to where that dog goes if the dog ends 

up getting adopted and getting the picture of the healthy dog. What we find a lot of 

times is that that’s a great story, but there’s a lot of scrambling at the last minute to try 

and find resources to communicate the message that you’ve all agreed that you want 

to communicate. Do you have any process? It sounds like what you’re saying is that 

as an organization you’ve spent time making some global decisions about the tone 

and the message and strategy that you want and now you then actually have some 

things in place to make sure that you’re able then to collect the resources to deliver 

on that message. What have you put in place so that’s possible? It’s incredibly hard for 

people.
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gloria: When we did some follow up on some adoptions, we keep in touch with 

people and we also encourage people to participate through social media and other 

outlets, send us pictures or post something on our Facebook page. Let us know how 

things are going. I can tell you that it’s kind of apropos. I gave in and adopted a cat 

myself not too long ago. This cat had spent over eight months in the shelter and a 

lot of staff had grown attached to him. I was just talking earlier today with one of my 

co-workers about him and she said to me that she was so happy that I had adopted 

him because they can keep tabs on him and how he’s doing and they don’t have to 

worry about him. They care that much about the animals, but they really do try to 

keep in touch with people and kind of build that sense of community. Also, today on 

our Facebook page someone posted a picture of a puppy that they had adopted that 

was featured on the local news show that was transported from a high risk shelter 

in another state and the shelter euthenizes 90% of the animals that come in. This 

dog was saved, brought to our shelter and adopted so he had a happy ending. I 

think there’s a culture in that. We’re trying to build that culture of people keeping in 

touch and maintaining their connections with us and that it’s not just a transaction 

that here’s my new animal and have a nice life kind of thing. We have started to 

see more participation from adopters and certainly from volunteers to just keep the 

communication going.

Beth: What I especially love about how you’re handling it that way is through the 

social media you’re giving people what they want, that connection and building that 

relationship, which is both gonna help you eventually when it comes to asking for 

support in any of the many ways that you might need support, but it’s also driving 

you, having them give you the media that you need to create your materials and then 

reconnect with people in all those ways. A lot of times in smaller non-profits one of 

the difficulties is generating materials and if you can build that relationship with your 

audience so they are providing the content for you. They love it. It’s like everybody 

loves to see a picture of their kid or their pet. They’re gonna flip through your 

newsletter or scroll to the bottom because they know they sent that picture in and 

hopefully you used it. Everyone does love to see something that they might feel 
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personally connected to so asking them for their media, then using it is a great way to 

get people feeling more attached and appreciative of the organization.

gloria: We do a calendar every year and then the photos that we feature in the 

calendar are the photos that people have sent in of their pets that they’ve adopted 

from us so rather than featuring animals that are in the shelter, the calendar is nothing 

but a big happy ending.

Beth: What do you do with the calendar? How do you use it?

gloria: We sell it. We use it as a fundraiser. It makes a little bit of money for us, but 

it’s also a good marketing PR thing.

Beth: Right, exactly. I’m a big fan of anything that can have multiple uses as a really 

good idea so to have something that you can sell and something that you can use 

for PR and use even as a show of appreciation to the people who have contributed 

their pictures and their time and their energy to the organization is kind of a win for 

everyone. What a great idea! Well thank you so much for sharing such terrific tips and 

ideas. I think these are gonna be some really great things that people in other non-

profits can use to move their communications forward and I really appreciate your 

time.

gloria: My pleasure.

Beth: All right. Thank you so much.

gloria: Thanks!

Questions? Contact beth@iriscreative.com


