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SeSSion 013
Turning online evenTS inTo a ParTy for your CauSe  
wiTh Jamie mCDonalD

Beth: Hello, this is Beth Brodovsky from Driving Participation. I am here today with 

Jamie McDonald who is the Chief Giving Officer of Network for Good. Jamie thank 

you so much for joining me today.

Jamie: Beth it’s my pleasure! Thanks for the opportunity.

Beth: Thank you. So I am thrilled to have you on because in speaking with folks at 

Network for Good, you are doing a lot of really, really interesting things with giving 

events and especially a lot of things around #GivingTuesday. So with this is being 

recorded in August, 2014 for anyone that might not be listening to this synchronously, 

this is really a perfect time to get started talking about this because of all the things 

that you and your organization are really kicking off right now to help people really 

prepare to have the best last quarter and have #GivingTuesday do the most for them 

to grow their organizations.

Jamie: Yeah I couldn’t agree more. This is the time of year I think that everyone is 

really starting to focus like a laser on year end and #GivingTuesday is a terrific hook, 

although we see it as one piece of the giving season and not as an event unto itself.

Beth: Absolutely. So let me just start, people are always curious about who you are 

and how you came to this world. If you could tell just a little bit about your history 

moving into this type of work. I think this always helps people to understand how you 

know what you know.
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Jamie: Sure. I came in this world of giving and philanthropy and generosity from 

a non-traditional background. I spent 17 years of my life as an investment banker 

working for a large investment bank. It was ultimately Deutsche Bank, one of the 

largest investment banks in the world. After a couple of mergers and sort of the push 

to move to New York or London from my base here in Baltimore, I made the decision 

that I was at a point in my life and my career where I wanted to pursue whatever my 

next phase was. I was fortunate because the company I had worked for had always 

been very supportive of its employees being engaged in the community and I took 

full advantage of that and from a pretty young age professionally, 24, went on my first 

board and was very deeply engaged in the community throughout my professional 

life and recognized that this was a chance for me to apply many of the skills I learned 

in raising money and business development and cultivating relationships and working 

on two sides of the transaction that would position me well to really make a bigger 

impact in my community and my first major project when I left my investment banking 

life was that I got involved with an organization I had been on the board of for a long 

time as the head of the capital campaign and in late 2007 launched an $8 million 

capital campaign for an organization that had never had any individual givers other 

than its board and hit the skids of the recession in October, 2008, but really managed 

to get that campaign done – all $8 million – within two years, which was on time with 

a big base of new donors and that experience really helped me to understand the 

power of story telling and new technologies in raising money and one of the things 

that I saw in that process was the need in my opinion to diversify a non-profit’s base 

of donors from major givers sort of up through the top of the funnel to that really 

productive long-term cultivation that can happen when you’re focused on givers who 

are either younger and perhaps less affluent, but who can get equally passionate 

about your cause and who can support you ultimately both financially and in other 

ways and that led me to found a software company called GiveCorps, which was 

focused on tying younger and digital givers, not all young, but people who really 

lived their lives online with a way to find community-based organizations that they 

wished to support. GiveCorps was based here in Baltimore and we ultimately were 

selling our software to large non-profit groups around the country and in May of 2014 

we were purchased by Network for Good and that is how I made my way to Network 
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for Good from our launching in 2011. At GiveCorps and at Network for Good, I am 

responsible for the thought leadership activities, research, strategic thinking around 

philanthropy and giving and to the intersection of philanthropy with technology, and 

we are involved with a lot of initiatives that relate to how to help the non-profits that 

we serve at Network for Good, raise more funds, steward and engage givers and how 

they use technology to really leverage their missions. That’s how I’ve spent my life 

and personally I have three kids and three dogs and a great husband, and all of us I 

think because of my passion for the community, the entire family is pretty passionately 

engaged in their own ways in the community and so it’s definitely a family affair in my 

house.

Beth: That’s really terrific. So a lot of the things that you talked about were 

connecting people with things that they’re really interested in and getting people 

involved. I always like to ask – participation is one of those weird words that means 

different things to different people – when it comes to engagement and involvement, 

especially in this sort of new media space, why does participation matter in an 

organization?

Jamie: So I think your first point is the right one. Participation is something very 

personal in my opinion and from the individual’s side, I think it means different things 

to different people and from an organizational perspective it can mean different 

things. For example, GiveCorps, one of its focuses was higher ed and in higher ed 

there is a very clear definition of participation. It’s sort of how many alumni give back 

to their college.

Beth: Right.

Jamie: I think that for most individuals, participation has a more cultural context in 

the sense that participation can be as basic as just sharing your enthusiasm for a 

cause or an organization that you support or it can be as intensive as working for a 

non-profit or being on a board or donating a lot of money. I think it can mean a lot of 
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different things. I think that for me, I’m a big believer in the concept of the ‘helper’s 

high’ and actually there was a really great recent article that came out in the Stanford 

Social Innovation Review talking about the power of the helper’s high and so I think 

to me that participation when it’s considered synonymous with giving, helping, doing 

in some ways is just about making you feel good because you’re making your mark 

on your home, your city, your community, your world in whatever way is meaningful to 

you.

Beth: Right. I completely agree that it is so individual and there are different types 

of participation that are important to individuals that don’t always necessarily align 

with the types of participation that are important to an organization. Just like the way 

you said higher education is such a specific defined definition and that word means 

something very specific in that industry, but in many other industries and maybe in 

other parts of higher education, it can have so many different meanings.

Jamie: That’s right.

Beth: So one of the things that you’ve seen really has I think jumped this and 

increased this in utilizing technology are the things that we’re talking about called 

these giving days. So could you talk a little about what a giving day is, what’s the 

definition of that for anybody that says, “I’ve never heard of that”?

Jamie: So a giving day I like to think about it as a giving event and they vary, but the 

concept of a giving day grew out of, the first one I’m aware of was GiveMN, which 

was a citywide giving day in Minneapolis, St. Paul and I think it’s six or seven years 

old at this point. It was literally a day of giving, a twenty-four hour period. There’s 

a growing spectrum of giving “days” and I say days in quotes because now we’re 

seeing giving periods so it can be a giving week or a giving weekend. The basic 

concept is the same, but it’s a defined period of time with a goal and the goal isn’t 

always dollars although that is most typically the case. Sometimes the goal is the 

number of donors, number of new donors, number of recurring donors and so there 
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are different ways they can be defined, but it’s a defined time period with a defined 

goal and they’re fantastic in my opinion because they really make you feel like you’re 

sort of having a virtual party for your cause and if you think about a concert where 

people come, they come at the same time, they’re there because they want to feel 

like part of the crowd, they’re enjoying the same song which you can equate to your 

storytelling and they just create a real glow, a feeling of both while it’s happening and 

afterwards that makes people feel great about having been part of it.

Beth: Right. I agree with that. It’s kind of that power of a shared experience that is 

often hard to create in an organization where the givers are in different locations or 

don’t necessarily come together to build a house or something like that. If it’s not 

necessarily an in-person participation or a presence based participation, it can really 

be hard to create that feeling of we’re all in this together and we all want the same 

things. It’s really interesting how this can do that kind of a thing for you.

Jamie: Honestly I think the piece that you didn’t mention that is really the hub of why 

these work now is because of technology.

Beth: Right.

Jamie: Because in a way, technology becomes the concert stadium. It becomes the 

arena where everybody is together on this landing page and they’re giving through 

the landing page for the most part. There are people who participate in the more old 

fashioned ways I like to think of them, but there are people who are giving online, 

they’re seeing the leader boards tick up, they’re seeing a social scroll of which of their 

friends have participated. The technology allows people to come together in that 

sort of public square sort of idea and lock arms and kind of say, “We’re doing this 

together and look at this big impact we’re making.”

Beth: And I think that’s great. That’s actually the next place I was going. How are 

people specifically using technology to create these giving events? I can see how 
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a lot of people would say, “Technology is so impersonal”. Technology is a tool 

and if you look at it that way, yes the technology in and of itself is just a bunch of 

mechanisms by which things can happen. What kind of things can technology do? 

How are people utilizing it to create this feeling of connectedness?

Jamie: So I feel 100% that technology is very personal. I think in some ways it 

has become our most personal medium in the sense that for better or worse, the 

technology providers know an awful lot about you. They only push you things they 

think you’re gonna be interested in. They don’t always get it right, but you can choose 

to go to the places that you want. You can choose your social networks. You can 

choose the image that you want to be seen of yourself. You can project yourself the 

way you want to project yourself. I think people should begin to think of technology 

as a way to harness the most personal aspects of people because you’re helping them 

dive to that place where they get to have the choice to participate and engage with 

an organization or cause that they care about and what the technology does, is it 

brings together in a site or a page or a community, a forum like Facebook or Twitter 

or other social forms a place where people can self-identify with you, learn about you, 

support you, like you, share and give as if you’re all standing in a room and so from 

my standpoint, the challenge for organizations is to recognize that that’s the case 

and I liken it to if you imagine that your physical building was the place where you’d 

engage, you would make it incredibly easy for people to come in, learn what you do 

and give you money.

Beth: Right.

Jamie: And then tell everyone else about you and people have got to think of their 

technology the same way. So many people for example with terrible online giving 

sites, it would literally be like somebody walking to the front door of your non-profit, 

opening the door and you saying, “You have a credit card? No you can’t give to us.” 

Right?
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Beth: Right.

Jamie: That’s the sort of parallel that we have this mindset that it’s just a fulfillment 

mechanism and it’s not. That experience of giving online, of learning online, of 

sharing online and how the non-profit treats that in terms of its importance and its 

personalization is a huge part of whether you are going to engage those supporters in 

a way that will help to further your mission.

Beth: Right. Now when I start talking about technologies and I’m sure with you, in 

many cases with organizations the response I often get was, “Well, my donors are all 

old and they don’t use technology.” I’m sure you might have heard that or things like 

that. How do you respond to that in that situation?

Jamie: There’s this study and I’ll circulate the link to you afterwards.

Beth: We can add it to the show notes.

Jamie: Yup. There is a study that completely debunks that point, which is that I think 

it was as of 2011, maybe if I remember the date of the study correctly that first time 

donations in every age group except 65 and older were made online the majority of 

the time.

Beth: Wow! 

Jamie: So, if you aren’t making your online experience beautiful, delightful, easy, 

inspiring and trustworthy you are missing an opportunity with those first time donors 

and then beyond that once they’ve had either that bad or good experience, you’re 

missing that opportunity to steward, cultivate and engage them for your mission on a 

going forward basis. Now that’s not to say that you don’t also have to think about the 

check giving channel of any age.
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Beth: Right.

Jamie: But I think that these days it’s not an either/or, it’s an and. They’re both 

important and if you’re an organization that like most is constantly scrambling for 

scarce resources, you need to make sure that every one of your channels is powerful 

and effective.

Beth: Right. A lot of statistics say often that the biggest donors at an organization do 

tend to be in the 65-plus range, but that technology and the different technologic 

communications have been around now almost a decade these were going around. 

Are you starting to see anything beginning to trend differently with people being able 

to embrace the technologies of younger people and having that bring people along 

into that age where they’ve started to cross over, being people that were in their 

fifties 10 years ago who are now in the prime giving set, do you know anything about 

whether that is carrying over and people who are in the older set are beginning to 

continue utilizing and engaging on media?

Jamie: I mean that study was the best proxy I’ve seen and it was a pretty big study so 

it’s one I’ve got a fair amount of confidence in. There are other metrics that would tell 

you the fastest growing group on Facebook is over 65.

Beth: Right.

Jamie: There’s lots of proxies for it. I really come from a place where you can believe 

it or not believe it. Whether you believe it or not, in a way it’s almost irrelevant. You’re 

an organization and while you’re thinking about today, you’re always planning for 

tomorrow. Maybe the 65 year olds today don’t give to your organization online, but 

you know the 65 year olds five years from now will. 

Beth: Exactly, exactly.
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Jamie: You sort of need to be creating that experience for your donors that is multi-

channeled and lets them engage the way they want to engage, and have it be a rich 

and delightful experience so that they’ll continue to support your cause.

Beth: Right. I completely agree. So let’s get specific on things. I think people like to 

know what exactly does this look like. How does it happen? A good example of a 

giving day that anyone can jump in on is #GivingTuesday and Network for Good is 

doing a lot to support organizations, launching campaigns around this. Let’s talk a 

little bit about #GivingTuesday and how organizations in the last year, this is only its 

third year, so how are organizations utilizing an event like #GivingTuesday to do some 

of this work?

Jamie: #GivingTuesday is one of those amazing movements of the technology age 

that has just captured the imagination around the world. It was started by a group of 

individuals from the 92nd Street Y in New York and the UN Foundation in 2012 and 

their concept was that they wanted to take back the holiday season as the giving 

season and so they came up with this concept that Thanksgiving is a Thursday, Black 

Friday, Cyber Monday, #GivingTuesday and I think that that alignment of those 

intensive shopping marketing days on the heels of a holiday that’s all about family 

and togetherness and in most cases not about presents or not about consumerism 

created such a powerful counter point that people just bought into the movement 

really quickly. In its first year there were, you can find the numbers Beth, in an order 

of magnitude it was like a couple of thousand organizations participated around the 

country, and GiveCorps was one of them. By its second year there were something 

like twenty or thirty thousand organizations and this year they are literally expecting 

hundreds of thousands of organizations all around the world, including full countries. 

There’s now a #GivingTuesday Canada, #GivingTuesday UK, Zimbabwe, South 

America and Brazil. It’s everywhere. It has become a movement that has really 

captured people’s inspiration and imagination and so non-profits I think are really 

beginning to understand that, particularly a non-profit that struggles with resources, 

that if you can find your hook with a day like #GivingTuesday you can then ride 



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

the power of a movement to inspire supporters new and old and to some extent 

capitalize on the new cycle so that your part of something that’s trending and launch 

your giving season on #GivingTuesday to sort of set up your December as a really 

exciting and successful month.

Beth: Absolutely. Can you share a campaign that maybe you have some knowledge of 

or were involved with and sort of the elements, if somebody wanted to get started in 

this, what would they do?

Jamie: I’ll get you to include with your podcast the link to our 47-page week-by-week 

comprehensive giving days ebook.

Beth: Fabulous! People will love that!

Jamie: You can share it with your listeners. There are some basics that I would 

definitely point you to. At a minimum an organization needs to think about do they 

want to participate? What would their goal be? Is the goal around donors, dollars, 

new donors or recurring givers? None of them are right or wrong. It’s what makes 

sense for your organization but that’s an important place to start. Then they need 

to think about who is the quarterback? Who is that passionate leader that can really 

bring your community? Your community can be very personal ones, so boards, staff, 

beneficiaries of your programs, volunteers, donors or prospects that can bring them 

together and build excitement for #GivingTuesday. You need to be sure you’ve got 

your online technology squared away so you want a great online giving experience 

for your donors and if you’re a medium or larger organization you may even want to 

have a more robust online giving capability, like the ability for people to do personal 

fundraisers on your behalf on #GivingTuesday. I give an example of a campaign that 

we worked with last year through GiveCorps and our Bmore Gives More campaign, 

which is a Baltimore centered campaign, with an organization called Moveable Feast 

and Moveable Feast had a series of teams compete raising money for Moveable 

Feast on #GivingTuesday and while the Corps team leaders in each of those funding 



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

campaigns were active, passionate supporters of Moveable Feast, all those new 

people that they brought in to these team fundraisers and then all the donors that 

came to give to the team members who were in these team fundraisers became 

people who had a great experience, right? They were part of this fun day and it was 

a very successful event so you felt like you were part of an event that did well. We 

all like to be the winner for a great cause. Some of the teams won and some of the 

teams lost, but everybody felt great about having participated and Moveable Feast 

got a whole roster of new prospects, well new donors, but new potential long-term 

donors to cultivate coming out of the giving day. You can choose whether you want 

to sort of pursue a basic kind of giving day campaign with simple online giving 

capabilities or whether you want to pursue something that is more extensive and 

elaborate like general giving plus team fundraisers or personal challenges or other 

things that can really amp up your giving day. We also think that it’s really important 

that if you want a day to feel like a special day, then you brand your campaigns. A 

branded campaign doesn’t mean that you have to go out and spend a fortune or hire 

a fancy designer. #GivingTuesday provides some assets so at a minimum you can just 

put the #GivingTuesday logo all over your stuff, but if you have just a smidge more 

creativity, you can go to a website or if you happen to know PhotoShop you can go 

and create a little logo that gives you a branded identity for your #GivingTuesday 

campaign and start gearing up for that now. Make a plan. Give yourself from August 

15 to September 1 to get that logo on all of your materials and to explain what your 

#GivingTuesday campaign is going to be. Maybe have a page on your website so 

that if somebody clicks that little branded logo that it clicks into your page and they 

can see how they can support you on #GivingTuesday. A branded campaign can 

make a big difference. You definitely want to have to the extent that it’s possible, 

you want to have communication hubs, which are really people, but they’re people 

who have either big networks of friends or in a technology sense a big following 

perhaps on Facebook or Twitter or Pinterest or other places and then you want 

to have a regular campaign to drip out information to them. Don’t hit them with 

a fire hose because you don’t want to overwhelm people and make it feel like it’s 

too much work to be involved in your campaign. You really want to have it drip out 

over a period of time and give them, let’s say, once a week literally a cut and paste 
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type of communication that they can share with their supporters that talks about a 

story about your organization, that talks about what your organization is going to be 

doing on #GivingTuesday, that maybe talks about how they can make an impact on 

your mission and just a good shareable content that can be sent out to these hubs 

to communicate out to their networks in a really simple easy way. In a perfect world 

that shareable content would be creative and visual. There are examples from our 

experience last year where organizations, there was a cyber security organization 

that created a kind of stealth giver campaign and they would capture pictures of 

people doing nice things for other people and post it on Facebook and try to get it 

shared and it just created that sense of fun and excitement about the campaign that’s 

very shareable easy content that doesn’t require a lot of special effort, but you also 

can literally do story telling, video or other kinds of content that will really up the 

potential make people want to spread the word about what you’re doing. A couple of 

other sort of must do activities in my opinion are to think about how you can leverage 

challenges like matching funds if you’ve got a donor who would be willing to provide 

matching funds for your campaign and events to really bolster the fun factor. Fun on 

a giving day like #GivingTuesday is important and it doesn’t all have to happen on 

that Tuesday, but it can be things that happen leading up to #GivingTuesday that give 

people the sense that it’s not an obligation to give, it’s an opportunity to give and 

they want to be part of it. Finally, I can never emphasize enough how important it is to 

be sort of practicing gratitude. Thanking and celebrating the people who support you 

before, during and after your campaign is absolutely critical. And simple things like 

in your weekly communications, if you’ve gotten a matching fund donor to step up, 

there’s nothing happening at that point except to thank them and to spread to your 

community that Joe Smith and Jane Smith have agreed to fund $1,000 to a matching 

fund for #GivingTuesday. Isn’t that awesome? Here’s a little bit about Joe and Jane. 

Let’s all give them a hand kind of thing by spreading the word on Facebook. So 

there’s simple, easy ways that you can thank and celebrate and just make people feel 

fantastic about being associated with your organization.
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Beth: Absolutely! Those are terrific ideas. Let’s talk a little bit about some of the 

concerns people have with doing some of these things. One of the things you 

mentioned was to make it fun. Sometimes some of the things that I hear from non-

profits are “We deal with a very serious cause,” somebody that may deal with 

domestic abuse or something that in their minds is a heavy, heavy issue. How do 

people address the creation of fun and the fact that an online campaign like this really 

needs that aspect of “I enjoy participating” for people to come in while still being 

respectful of their cause if maybe there is something that is not normally aligned with 

the concept of fun? 

Jamie: Sure. That’s a really good point. I’m gonna take back my fun concept in part. 

When I give a presentation, what I normally focus on is to evoke emotion. Emotion 

happens in a range, right? Emotion can be laughter or tears, right? Emotion can be 

triumph. It can be that sense of elation so I use the concept of fun in the sense that 

you want people to feel like it’s an opportunity and not an obligation.

Beth: Right.

Jamie: I think that if you, instead, within the bounds of what’s consistent with your 

mission and your general marketing approach, I think what the opportunity is is to 

evoke an emotion that makes sense. The same things that I just said about events, 

challenges, matching funds and that sort of thing can still be articulated, shared and 

in a way celebrated in the context of triumph or mattering or overcoming and that 

that in some ways for some organizations is a better way to think of that concept of 

the celebratory aspect of what you want a giving day to be. Fun being a proxy for 

that concept of evoking emotions among your participants and they feel like they’ve 

joined together to do something important.

Beth: I think that that’s a perfect clarification because I think the point that you’re 

trying to make is that fun is about somebody saying, “This is what I choose to do with 

my personal time and my personal interest. This is what I feel aligned with and want 
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to do.” Fun doesn’t necessarily mean funny. It doesn’t necessarily have to mean jovial 

and light. It can just mean this is something that I really care about and so no one is 

paying me to do it and I still want to be involved.

Jamie: Yeah I completely agree.

Beth: Some of the other concerns that I know you have seen people come up with is 

this #GivingTuesday happens - this year it’s December 2nd, correct?

Jamie: Yep.

Beth: So it’s happening December 2nd, which is in the sweet spot middle of when 

people are typically sending out their year-end fundraising letters for their annual 

fundraising that people always ask for. Will doing something like this sort of raid the 

people that normally would have given to your annual fund, make them give to this 

and say, “I’m done”? How do you address that?

Jamie: First I’ll say that there’s not a great scientific answer to this question yet 

because the concept to #GivingTuesday is still relatively new and there’s not a central 

organization that is really doing research on the impact of #GivingTuesday, but I 

will say that quite a bit of research has been done on giving days in general by the 

organizations that have been running giving days and the first point I will make is 

that 20-60% of donors on a giving day, depending on which study you read, are new 

donors. As a starting point, if part of your mission during that important month of 

December is to attract new donors, this may be one of the most effective vehicles 

you can tackle to do that. The second thing is that based on our experience in 

Baltimore last year, we worked with about 300 non-profits, we did a survey following 

#GivingTuesday asking people for their experience. We did one immediately after 

#GivingTuesday and then we did another group in January. One of the questions that 

we asked was “Did you feel that #GivingTuesday had an impact on your year end 

fundraising?” Again, admittedly non-scientific, all anecdotal and all in one city where 
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we had a great #GivingTuesday campaign, but the feedback was the following: about 

30% of the people said they felt like it didn’t impact their year-end fundraising at all 

and that’s a positive. They still did their year-end campaigns. They didn’t feel like it 

hurt it in any way. About 30% of the people said that if felt like it actually accelerated 

their year-end giving because they tapped into a whole new donor audience that 

wouldn’t necessarily have supported them at year end with their traditional appeals 

and many of their traditional donors were so excited by what was happening on 

#GivingTuesday that they actually gave twice.

Beth: Fabulous!

Jamie: Then there was a group that said they really hadn’t measured and that they 

weren’t sure what the impact was. That was about another 30% that hadn’t really 

thought about whether it was a negative impact or a positive impact. Then a small 

percentage, about 10% said that they felt like it was worth doing, but that they felt 

like for their small organizations that it took a lot of resources and that while most 

of them anticipated doing it again this year, they would do it differently. They would 

make it a bit more integrated into the overall year-end fundraising, rather than 

something that was such a standalone activity that it just sucked a lot of resources at a 

very busy time of year.

Beth: That makes a lot of sense and that’s probably a really good tip for smaller 

organizations that may be listening. If this is the first time that you want to try 

something like this, doing something more integrated and blended may be less 

demanding on the gearing up to the launch of something.

Jamie: That’s right.

Beth: That’s all good feedback and it sounds like there isn’t anybody who was at least 

a small part of that selective group that said, “This is a disaster and it ruined our year 

end campaign.”
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Jamie: No, we really didn’t hear that at all. Again I will say that we had a big citywide 

campaign effort that was very successful and so the one thing I think organizations 

need to be very careful of is whatever you’re going into, go into it with the right 

expectations based on everything else happening around you. If you can latch 

onto something again where you can leverage your communication under a bigger 

umbrella, go to #GivingTuesday and partner with them. They’ve got a place on their 

site where you can actually sign up and then you get all the communications about 

all the things that are happening all around the country related to #GivingTuesday 

and you may find things in your own market that help you to really again catch the 

new cycle not just nationally, but locally to make sure that your campaign is a success 

within the context of a bigger thing.

Beth: Right and I will put a link to that on the show notes page. I think that really is 

a key point that you’re mentioning. You said you had 300 organizations in Baltimore, 

but there was this sort of overarching campaign from Baltimore and so some of the 

organizations involved were smaller organizations that maybe if they completely 

did this in isolation on their own, would have done okay. Sometimes all ships rise 

on the tide as they say. Being able to jump in on a larger effort and the overall 

communications that everyone is doing as a group can really help individuals and it 

can sometimes be scary to say, “We’re lumping our fundraising and efforts in with 

other people that could potentially take our dollars,” but it surprisingly doesn’t 

happen that way. 

Jamie: That is exactly right. I hesitate to ever make generalizations about what’s right 

for any one organization, but we saw lots of examples on #GivingTuesday last year. 

There was a consortium of organizations from Southern California that were all arts 

organizations that banded together for #GivingTuesday last year and they weren’t 

naturally affiliated, but they came together because they thought we can have a much 

bigger impact if we pool our limited resources and create this overarching campaign 

and let people find that organization in their community that they’re passionate about, 

but have the marketing punch to be able to make a big splash on #GivingTuesday and 
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that’s just one example of how if your city is not creating it for you or perhaps your 

federation of some sort, you might be able to lead an effort in order to create one for 

like organizations in your community that can be powerful for everybody.

Beth: I think that’s a great idea. The last key question I wanted to ask you about concerns 

people have is can people over communicate? I know we hear all the time people 

being concerned about communication fatigue. I have a son who calls it ‘over-tisement.’ 

I think that’s the funniest word that he came up with. Is there a concern that you’re 

communicating about your annual campaign or your annual funding and then you start 

doing this stuff with #GivingTuesday and because it’s an event, there’s often just a lot 

more communications in an intense period of time than an average organization is used 

to doing or an average donor is used to getting. What have you seen is the impact of this 

sort of ratcheting up of communications in this intense period?

Jamie: I think you can over communicate, but I think that there’s some really 

important tactics that non-profits can use to be sure that their communication 

is perceived as being valuable. First and foremost, start with what you’re 

communicating. If you’re communicating an inspiring story about a person whose life 

has been changed as a result of your activities or as the result of the donor’s support 

and you’re communicating that in a concise, well-told story that’s not long, that’s 

perhaps got a powerful image or even better, a powerful video and that is much more 

likely, and it’s not always about an ask because that’s a critical point of what makes 

people perceive that they’re being over communicated with. If there is a sense of 

guilt implied in the communication, meaning I’m gonna make an ask that you’re not 

gonna respond to so I’m gonna feel guilty, that’s very different from I want to tell you 

a story today about how you matter as one of the people who are passionate about 

our organization. There’s no ask. It’s sort of saying, “You made this happen. You made 

a difference,” and that’s a very different message to be communicating as you’re 

leading up to a campaign like #GivingTuesday than give, give, give. The second thing 

is that if you set a very clear expectation about the nature of the communication, 

we recommend that organizations think of a concept like Tuesday Tips or Tuesday 
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Tales or something that maybe ties into the concept of #GivingTuesday that can be 

built around your storytelling and as you get closer to the day can also be beginning 

that process of cultivating those soft asks, but you’re predictably saying, “We’re 

only gonna be communicating with you on this one day a week.” Now people can 

understand what they’re getting so that when it comes the next week, they get 

it. They signed up for this, right? They saw that it was every Wednesday or every 

Tuesday and you’re telling them an emotional moving story and you’re sharing 

an exciting event that is coming up that they can participate in. I think those are 

strategies that can really reduce the sense of communication fatigue and let your 

donors sort of feel like there is a transparent and predictable and hopefully inspiring 

email that they can expect each week and they can learn about your organization and 

gear up for this event that we’re also excited about on December 2nd.

Beth: I think that really is such a key point. Setting expectations and letting people 

know, “This is what you’re signing up for” and also to potentially give them options. 

It’s worked very well sometimes with saying “You’re gonna sign up for email, but do 

you want a daily email, a weekly email or a monthly email? Which of these things 

would be more interesting to you?” Giving people a choice to say how frequently 

they want to hear from you can often make them feel in control and really help remind 

them that this is what they asked for. I even know someone that at the end of every 

email that they send out adds on a little box that says, “Is this too much for you? Here 

are these two other options. Would you rather have this monthly or the other thing” 

so that if it is too much there isn’t an all or nothing option so it’s constantly reminding 

people. The key point is that there’s a big difference between sending six emails that 

say give now and sending six different warm stories that help people connect with 

why they care about what this organization creates.

Jamie: That’s right.

Beth: This was phenomenal. These are great, great tips. I just want to make sure that 

we close with any sort of final resources or ways that people can maybe connect with 

the resources that you have available or connect with you directly if you’d like.
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Jamie: Sure. I would love for you to learn about the campaign that we’re running 

at Network for Good, which is N4G Gives. It’s gonna be a national #GivingTuesday 

campaign focused on providing content, toolkits, resources, webinars, matching funds 

and other benefits to people that are part of the Network for Good community and 

then we also will be convening some groups of best practice leaders to share their 

real life stories about how their #GivingTuesday campaigns may have worked last year 

and all of that meant to really help non-profits be as efficient and effective as possible 

in positioning themselves for a successful December starting with #GivingTuesday. 

Always love to hear your comments and feedback through our blog at Network 

for Good or through my Twitter handle, which is @genero_city and you’ll get the 

link to that when Beth sends the links for the podcast and again always welcome 

conversations. Twitter is probably the best way to reach me and would love to have 

conversations about giving, philanthropy, dogs and kids and cooking or anything else 

that you want to talk about so I look forward to hearing from you.

Beth: This was terrific. I just want to let people know that I’m actually going to be 

speaking with Kait Sheridan from #GivingTuesday and that show will be airing on 

November 26, which is the Wednesday right before Thanksgiving right as we lead into 

#GivingTuesday. What Kait and I are going to be talking about is this whole concept 

of what does it take to create a movement? How do you build that momentum? 

We’re also gonna talk about what the team of #GivingTuesday has done in the last 

three years to take this one day event and create this momentum and year-round 

excitement and activity around it. I think that should be a really interesting thing if 

people want to stay tuned for that. Thank you so much Jamie. This was phenomenal. 

I think this is a lot of great ideas and a ton of terrific resources that people can use 

right now to really get started and get ready for #GivingTuesday on December 2, 

2014. Thank you very much!

Jamie: Thank you Beth! Thanks to you and your audience for the opportunity to share 

some thoughts today.

Beth: Great! Thank you.


