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

Beth: Hello and welcome to Driving Participation. This is Beth Brodovsky and I have on today 

Justin Ware who is the Director of Interactive Communication at Bentz Whaley Flessner. Thank 

you so much for joining me Justin.

Justin: Thanks very much for having me Beth.

Beth: I was introduced to Justin through a friend and we had a great conversation about the 

work Justin’s been doing with peer-to-peer programs, which is sort of a distinct way to do 

things so we’re going to be talking a little bit about the kind of success and things that Justin 

has done. To start off Justin can you share a little bit about who you are, what kind of work 

you do and how you came into this world?

Justin: Sure, yes. I am the Interactive Communications Director at Bentz Whaley Flessner and 

that essentially means anything that has to do with or comes across your computer screen 

through internet connection, so email, website design and giving page design for social 

media. It’s your Facebook, Twitter, Instagram, LinkedIn, Pinterest and so on and so forth. I’ve 

been doing this for about three and a half years with Bentz Whaley Flessner, but I’ve been 

doing social media for more than seven years.

Beth: Oh an old man in it then.

Justin: Yeah. I started in higher education at the University of Minnesota and before that I 

worked in TV news so I had some video production experience. I went on to the University 

of Minnesota. It was a public relations job. Although they quickly realized that there was this 

thing called YouTube out there that they might want to leverage and being that I was the only 

one on staff who had really developed video editing capabilities, they decided to turn me 

into their YouTube guy and YouTube guy sort of turned into Facebook guy and Twitter guy. 
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With the help of a pretty good team at the University of Minnesota we eventually built what 

I guess you could call social media strategy. It was nothing like the strategies that we build 

today, but it was the first one at the University of Minnesota and we were pretty proud of 

that. That lead to me going out on my own for a bit and not too long after that I hooked up 

with the good folks at Bentz Whaley Flessner and have been here like I said for about three 

and a half years and as you mentioned, a really big focus on what we do, I do all online and 

social media work, but I can’t think of a recent engagement that hasn’t included some kind 

of peer-to-peer or what we like to call an online ambassador element to it. I don’t want to kill 

you with stats, but just real quickly: I really don’t think there’s a better tool at acquiring new 

donors, new supporters, new volunteers than an online ambassador program. With peer-to-

peer online ambassador programming we see institutions that we’ve worked with and we 

did a study on this, we’re doing some more advanced studies on it, but this initial study tells 

us that when you have online ambassadors driving an online giving day campaign, 40% of 

the donors that participate are new donors. It shouldn’t come as any surprise either. I mean 

when you think of the power and peer recommendation, plenty of studies will tell you that 

nothing is more influential than when a friend or family member tells you and a recent study 

from a Georgetown firm called Waggener Edstrom said that social media is actually by far the 

primary way that people learn of new causes to support. It’s that viral spread of information 

and the viral spread of your cause that reaches new audiences. Perhaps if you’re a university 

alumni who has long since been disengaged, it re-engages them. If you’re a new charity or a 

charity that’s been around for quite some time, it exposes your message to more people who 

are apt to want to support the work that you do. Word travels quickly online and on social 

media. That’s no surprise to most of the people listening I would imagine. So that’s what 

we’re doing. We’re taking that online social media, the viral nature of it naturally creating 

manufacturing viral campaigns through these online ambassadors.

Beth: People love the term ‘viral campaign’. I’ve actually had people coming up to us 

specifically saying I need to do something viral. With that being sort of the lead thought of 

I need to have something planned with the purpose of going viral and I’m sure that you’ve 

seen sometimes when people can go into it with wanting to make the next big YouTube hit, it 

can be a disaster. How do you guys handle that and how do you handle both people’s interest 

in wanting to be the next big thing? How do you get it to work well for them, but create a 
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program that is functional and productive knowing that some of those things are a bit of an 

emorphous thing to hit, right?

Justin: Yeah, it’s funny because obviously for the better part of the past ten years I’ve been 

hearing that same thing, how do we make this go viral? I want to see 100,000 views. Early 

on in this aspect of my career anyway, it used to drive me nuts because going viral was like 

catching lightening in a bottle. You couldn’t really predict. You’d get lucky with a grainy video 

that’s seen by a million people and yet you have the beautiful donor video that perfectly tells 

your story and you’d be lucky to get 500 people to watch it. However, the online ambassador 

concept has made me think that. I love it when someone asks me to make something go 

viral because a good online ambassador program can actually manufacture virality. Now a 

million people, I suppose there’s reasonable expectations that need to be involved, but when 

you have online ambassadors, let’s say you have 100 online ambassadors and they’re good 

ambassadors, they are influential, they have big communities and big networks, networks 

that are interested or at least potentially interested in your mission and your message. If you 

look at those ambassadors to distribute a really good video, that’s 100 people getting out 

to their friends and their connections who are likely to want to watch and share that video 

as well and it grows exponentially. Each ambassador might contact three or four or five total 

views and they send a hundred out. Next thing you know, you’ve got 500-5,000 views. It’s 

why we have all the new donors during these online events or during campaigns. Maybe if 

you’re looking for 35 million views on your video, that’s quite a stretch, but if you have a good 

online ambassador program and you couple it with good content marketing strategy and you 

have a good social media person, we at the University of Minnesota had videos come close 

to 2 million views and it was a very manufactured sense. It wasn’t lightening in a bottle. It was 

time, it was knowing the audience and what they’d be looking for and through these online 

fund raising campaigns. We’ve been able to take schools or institutions or non-profits that 

would count 100 gifts in one day as by far their biggest day see1,600-1,700 gifts come in in a 

24 hour period.

Beth: That is a huge, huge change. It sounds like what you’re saying is that there are two 

key factors here. Going into it with a strategy and some thought about maybe the timing or 

connecting it with other things that are going on at an organization or in the world or aligned 
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with the cause so it’s not just a completely random ‘let’s throw out the next cool cat video’. 

Combining some things, some solid long term marketing processes with this social and online 

ambassador concept, let’s start with that. How does an organization find these people? How 

do you get the right social ambassadors who are going to really do this spread and support 

and push your message to the next level?

Justin: Sure. Start off with your core group and if you have any social media presence 

whatsoever, a Twitter account, a Facebook page and you posted on that with any frequency 

whatsoever you should have at least 4 or 5 maybe a dozen or so people who you know 

and see repeatedly liking your Facebook posts, re-tweeting something, commenting on it, 

Instagram pictures or Facebook posts, something along those lines. You know who they are. 

You see their names pop up quite often and if you click on their accounts, you might notice 

that they have a pretty decent following. There are a healthy number of people following 

them on Twitter or they have 700 or 800 or 1,000 Facebook friends and they’re very active. 

That’s the group that you want to take a closer look at and learn as much as you can about 

their online presence, how many networks they’re active on, how often they post and if 

they they ever post about you hopefully it’s generally positive. Reach out to them. Have a 

conversation with them. It’s only about a dozen people and they could very well end up being 

some of the more important volunteers you’ll ever engage. It used to be that we would just 

reach out via email and that’s worked pretty well when trying to get a big, large number of 

ambassadors because you expand the program. Email introduction is fine, but at with very 

affirmative supporters of yours, reach out with a phone call or face-to-face conversations. 

Discuss with them your goals of the program and talk about what you’re trying to do. Be 

very transparent. Tell them that you’d like to work with them to expand your message and 

your mission through online and social media. Have them give you feedback and tell you 

what they’d like to see out of the program, what they think would work for them, the type of 

content they would share, help them understand the impact they can have, ask them if they 

know of anyone else who would be a good online ambassador. They might very well have 

a few people in their digital Rolodex that they can pass along, maybe some very influential 

tweeters or Facebook users, Instagram photo takers or pinners or what have you. Go from 

there, but I think I would start with that core group and then for identification there is a 

number of things you can do. You can use essentially the same tactics, just reach out to a 
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wider group. There is plenty of software, a lot of organizations are coming online. Some are in 

existence where you can take an email list for example and have a software company run that 

email list for you and send back influence scores on your data base. There are applications 

and whatnot that can be used to identify potential online ambassadors. There are a lot, a lot 

of tools, a lot of software and some of them are pretty good.

Beth: Is there any that you use that you could recommend or have people kind of taken on 

their research a little further?

Justin: Yeah, one of the tools that we know works pretty well at least gauging influence is 

SmallAct [http://smallact.com/]. We very soon hope to be releasing something called Reverb 

Social [coming soon https://reverbsocial.com/]. It’s a Facebook application that you put on 

your Facebook page. It has polls, a photo sharing app and an online giving app and any of 

your supporters that interact with that, you’ll get first of all their name and email address 

and you’ll also get a content profile, which tells you what kind of content they’re interested 

in, basically what they like on Facebook and it gives you sort of a behavioral analysis of their 

online activity so when you have content that matches their content profile, you can work with 

them to share it and also have an ambassador’s forum learn more about them. PeopleBrowser 

[www.peoplebrowsr.com/] is another one. They own KRED [http://kred.com/]. They too will be 

able to show you most of influences based on a certain topic area. Wide range in cost – we’re 

trying to go with a monthly subscription model for a few hundred dollars a month. Most of 

them, SmallAct and PeopleBrowser gets you a list starting somewhere in the $20,000-$25,000 

range.

Beth: $20,000-$25,000 cost or people on the list?

Justin: Cost.

Beth: Okay and that’s good for people to know. In the very beginning when you do find this 

sort of group of ambassadors, we are talking a little bit about tools and research and things 

people are looking for. What do you use to go and learn what other networks they’re on? 
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That’s one of the things that you said. Before you choose an influencer and you see somebody 

that talks a lot on your site, find out a little bit more about them. Where are they on the web? 

Are they just interested in you or are they influential people who are immersed in media? Do 

you do more than the sort of Google search for that or are there some tools that you have 

used that have helped you identify where people are spending time and commenting online.

Justin: Again it starts with a Google search and then you can expand to some free tools like 

Klout [https://klout.com/home] for example. Klout might tell you which areas your influential 

in and again that’s free. Not terribly robust free version, but it does offer you something. Then 

there’s everything from Radian 6 to our Reverb Social to PeopleBrowser to a number of other 

tools that will really dive in and try to find as much as they possibly can that isn’t locked down 

by some sort of privacy setting and not help you find who is where on what networks and 

which area they have influence over. As you’re looking for those influencers, I would actually 

suggest that you want someone who has a great deal of influence and isvery connected with 

your organization and preferably not any others.

Beth: Interesting.

Justin: If all they do, let’s say you are, I’m trying to find a very specific cause.

Beth: A bird sanctuary!

Justin: A bird sanctuary! Perfect! Thank you, that’s great. Very specific. It goes beyond even 

just animal welfare. It’s about a specific type of animal, but let’s say you have a fairly well 

known movie star like Scarlett Johansson and she’s happy to maybe send out a Tweet or a 

Facebook post. ‘Hey this place is cool. You should check it out.’ That’s great. I sure wouldn’t 

discourage that, but when it comes to real impact, the vast, vast, vast, vast majority that 

people following someone like Scarlett Johansson don’t much care about a bird sanctuary. 

Even if she makes one or two tweets about it, they’re probably not going to act. If you have 

a person who maybe isn’t even a celebrity but has 1,000 people following them on Twitter, 

they’re not a celebrity in a traditional sense, but in the bird watching community they are an 
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enormous celebrity and they have maybe 1,000-3,000 people following them on Twitter and 

they have an active blog and a very active Facebook presence and it’s all about birds all the 

time. So is their audience. That person sending out a tweet saying, “please give to this bird 

sanctuary on Giving Tuesday” is almost certainly get you a whole heck of a lot more donations 

and donors than someone like Scarlett Johansson who really doesn’t have a community that 

cares much about birds.

Beth: That leads to the next question. You’re creating these peer-to-peer programs and 

you’re saying that we see 40% of people that are new often that come to this. The challenge 

of getting somebody that is a one-time or first time giver to move from sort of that outer 

circle of “I gave a gift because Bob asked me to” into an actual donor for your organization 

that’s connected into your cause. How do you do that? Is the online peer program capable of 

supporting that or do you move into other areas to help that happen?

Justin: Both I think. We’ve seen a lot of these campaigns and really good ones that have 

strong second years as well always incorporate a mail piece to the donor. Both a mail piece to 

announce a campaign, but also if your donor makes their gift, a new donor mailing kit. We see 

a lot of donors that are really multichannel. They don’t give in just one place or another. They 

might send it via mail. They might very well send it online and it doesn’t matter whether they 

made their first gift online or via mail. People move back and forth.

Beth: I have to say I don’t think I’ve ever heard anybody say that before. Most people seem to 

really think online givers are online givers and check givers are check givers. That they might 

be multichannel information consumers, but I think there’s often an assumption that 65-year 

old Hazel is writing checks and that’s just how it’s going to be.

Justin: First of all, 65-year old Hazel is much more likely giving online.

Beth: Isn’t that interesting? But it’s funny that there is still very much a culture, a belief 

because I’m not sure that they’re necessarily — I’m sure in some cases there’s data and 

tracking that supports that information and in other cases there’s not. I’m sure there’s a little of 
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everything out there.

Justin: That’s true. There’s a recent Dunham and Company study [http://bit.ly/dunhamstudy] 

that came out just a few weeks ago. It said that for everyone age 66 and older who received 

a mailing from a non-profit and went on to get make a gift as a result of that mailing, 38% of 

them sent a check in via mail. 52% of them went online and made a gift. That’s age 66 plus.

Beth: Age 66 plus. The actual data not just within a specific organization is showing that the 

overall trend is changing and I feel like one of the reasons for that is people who are 65 today 

were 55 ten years ago and were 50 fifteen years ago when Google came out so today’s 65 

year old is a very different person than a generations ago 65 year old. It makes us really think 

about a generation from now and it seems to me that things are going faster and faster that it 

won’t even be a generation. Five years from now the next set of 65 year olds are going to be 

even more different, probably more drastically different from the people who are currently the 

65 year olds.

Justin: Yeah I think so, absolutely. I think mail packages are a really nice thing to send 

someone as a new donor. I think you also need to consider how they made that gift. You 

need to track those. Do they make another gift? Do they send it in via mail? Did they respond 

to another online appeal? The thing with online ambassadors is if someone were to want a 

group of friends and its own group of supporters to follow you, I would suggest you really 

try to keep those ambassadors on board to do your stewardship work for you. Obviously you 

produce the content, but if your donor saw something from this person that caused them to 

make a gift, then you want that same person sharing content that reinforces a gift, that tells 

a story of the impact of the gift, tells the story of the organization, in addition to like I said 

a new donor package is very important. I don’t think you just endlessly mail people like you 

always would have in the past. I think you have to pay attention. If they’re not responding to 

mail, especially if they’re not responding to mail but they continue to respond online then 

you drop mail for that person. I think for the online ambassador acquired donors, I think 

stewardship through those ambassadors, thanking people through ambassadors, providing 

customer service almost through ambassadors by getting content out to those ambassadors, 

that’s the same channel a donor came through in the first place so there’s a very good 
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likelihood they’ll continue receiving information via that channel and maybe even make 

another gift via that same channel.

Beth: I really love that idea and I really agree that that’s such a great thing to do. We’ve been 

talking a lot about that ourselves lately. How to package up content in a way that makes it 

as easy and accessible for somebody to say, “Of course I’ll pass this along.” What types of 

content are you finding people are excited about sharing and how do you actually deliver that 

to your ambassadors in a way that makes it just really seamless and facilitates them being able 

to share that or do they need it to be easy?

Justin: They do need it to be easy.

Beth: Even somebody that’s zealous and interested in your organization still needs it to be 

easy. I think that’s an important point.

Justin: Yeah, that’s almost stewardship of the ambassador.

Beth: Exactly, right. Don’t expect them to love you so much that they’re going to take a 

couple of hours out of their day on your behalf.

Justin: Certainly not, yeah. Those emails were useful, but like I said I think that when you 

initially engage them, especially for your high valued top tier ambassadors you want it more 

personal, but when you have some content you want delivered and maybe it’s a monthly 

email or a weekly email, maybe it’s a giving day and you want to get a lot of messaging out 

during that twenty-four hour period, emails have worked really, really well and email general 

format goes something along the lines of an update, what’s happening and what’s new at the 

organization, a message from the Executive Director, from the President, from the Chancellor 

and then a couple of posts that they can easily share — a Facebook post, a Twitter post, 

maybe a picture they can upload to Instagram if they’d like so that they can just copy and take 

it to their source or network of choice, paste it in there and send out. That’s a thirty to forty 

second process. There’s even some platforms like Social Toaster [http://socialtoster.com] that 
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will allow you to have your ambassador sign up so they can send those emails. It’s already 

connected to their social network and all they have to do is hit ‘send’ and the message goes 

out as is. Yes, you want to keep it simple and that email distribution method has worked really, 

really well for getting content out.

Beth: I completely agree and it makes it really easy, especially wtih even little tools like 

getting something quick to tweet into it so they can literally read the email and tweet right 

from there and I’ve also seen people doing things and we’re doing some of this as well, just 

putting links to things up in the Dropbox [www.dropbox.com], like a shared Dropbox. Here’s 

the resources for this week or this month or today, so here’s a sample of it here in the email 

and then if you’re ready to go, just go grab everything from here.

Justin: Yeah. A really nice example of that process is Charity: Water’s website. It has a 

fundraisers toolkit [https://my.charitywater.org/p/toolkitChecklist].

Beth: Right, that’s great. It’s great to have an example. Giving Tuesday [https://community.

givingtuesday.org/Page/logosandtoolkits] actually does a really excellent job of having tools 

and socialized content ready to go for people as well.

Justin: Charity: Water, they’ve got a lot of people following them and they really do take 

good care of some their top ambassadors, but you can log onto their website and become 

an online ambassador without ever having a conversation with them because that fundraiser’s 

toolkit is so nice and so effective and so well laid out that it really walks you through the steps 

and there’s sort of four short steps about making a gift, talking about your gift, charities that 

you give with your friends and it has nice media assets like wallpaper for a Facebook cover 

photo area or a bag of something along those lines and it does a really nice job of helping the 

website visitor to understand that in just a few clicks I can really get this message out to the 

most wider community.

Beth: Now that’s really interesting. Now a question for you is do you think that they lose 

anything in doing it that way? I’m a big fan because I’m a huge, huge online social user. 
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If I can just go and get what I want and not have to pick up the phone and ask somebody 

for it, I am a happy girl, but there’s a lot of people that might feel that that’s not building a 

connection for somebody if they didn’t get sort of invited and have somebody talk to them. 

Are there any cons to putting out all of this stuff and say, “here you go. If you want it take it”?

Justin: Yeah, that’s a good point. For all of our clients who haven’t had that fundraiser toolkit, 

a few have approached us about it, but we haven’t had a chance to build it yet. Like I said I 

think for Charity: Water, a big international water charity where you have a lot of people who 

want to do a small thing, but it makes a lot of sense for your online giving day for a university 

or you’re really trying to build relationships with alumni over time, I think you treat it more like 

a volunteer program where you volunteer personally, but I see what you’re saying. I think for 

some institutions you probably want to at least first and especially with that top group. You 

have different levels of ambassadors. You have those that are almost like a board and they’re 

meeting with them in person fairly often. They’re really shaping the program. You’re not just 

telling them what to do. They’re giving you a lot of feedback and shaping the program. For 

that group, you’d never just say ‘here’s the website. Go fill it out and do what you can do on 

your own time’. You really steward them along the way.

Beth: Right.

Justin: For others, “there’s an online giving day coming up”. Maybe you just send out an 

email saying, “Do you want to help us share news of the campaign? Here’s how. Sign up and 

we’ll get you emails during the day.” That’s almost like a temporary ambassador program.

Beth: Or like a level one.

Justin: The very basic, not the entirely involved ones. Not those who shape the program over 

time. Not those who are your key volunteers on and off ones, but kind of those who are on a 

one-on-one basis.

Beth: Yeah. That is a great way for people to get started. You jump in and you try this stuff. 
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Have you found any ways to sort of track the success of an individual ambassador? I would 

think knowing which ambassador’s tactics were working better than another might either 

help you get them to tell you what they’re doing so you can replicate it or if there are people 

going on to your website, grabbing down these materials and utilizing them to be able to 

know who is the person that should then be contacted to say, “We’d like to promote you and 

bring you further and deeper into our network.”

Justin: Yeah. I think at the hospital fund raising events like a 5K walk or a 10K run or 

something along those lines that has donor pages, that’s probably the most common form of 

ambassador tracking that we see. We don’t really call it ambassador tracking. When you give 

them their own space, each ambassador has their own page to raise money during online 

giving days or during a certain event, you can see which ones are the most effective, but 

beyond that, what about things like sharing content because most of the time I would think if 

you had a really good ambassador program, most of the time you’re using the ambassadors 

to communicate your message and not necessarily to raise dollars every single post. In that 

case you need to set yourself up in advance so it’s an infrastructure thing. You want to have 

a Facebook application that can track who gets the most likes, the most comments, the most 

shares, something that they’ve shared so long as it’s an individual, you are free to share via 

Facebook. Same thing with Twitter. You’re just kind of creating individually. You are all that 

you give to each individual ambassador and which ever one performs the best over time, you 

start to get a sense of who is getting that message out on a routine basis. It’s really all in the 

infrastructure. Setting up personal fundraising pages from ambassadors tells you who is the 

most effective at raising money in a period of time and you can do the same thing for the 

way you share your content by email. There’s some really nice email programs that will sort of 

create “class agents” in their email program. Others just sort of have an ambassador type tool 

where you track the email. Which ambassador has the highest open rate, which ambassador 

sends the most email, which ambassador has the most networks. Try to understand which one 

of them is getting the content out to the widest number of people on the most consistent 

basis. Like I said, it’s all doable, it’s all trackable, but you have to think about it at the front 

end and the back end.

Beth: Right, exactly. And some of it may be in line with things like the current infrastructure 
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that you have. If you have a Blackbaud system, there’s resources that are built into that. If 

you’re a smaller organization you might have to maybe put a few different things together on 

your own.

Justin: Yeah. You’re absolutely right. Then you have the back end data too so if you are on 

Raiser’s Edge. That might come with a number of options that you have as far as their email 

tools or your online giving tools. It just depends. You do have to consider budget and the 

smaller the organization, the less money you have for those big software platforms, but there’s 

also the less need you have.

Beth: I think that’s a huge point, absolutely that there’s often that feeling of ‘we can’t afford 

this so we’re never going to be able to make this work’, but that’s huge.

Justin: If you have an operating budget of less than $500,000 a year and you’re not expecting 

to raise eight and nine figures, you can count your supporters in the hundreds really. A lot of 

what we’re talking about here you can do manually just by simply setting up a spreadsheet 

and tracking things over time. Even for the larger organization, even a big school, I still say 

start with your low hanging fruit when it comes to identifying an ambassador for example and 

pay real close attention to that group and make sure that they turn them into real advocates 

for your institution and build your program from there. Whether you’re tiny or huge, I think 

there’s just sort of elbow grease type first step that is required.

Beth: Absolutely. I think that that’s really terrific because it’s important for people to know it 

doesn’t really matter what size you are that you don’t have to start off with something massive 

even if you are a massive organization and if you are a small organization you don’t have to 

forgo this concept just because you don’t have the infrastructure or the resources to do it. The 

whole concept of it’s peer-to-peer and if you have four people like you said in the beginning, 

if you have four people that are following you and tracking you and showing that they love 

you, you can get started doing something.

Justin: You can and you can make a big impact with them no matter who those four people 
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are.

Beth: Yeah. Let’s talk a little bit about sort of the state of social and things that are changing, 

especially when people talk a lot about now which is things like Facebook that are not 

showing posts organically because a lot of what you’re talking about now seems to really be 

the kind of thing that’s supporting that and what I hear a lot from people is no one’s seeing 

my posts. What am I going to do? Facebook wants us to pay. There’s now way around that 

or the only way around that is to then start building ads. Can you talk a little bit about how a 

program like this really plays into what sites, what things like Facebook and other social sites 

want people to be doing on their sites and so they reward you for that?

Justin: Less than 5% of your audience on Facebook is going to see the average posts so 

you’re right. The numbers are dwindling. Facebook is changing the algorithms to try to force 

buying advertising and there really are two ways of combating that. Buying advertising. A 

Facebook ad is pretty effective and a pretty good bargain especially for online advertising. 

They perform about fifty times better than a traditional banner ad so paying for advertising is 

effective in some ways anyway especially when it comes to including expanding your reach or 

your engagement. The other way is online ambassadors. Online ambassadors are individuals 

so they don’t play by the same rules as pages and if they’re influential individuals, most of 

their friends are going to see their content so you might have 10,000 following you, but you’d 

be lucky if 500 people see your post, whereas if you have 10 ambassadors each of which have 

500 people following them, you’re probably looking at more like 2,000-3,000-4,000 people 

seeing that post. Then when you combine the two, that’s where you’re seeing the most reach.

Beth: Interesting. Really? Okay.

Justin: We use the online ambassadors to get a post out and boost that post through 

Facebook ads because with Facebook ads the more someone likes something, the more 

you’ll see that ad just with their content in general. We’ve had clients who typically will get 

maybe 5,000-10,000 views — we’re talking about reach on Facebook on a post. If they add 

an ambassador, that can easily climb to 16,000-25,000. When they add ambassadors plus 

Facebook promoted posts, they’re reaching somewhere between 25,000 and 200,000.
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Beth: Wow! That’s really sort of huge and that plays into the concept of — technically that’s 

multi-channel. It’s exposure, it’s increasing people seeing things, but even if it’s all within 

Facebook a person that’s viewing something is not going to view or perceive a post from a 

brand the same way that they’re going to perceive a post from their friends so their brain 

might make the impact of seeing it more than once, but they’re going to respond differently. I 

can see how that would really function that way.

Justin: The recommendation from a friend is the most trusted form of advertising.

Beth: And always has been.

Justin: It always has been and it’s nothing new. Nielsen just did another study to reinforce that 

and nothing else is even close [http://bit.ly/nielsenrpt]. What’s interesting though in that study 

by Nielsen is that number one form of advertising is a peer recommendation. Two, three and 

five so three of the top five through the next four are all online sources. I think it’s email the 

person, sign up for an organization’s website and then opinions posted online so when you 

have the combination of an online source coming from a person you know and trust, it’s an 

incredibly influential on moving the needle.

Beth: It really, really makes a difference. So let’s wrap up. I’m going to circle back to 

something that you said in the beginning, which was how to be realistic. Obviously it really 

does work. It really does make a difference, but what sort of expectations can people have 

for building a program like this? How is it affecting their overall organization because I think 

participation is important, but what we really want to talk about is how do we institute the 

type of participation that really makes an organization be really more sustainable and last 

longer, have people who are more involved, more attracted to the organization, paying 

more attention so that they show up at events, give back and do the things that will help an 

organization execute on it’s mission?

Justin: I think you just put the same resources and efforts behind your online strategy as 

you do any other component of your strategy. I so often have people say, “Our direct mail 
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program out does your online giving program by a factor of 20-1 or 10-1 or whatever it is” 

and then I ask them what their budget is for their direct mail program and what their budget 

is for their online program and direct mail has about 50-1 advantage. So its ROI. Just like with 

the viral messaging thing. I used to hate it when people used to ask about viral messaging, 

now I love it. I used to hate it when people asked about ROI and now I love that because it’s 

like life. You get into life and you take out of life what you put into it and you get what you 

pay for and whatever other cliche we can come up with. It’s all the same way. If you invest in 

staff first and foremost to be good community managers, to put together a smart strategy 

and implement that strategy to run things like online giving days as you pay developers to 

produce a beautiful web presence for you that is attractive and that is engaging and user 

friendly and mobile friendly, if you have big donors step up and provide things like challenge 

grants and matching grants during online campaigns to drive activity, you can be incredibly 

successful, but you have to invest in it. You have to invest in the resources the same way you’d 

invest in any other resources for your organization and if you do, if you do it right, I really 

think we’ve seen that online will pay much higher dividends than a lot of those other tools.

Beth: I think that is fabulous. Justin this was terrific. Do you have any final tip or if people do 

nothing else do this one thing that you want to leave the audience with?

Justin: Find your five biggest online supporters who have influence in a big community online 

who care about your organization, who often post about your organization, start working with 

them to get your message out to audiences.

Beth: I think that’s wonderful especially because that is so simple and anybody can do it with 

any budget.

Justin: That’s very true.

Beth: Justin, this was fabulous. Thank you so much. If people have questions, would you share 

a way that people might be able to reach out to you?
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Justin: Yes. Our website is bwfsocial for Bentz Whaley Flessner, so bwfsocial.com I’m on 

Twitter @justinjware or bwf_social and my blog is justinjware.com. You can find me on 

LinkedIn pretty easily too.

Beth: Yes, exactly and I will have all of the links to the many, many links that Justin shared on 

the show notes page so please keep an eye out for that and thank you again. This was terrific.

Justin: Thanks Beth. It was great talking with you.
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