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Beth: Hello and welcome to Driving Participation. For all of you who celebrate the Christmas 

holidays, Merry Christmas! You should be hearing this on December 24, 2014 and I am thrilled 

today to have Sandy Rees of Get Fully Funded on to talk about what you should be doing 

from today until December 31 to make the most of your annual giving campaign. Those of 

you that are involved with me may remember hearing Sandy from the annual Q&A that we 

did back at the end of October and if any of you are interested in seeing the question and 

answer show that Sandy and I did as a webinar, you can find it by going to nonprofittoolkit.

net’s YouTube channel, so just go to YouTube and search for Nonprofit Toolkit and you will 

find a video recording of the Q&A session that Sandy and I did where Sandy was fabulous and 

she gave out a ton of answers for how people can make the most out of their annual appeal 

season. I wanted to bring her back on this week to talk about just that final push for the end 

of the year and what are some last minute things that you can do to really maximize your 

gifts at this time of year. People ask me a lot are things like “what can I be doing with email,” 

“what can I be doing with social”, “how much is too much” and so we’ve got Sandy on to talk 

about that. Welcome Sandy. Thanks so much! 

Sandy: Hey, great! I’m glad to be here. This is exciting and one of my favorite things to do. 

I’m always astonished at people who tell me that they’re going to take off the week between 

Christmas and New Year’s and not work. I think “why would you do that” because that’s a 

great week to fan the flames and get those last minute gifts in. It’s a great week to do some 

last minute things and I’ve got some good ideas for you.

Beth: Absolutely. That’s terrific. I suppose if you’re listening to this and you can line 

everything up and get your emails scheduled and your social posts organized then you can 

probably take a little time. My son is in the military and I’m getting my chance over the 

weekend between Christmas and New Year’s to go down and see him at flight school in 
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Pensacola so I’m very excited. I never take time off between the holidays. I am bringing my 

laptop and he has internet at the house so there’s always a way you can stay connected to the 

people that want to hear from you. I agree this is a great time and surprisingly there are a lot 

of people that are actually working, so it’s probably not a bad time to pick up the phone.

Sandy: Absolutely. There’s a lot of stuff that can be done. I’ll just go ahead and jump in if 

that’s okay.

Beth: That’s perfect!

Sandy: Christmas falls on a Thursday, which means you want to do some things on Friday 

the 26th and the good news is with the technology that we have these days you can pre-

load some of these things up. I recommend to a lot of people to go ahead and be prepared 

with an e-blast or an e-appeal, basically an email that you’re going to send out to people to 

invite them to make their last gift of the year and you can send that out on the 26th. What 

I like about that is that’s right after Christmas and if you have people on your list who are 

not observing Christmas and it doesn’t really make a difference to them, that gives them a 

few days to get their ducks in a row to make that gift before the 31st. There’s sort of a series 

that I like to follow, like I’ll put that email out on the 26th and then also start supporting that 

on Facebook by posting on Facebook or on any of your other social media for that matter 

that “hey you’ve still got a few more days to get your year-end gift in” and you can play 

on the theme “before the clock strikes midnight on the 31st” or you can play with it in any 

different way you want. Send that appeal out on the 26th, that’s a Friday. Then on Monday 

the 29th you’d send out a reminder and in that reminder you can weave in a bit of a story 

and talk about some really cool thing your organization has done during the year that’s really 

made a difference and changed a life. There’s sort of an over-arching theme that I would 

encourage you to do in all of these messaging pieces in your emails and on Facebook and 

so forth. It’s got to be interesting and relevant to your reader. It cannot be all about you. 

It can’t be about “we haven’t quite made it to our annual fund yet. Support us and make a 

gift” because nobody cares about your annual fund. Nobody cares about what’s going on in 

your organization. What they care about are the lives that you’re changing. They care about 

the people you’re serving or the animals you’re saving or the environment you’re protecting. 
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That’s how you want to focus this so keep it very interesting and relevant to your audience at 

all times. You can send that first email on the 26th and a follow up reminder on the 29th. If 

you really feel like it and you think your audience can stand it, you can send another reminder 

on the 30th. I usually like to skip that day and then send that one last reminder out on the 

31st and tell people “truly you can make your very last gift today. You can drop it off at our 

office or if you want, you can click on our ‘donate now’ button on our website and here’s the 

link. Make your last gift for 2014”. You might want to go double check and make sure your 

‘donate now’ button is working because the last thing that you want to do is to send a bunch 

of people to your website and that button is not working, it’s not functioning for whatever 

reason. Don’t let that happen. Make sure that it’s working and make sure that it’s very easy 

to find. Go have a look at your website and look at it with beginner’s eyes and imagine if you 

were looking at that site for the very first time, does it make sense to you and can you find 

the button? Does it show up on the home page? Is it big and red and in the upper right hand 

corner, which by the way it should be? It should be very, very easy to find. Just go test it out. 

Have a look and see what the email says that automatically goes out. Once somebody makes 

a gift, what do they see next? What does the email say? Make sure everything is warm and 

sincere and personal and makes that donor feel good. That’s your job. The thank you is to 

make sure the donor feels really good about their decision to give you money because the 

truth is, they don’t have to make a gift. They don’t have to part with their hard earned money 

and when they do, you need to reward them with really warm, sincere thanks. 

Beth: Sandy, these are really, really great tips and a lot of reason to do this push for the 

end of the year is of course so the organization can make the most money at the end, but 

the reason it often resonates with people is the whole taxes thing. Get your money in now 

so you can have a tax deduction. I think that’s what a lot of nonprofits think that people are 

thinking. My question to you is, is that what people really are thinking? That it’s only Christmas 

for some of the people that you may be communicating with, but it’s the end of the year 

for everyone. How many people, that’s really what they’re thinking when they’re wanting to 

give that money at the end of the year? I think that that’s a factor in your messaging. A lot of 

people I know do put into their end of the year messaging “get your money in now for tax 

reasons” and that is one way to approach a it’s all about you message, but it’s not the warm
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“give to this cause that you care about” end of the year message. Where do you fall on the 

content of the message and what you should be talking about?

Sandy: Well, I think that’s a fascinating question because the truth is, people who don’t know 

any better think that everybody gives for the tax benefit. Here in the United States we have 

that benefit and there are a lot of other countries in the world where people don’t get to 

use it as a tax deduction when they use it like a charitable gift so we have that here, but the 

interesting thing is that you only get that deduction if you itemize and most people don’t 

itemize so for most people, it doesn’t really make any difference. I think what we really want 

to talk to people about is how their money makes a difference, how it’s going to be used to 

impact a life, how it’s going to be used to change a life and that when they make that gift 

before the end of 2014, it’s going to set your organization up for success the minute 2015 

begins. I think you can come at it that way of “if you itemize it is tax deductable” and that’s 

great, but what you really want to feel good about donor is that you are helping us change 

lives in this community or around the world or wherever it is that your organization works and 

help make it better for people who are struggling or for people who need the services that we 

offer.

Beth: That’s great. In storytelling, do you recommend telling a story of something that you did 

last year that had an impact? Specifically thinking about the story that you want to tell the last 

week of the year, is it a story of something you did that worked or you start telling a story of 

“this is what we’re going to be able to do in 2015 or the next year because of your support”. 

Which way is it that people should be telling the story this specific week?

Sandy: Almost always when I tell a story I use sort of the same formula and it’s always I start 

with the before. I use a before and after format where I’ll think about a specific person or 

a specific family or a specific animal or a specific piece of property, kind of depending on 

what your organization does and we talk about what it was like before that person or animal 

experienced the services that your organization offers. Let’s say it’s someone who has come 

to a food bank and they’re struggling to put food on the table for their family. We can talk 

about what that’s like for that single mom who is making a choice between paying the rent 
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or feeding her kids and how gut wrenching that is and how hard of a decision it is and when 

she looks around and everyone is celebrating the holidays and everybody is talking about 

their ham dinner or their turkey dinner and she knows there’s no way she can buy gifts, she 

can’t even get them fed so we want to convey that kind of emotion. Then we can say “the 

good news is because the ‘fill in the blank’ food bank is here, she’s going to have access to 

groceries. She’s going to have access to emergency food support and be able to provide for 

her kids. Nobody is going to go hungry.” We can say “the good news is our organization is 

here doing out work and because we’re here, her and lots of other people just like her have 

one less thing to worry about this holiday season”. That’s the good news. The bad news is 

there are hundreds, if not thousands of people in that situation and it’s only going to get 

worse as we roll into the new year. As we go into January, we know—we can think about 

last year how the weather was. What happens to these folks when the weather gets bad? 

Well, their heating bills go up. You can kind of roll it up that way and talk about that. Even 

though there’s good news that we were able to step in and help, there’s still a huge need 

and we need to be ready to address that need and that’s where your gift comes in. Your gift 

is going to help set us up and be ready when people turn to us in January. That’s how I like 

to tell a story. I like to get into the emotion because I think people need to feel a strong 

emotion, whether that’s love, anger. Compassion when it’s done right can be a very strong 

emotion. You want them to feel that. You want them to get a sense of your organization is 

doing something that matters, but then they need to understand the breath and the depth of 

the problem. I think that’s what’s going to move people to give. I think if you leave out that 

bit of hope, if all you talk about is the thousands or millions of people who need what your 

organization does that can leave a donor feeling very hopeless. When you show them that 

you can make a difference, that your organization is poised to be the one that can provide 

that emergency food or provide whatever the service is, that gives people hope and shows 

them what’s possible and people like that. I think in this day and age particularly where you’re 

so inundated with crazy news and every day of just all kinds of horrific things that happen in 

this world, people want hope. They want to know that they can play a part and have a role 

in changing somebody’s life for the better. I think putting that hope into the story is very 

important and very powerful.



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

Beth: I think that’s great! What are your takes on doing a story arc? For example, if somebody 

has already mailed out their print letter that has someone’s story in it to use this week to 

maybe tell another side of that story or the next stage of that story. Maybe in the letter it was 

“this is where the situation is for this family”, but people have been giving to give maybe an 

update on that family or that animal or that property to begin to tell the next chapter of that 

story or is it better to just start with “here’s a totally fresh new and different story”? There’s 

different approaches to storytelling. What are your thoughts on those different angles?

Sandy: Well, I think if you can use that same story in a couple of different places, the 

consistency of the message will play to your favor and if you don’t have time to go find 

another story, recycle it. Use it again. If you can tell it from a different point of view or go 

deeper with the story, that’s great, but if you don’t have time and all you can do is just 

absolutely tell it again, it’s fine. People tell me all the time “we can’t use the same story” and I 

say “your donors aren’t paying that much attention to you”. Trust me, they don’t remember.

Beth: I think that’s such a key thing to tell people, especially because this show is going to be 

aired on Christmas Eve. Many people who are either celebrating the holiday or even if you’re 

not celebrating the holiday, we all know that many organizations just grind to a halt. No one 

is paying attention. Everyone is focused on themselves so getting business done and doing 

these things is a lot harder in the last couple of weeks of the year. If someone is listening to 

this today, we’re saying to go out and find another story or write another story, they’re going 

to just want to strangle both of us. I think it’s important to let people. You’re right, people are 

not paying as much attention even if you re-tell that story or just re-write it in a little piece or 

when you made it what your original story, maybe there were some details you had to leave 

out because you had to put it into a short enough letter. Maybe there’s a little snippet or 

something that didn’t fit into the original version that you collected from the person that you 

could put in or maybe you have time to just check in with that person. Give them a call. How 

are they doing? How are they benefiting this week? Maybe they stopped by your food bank 

and picked up a box of food. Maybe something has changed for them. Who knows? There 

may be a new angle, but it’s okay to just say the same stuff over again. You’re right. Everyone 

is getting a lot of contact. One thing with direct mail is we call that a bumper mailing where 

we’ll mail something and then we’ll mail the exact same thing again because people aren’t 
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paying attention and they don’t recognize that when they see the same thing come back 

again, you get that “oh yeah, I meant to do something about this”. That’ really, really works.

Sandy: One of the other things that I have done in the past and I don’t know if anybody will 

have time to do this, but if you do have access to that person that you told their story in the 

letter, take a video camera or a SmartPhone and go do an interview with them and get in their 

own words what a difference your organization has made. Then when you send that reminder 

email out on the 29th, you can send a link to that video and say to people “if you want to 

hear in their own words, click here” and I’ll tell you, that is a powerful, powerful thing to do. 

People love that. You may need to be prepared to do some video editing because if you 

shoot a whole bunch and just ask them several questions, you’re going to get a whole lot of 

stuff. You may not want to share quite all of that with your audience, but you may be able to 

do just a little bit of editing and it’s really simpler to do that sort of thing and you can have 

something really powerful. I’ve done that before with Habitat For Humanity where we’ve shot 

a story with video, taken part of it out, put it into a print piece and then in the print piece we 

said “if you want to hear this story, go to” and we send them a page on the website and holy 

crap! It just lit up their website because everyone wanted to hear the rest of the story.

Beth: That’s great. I think that’s a really good thing for people to start to think about as we’re 

moving into January, to really start planning story collection for next year. We’ve talked about 

email and what days you would recommend sending out these specific emails, which some 

people were still in the office this morning, you can still plop those in and schedule to have 

the ready to go. How would you advise people getting social involved in the more direct 

depths because you and I both know that Facebook isn’t always the place that people click a 

button and give directly, but sometimes it is.

Sandy: What I have seen in the last year or so is there’s a lot more groups who are raising an 

increasing amount of money from Facebook.

Beth: Directly?

Sandy: Yes, directly. Here’s what I see. If you go put something on Facebook and it’s all text 

and it says “support our annual fund. Click here”, you’re going to get no clicks. First of all, 
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there’s nothing compelling about that. There’s nothing interesting. There’s no emotional hook 

to that at all. Think about it. What are you used to seeing on Facebook? What do people see? 

Well, we see graphics. We see visuals. You need to have some kind of graphic that you’ll put 

with that and make that clickable where it says something like “there’s still time left”. You 

could even do a countdown if you wanted to. On the 26th you can say “five more days to 

make your final gift for 2014”. On the 27th, it can be “four more days to make your gift” so 

you can do that and that would be just fine. I think it’s going to be even better if it’s a photo 

of somebody that you’re helping, that your organization is helping or a representative. It 

doesn’t actually have to be a real client of your organization, but it needs to be representative 

of the people you’re helping and you could have a very short message like “your gift makes it 

possible for this family to eat. Click here. Donate now” and that sort of thing and send them 

right to your donate now page. You can do that sort of thing. I think you also have to really 

think about how you’re showing up on Facebook or any of the social media. It can’t just be 

for that last week of the year. Give, give, give, give. You have to also roll in some other pieces 

that are interesting. You have to put yourself into the shoes of your donor or your audience 

or your prospects and think about what’s interesting to them. Well, you want to continue 

the kinds of things you have been sharing. I think about all the animal rescue groups that 

we support and I know that they will continue to have adoptions going. They will continue 

to have animals that they’re taking care of so they can continue to share pictures of intakes 

and adoptions and things like that and intersperse that with “you’ve got five more days to 

make your final gift for 2014” or whatever message they want to use. I think you do have 

to mix it up a little bit and I think the best way to do that is to put yourself in that donor’s 

shoes and think “what’s interesting to me”, “what do I want to see”, “what’s going to move 

me to get my wallet, get my credit card and click on that ‘donate now’ button and enter that 

information”.

Beth: Absolutely. So you’ve got to mix up the different messages. Do you have any guideline 

for people? Would you say this is enough, is enough? In the course of a week the amount of 

times people can tolerate being asked for money if it’s the last of the year and you’re putting 

out donor posts or is it different for every organization?
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Sandy: I think it depends on what your audience is used to. If your audience is used to seeing 

something from you every day, and I think honestly every organization ought to be posting 

3-4 times a day on social media. Again it has to be mixed up. It can’t all just be about give, 

give, give or us, us, us. I think having those pictures and some more interesting things really 

helps make it almost more bearable for the audience. I think you can ask every day and if 

you’re doing some kind of a countdown, absolutely you can do that, but you may want to mix 

up the time of day that that posts. If you’re posting “you’ve got five more days to make your 

gift”, you may want to post it at let’s say 5pm one day, 8pm another day, 11am another day 

and just mix that up so people aren’t seeing that all the time. You also have to remember that 

most people aren’t on Facebook all day long and they don’t see every single thing that you 

post. 

Beth: Many people don’t see it at all because Facebook’s really reducing the amount of 

exposure. That’s something to be aware of and there are things you can do to get around that, 

but mostly it’s getting people involved and to be active. We actually did a seven day social 

media count down in getting ready for #GivingTuesday and people used that and people had 

some really great success with it. Interestingly enough, one of the things we saw as a result 

of that is people that used it that had in the hundreds of fans on their Facebook page didn’t 

have as great of a success as people who had thousands of fans on their Facebook page. We 

still need to be doing things to grow your fans. There have been times that people have said 

and I know I even have said this “how many fans you have doesn’t matter”, but it matters in 

that if you’re only going to be getting a percentage of people to see it, the more fans you 

have the greater percentage. If you have 200 fans on your Facebook page, you’re going to 

get 13 to maybe on a good day 40 people seeing something that you’re putting out. If you 

have 5,000 fans on your Facebook page then you’re going to see more. This last week of the 

year is also you trying to get more people engaged and more people clicking on things and 

to start thinking about what you’re going to be doing next year so social can be more of a 

part of your actual donation plans and it’s moving that way.

Sandy: Absolutely. One of the organizations that we work with, it’s a horse rescue group, they 

did a promotion last year that they called ‘Twelve Days of Christmas”. I’m trying to think of 

exactly when they started it, but it ended on the 31st. Back up and figure out when that was. 
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Every day they were posting—it was very smart how we wound up setting it up. They would 

post on their blog one item that they needed a lot of. One day it was hay and they would 

talk about how many bales of hay the average horse would eat a day and when they had ‘x’ 

number of horses in the barn, this is how many bales of hay they needed a day and here’s 

what it cost. They would invite people to make a gift to support them so they could keep 

feeding them hay. They would put that on their blog and then they would put a link to the 

blog post on Facebook and social media. They kind of branded it and put some graphics on 

it with the Twelve Days of Christmas and that was really fun. The next day it might be farrier 

care. For those of you who don’t know, a farrier is a guy who comes and does the horse shoes 

or trims the feet or whatever. Then they would talk about why you have to have the farrier out 

regularly and how awful that is when you have a brand new horse who has just come in and 

just been rescued. They would put that on the blog and there was an article that was very 

educational. It raised a lot of awareness. It helped people understand what the costs are. By 

the time we went through the top twelve costs of what they’re paying for and what they need 

to run the organization, it was a very cool promotion.

Beth: That is so great. Things that I specifically love about that is that they did their story 

telling on a hub that they own. By putting their long form story on their blog, they gave 

people a reason to go to their space and not just hang out on Facebook and you can’t control 

and you can’t capture email as easily. That’s one thing that I really liked about that. I also like 

the fact that they were specific. They didn’t just say “hey, help us take care of horses”, “help 

us rescue horses”. They pulled back the curtain. I don’t know what a farrier is. You’re a horse 

girl. Last time I rode a horse was in Girl Scouts I think, so it’s been a little while. I don’t know 

that, but if it’s something that I care about, it’s amazing how organizations have this thought—I 

have this even though I’m not perfect—we all thing that everyone totally gets everything 

that we do and understands us deeply. There’s that and then also sometimes we get used to 

our own jargon and our own terminology, that we forget that these may be foreign things to 

somebody that’s in our organization and the goal is to bring new people in, that when you’re 

using insider language to insiders, that makes them feel closer to you. When you’re using 

insider language to people who are not yet indoctrinated into your organization, it makes 

them feel excluded. Putting on your own blog because the other thing is these pages on 

your blog are going to live forever so being super specific, being very revealing about what 
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goes on behind things. The third thing that I really liked is they use the aspect of real time 

marketing. They used the Christmas holiday and the concept of twelve days of Christmas, 

which many people that celebrate the holiday of Christmas understand that reference and 

they use something that people get from their own personal lives and use that as a bridge to 

cross people over into interacting with their organizations. On those three elements, it’s such 

a smart way to do something and it’s not even that difficult to come up with twelve things 

that you need for your organization that you’re going to talk about. All you really need to do 

is write a little mini editorial calendar. If it’s Christmas Eve and you really want to kick off the 

last week of the year and you’re worried about over-communicating with people, even if you 

just do seven posts for the last week of the year or if you do Monday through Friday for the 

last week of the year, what can you do to super focus people’s attention and to give it a bang? 

If it’s just too crazy then there’s also nothing wrong with doing that the first week of the new 

year because guess what? Yes you want to have this great year, but as Sandy’s said, the tax 

benefit is really only a hook. It’s really only a hook for really the large number of people who 

give because they need tax people and these are not the people who are giving you $25 or 

$200 at the end of the year. The people that it really matters for taxes are your major donors. 

All of these people, you still want them to give to you in the first week and every week of 

2015 or whatever your next year is. These are the things to think about and if you have a little 

bit of time and maybe it is a little quieter at your organization the week between Christmas 

and New Year’s or the last week of the year, spend a little time thinking about for the first 

quarter, what would be a good hook? What’s some sort of a campaign that you can create? 

How can you maybe plan to do something around Valentine’s Day like a donor love event? 

Those are other things you can do. Plan some ways to use some fun and engaging tactics in 

the first quarter.

Sandy: It was really fun the day we sat down and came up with those twelve different costs 

and the twelve different ways we could help somebody understand what the organization 

does and what it takes to take care of those animals. If somebody’s listening to this and they 

think “I’d love to do this, but I don’t have a lot of time”, do three. Just pick the top three 

expenses for your organization and go deep into them and you could share one of the 26th, 

one on the 29th and one on the 31st.
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Beth: I love that! That’s a perfect idea. It doesn’t have to be huge. One of the things that 

Kate Sheridan just told me when we did our Build a Momentum podcast is even little things 

make a difference. You don’t have to go crazy huge to have an impact on something. The last 

thing I want to make sure that we cover is something that you and I know never gets covered 

enough. It’s taking time to make sure that you are thanking people and I heard a great 

term on another podcast that I listen to about the concept of gratitude. Gratitude is such a 

wonderful thing to show your gratefulness. You should never use the word to put into the 

definition, but show how much you value what someone has already done. I heard this term 

called ‘active appreciation’ and I loved it. I had never heard it used before. It was a business 

podcast, but I thought it was a really terrific idea that if you could begin to start to cultivate 

active appreciation. I think I want to do an entire podcast on this concept. To think proactively 

about showing constantly our donors and our members or anyone in our orbit how much we 

value their attention. What are the things you think people need to be reminded of or to be 

aware of in this process of showing active appreciation for the people that are giving to them 

throughout their annual campaign and beyond?

Sandy: Well, how much time do we have? I think I could talk for hours.

Beth: Ten minutes—go!

Sandy: I think we could talk for hours about how important appreciation is and how poorly 

done most of it is. I tell organizations all the time “if you just get this half right you’re going 

to be so far ahead of everybody else” because most people do a terrible job of thanking 

their donors. Right here at the end of the year, one of the things that you could do if you 

really want to get good at this, pick out your top ten donors and call them to say thank you. 

If you get started first pop on the morning of the 29th and you just call ten people to tell 

them thank you, that can have tremendous long term benefit. If those people have not yet 

made their year-end gift and they’re going to, that could be very motivating for them. If not, 

just know that it’s going to build relationships. You are essentially dropping points into an 

emotional bank account. When you do that sort of thing, you’re showing people that you 

care, that they matter, that it’s worth you taking time out of your day especially at the holidays 

to make it happen. The thing is, if you don’t connect with those people, but you leave a 
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message, you still get bonus points for that. People are still going to be knocked out of their 

socks impressed that you took the time to call and thank them. It can go a really long way. 

My belief is that people need to feel good when they decide to give you money. Like if they 

decide they’re going to make a gift and they go through the trouble to get their wallet out, 

get that credit card, put that information in, your job is to help them feel good about that 

decision. The biggest way you’re going to do that is by thanking them well, doing it warmly 

and sincerely and doing it promptly. You may need to look at for your major donors, for those 

people who are giving a lot, how do you thank them 5 or 6 more times over the next six 

months so that they really get it that you really appreciate them and it’s not just their money 

that you care about. 

Beth: Absolutely and to not just do the same repeated thing over and over again. One time a 

phone call. Everyone says you have to send some sort of a receipt, but there’s many times at 

the end of an annual appeal gift, people will send a letter that says “thank you very much. Use 

this for your tax records”. You have to have that, but it is not appreciative and it’s not warm. 

As nice as it may sound, it still has the feeling of a receipt about it. Interestingly enough over 

at nonprofittoolkit.net in the first quarter of 2015 we’re actually going to be launching a series 

of thank you cards for people. They’re going to be down loadable PDF files that people can 

print on their printer that they have in their office or they could print thousands or hundreds 

of them anyplace and there’s all different fun designs so I’m really excited to be able to share 

that with you. That’s the first time I’ve told anybody that we’re going to be launching that. We 

have tons and tons of different styles of cards that are fun and sweet. I’ve had a number of 

different illustrators work on really great really cute designs. We have some really cute animal 

ones for you. 

Sandy: Awesome!

Beth: Because I was told you’ve got to have that. Anyone that’s listening, keep an eye out 

and when they go live, take a look at them. Hopefully there’s something there that could be 

helpful for you to show maybe a different side of yourselves. We’ve had organizations tell 

us “we wouldn’t use anything like that. Our thank you card is a picture of our building or a 

picture of our kids” and that’s great. When you get that in the mail, people know that it’s from 
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you, but if your goal is to thank people early and often and with tons of joy, just sending that 

same card over and over again is not really personal. What we’re trying to do is give people 

some really reasonable cost different ways to mix it up and add other ways and encourage 

people to do more than one thing. That will be coming out so keep an eye on that. Sandy, 

these are all really great ideas. How can people get in touch with you if they want to learn a 

little more about the other things that you do?

Sandy: On the web, we’re at www.GetFullyFunded.com and our mission is to help small 

nonprofits raise all the money they need to fully fund their budget so they can fulfill their 

mission so that’s why it’s Get Fully Funded. Over there you’re going to find a blog with literally 

hundreds of articles on it with more tips like this. I would encourage everybody to go over to 

GetFullyFunded.com and have a look around. Enjoy the blog and take advantage of all the 

freebies that are there and if there’s anything I can do, use that contact page and email me. 

Beth: Terrific. Thank you so much Sandy. This was great. I hope you and all the organizations 

that you serve and everyone that’s listening has a wonderful close out of their annual season 

and is ready to start 2015 with a bang.

Sandy: Awesome. Thank you.

Questions or comments? Contact beth@iriscreative.com


