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

am joined by Tammy Zonker, the Founder and Fundraising Practitioner of Fundraising 

Transformed and R. Trent Thompson, the Senior Director of Brand and Strategic 

Communications at The Children’s Center. Thank you Trent and Tammy for joining me today.

Tammy: Our pleasure. Good morning.

Trent: Thank you.

Beth: Tammy you are one of the people that as I  travel around the world speaking and travel 

around the internet talking, everyone says “you know Tammy Zonker” and I didn’t and I’m 

so happy for this opportunity to finally get a chance to connect with you and talk a little bit. 

When we talked earlier you had some really, really interesting things going on that you and 

Trent have been working on so I’m thrilled to have the chance to talk to you today. Why don’t 

we start by each of you telling me a little bit about yourselves, the work you’re doing now and 

how you came to this world of communications.

Tammy: Sure. This is Tammy, obviously. I spent the first fifteen years of my career in 

technology, in sales and had one of those “ah-ha” moments as a part of a [unintelligible] 

people in class and I realized the thing I loved about my life in addition to my family and my 

faith was my volunteerism in the nonprofit world, so a big light bulb moment. Went back to 

school to the IU Center on Philanthropy and started my path in the nonprofit world and have 

never, ever regretted it.

Beth: That’s terrific. It’s interesting that you went back and did some re-education. Not 

everyone goes about it that way.
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Tammy: Yeah, I felt like that was the credibility that I needed because frankly I interviewed for 

some development director positions making the case that my sales skills would transfer and 

really they nicely sort of patted me on the head and said [unintelligible].

Beth: Right, exactly. You’re based in Detroit now, but you weren’t always in Detroit. Why don’t 

you talk a little bit about what brought you back to Detroit and how you connected up with 

Trent and then we’ll let Trent talk a little bit about his background.

Tammy: Perfect. I had spent about ten years working specifically in fundraising for a Seattle 

based company and I had the opportunity to travel all across North America coaching and 

training and in 2008 when the economy was really bottoming out, I just felt a calling to go 

back to grass roots fundraising, to step away from the training and the theory and the models 

and say “what’s possible in this very challenging economy”. It was also the year I became 

an empty nester. If I was serious about innovation and looking for a test lab, Detroit was the 

perfect place so I got two puppies, as most newly empty nesters do.

Beth: We do, yes.

Tammy: Replacement children and packed them up and made my move to Detroit.

Beth: How did you and Trent get connected once you ended up in Detroit?

Tammy: Trent and I have known each other long before Detroit. He’s just a brilliant brand 

strategist and so when I came here and began tackling some of these very exciting projects, 

I reached out to Trent and invited him to collaborate because we really believe to maximize 

fundraising and even brand awareness, the brand and fundraising have to work hand in hand.

Trent: Absolutely.

Tammy: I think our work has really proven that out.
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Beth: Oh, I’m so with you. So Trent, tell everyone a little bit about your background on how 

you came to this.

Trent: Well, I’ve had the opportunity for just about twenty years to works on the for profit 

sector and I worked with some amazing companies, Lincoln Financial Group, Brunswick 

Corporation and some of the like Depew and Sofamor Danek and all those kinds of 

companies out there where I really learned a lot about different types of marketing and over 

the years as a lot of us do, we get to that place in life where it’s like “I want my work to do 

and mean something more than just helping to increase revenue for a for profit organization” 

and as Tammy said, we’ve been talking about different things and when she reached out 

about this opportunity I said “that’s the place” This is the chance to take all the skills, all the 

experience that I’ve had the opportunity to build over the years and apply it at a place where 

it really counts.

Beth: I am so with you. It’s sort of a lot like my path. I remember saying things like i didn’t just 

want to be the third bullet point on a marketing managers list, you work in this world and you 

really feel like the work you’re doing is making a big difference in a different way. One of the 

questions I would ask you Trent, how does that for profit branding experience translate into 

sort of the nonprofit world or the nonprofit consciousness? I’m in the same world you are. We 

do nonprofit communications and marketing work so I’d love to share your perspective on 

what sort of reactions do you get because I know I hear a lot of “well that’s corporate and it’s 

different”. How do you respond to that because I’m sure you’ve heard that as well?

Trent: Oh I’ve heard it many times and the way I have responded and the way it’s worked, I’m 

sure you’ve been in situations where you’ve tried to explain it and it just no reaction, right?

Beth: Yes, exactly.

Trent: I defend it by showing what it can do and it’s really a direct - there are nuances in 

terms of messaging and how you have different types of audience in the nonprofit world and 

additional audiences that you just don’t have in the for profit world navigating all of that, the 
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strategies, the tactics, the tools, they really are the same. It’s just how you’re using them in the 

for profit world to engage the many audiences that the nonprofit has.

Beth: Absolutely. I completely agree. I always love to tie things obviously to participation and 

how all of the different types of communications work towards driving that because obviously 

that’s our focus here. In the work that both of you do, how does participation matter? What 

does it mean to you?

Tammy: I’ll say that from a donor’s perspective because of the internet in part, because 

nonprofits are so accessible now, people want to see what it is that we do. They want hands 

on opportunities. They want to know and not just to read the annual report and know 

the essence of what you do and the statistics, the cost per dollar raised and the funding 

allocations, they want to see it and feel it and virtually taste it and participation is the opening 

to that, which I think is absolutely phenomenal because what I see is that when donors really 

connect with an organization and they can feel it more passionately, their giving increases, 

they open up their circles of influence more frequently and just so much goodness comes 

from that and that really at the root of that is true authentic participation.

Beth: I completely agree. Don’t you think that a lot of people get nervous about doing that, 

really opening up?

Tammy: Yeah, I think we get really nervous on both sides. I tend to work specifically now as 

Chief Philanthropy Officer here with The Children’s Center here in Detroit, I see that originally 

our clinicians who are so protective of our families and their confidentiality issues, that there 

is some protectiveness. Like participation, I don’t think so and so we on the nonprofit side 

absolutely have to create an environment where participation is safe, where it’s empowering 

for the consumer or the clients being served and where it’s also a great uplifting experience 

for the volunteer or the potential donor.

Beth: That is amazing and those are all the really big key elements that need to be in place. 

What are some of the things that you’re seeing and doing out there that you’re thinking is 
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making a difference?

Tammy: There are so many ways to answer that.

Beth: Really, we have time.

Trent:  One of the things we do is obviously participation is very important to us and even any 

given awareness campaign, any given fundraising campaign, even if we just have consumer 

events on campus, we create what we call “sharable content” to make it really easy for them 

to help us spread the word about all these different things that we’re doing. They want that. 

They ask for that and we’ve tried to facilitate that and make it less labor intensive as possible 

for all of those people who want to help us by empowering them with tools to get involved in 

many different areas.

Beth: I love that!

Trent: It’s just been very, very powerful and positive. Just that approach.

Beth: Tell me a little bit more specifically how you’re doing that? We’re talking about 

something right now that we call “social packages”, really bundling up a little media piece 

that helps people distribute the information, people that already have indicated that they 

want to. We talked a little bit about this with Justin Ware in a session called “Manufacturing 

Viral Campaigns” (www.iriscreative.com/dp022) about building ambassadors so when you 

say you’re putting together social things for people, what exactly are you giving them that’s 

making it easier for them to share on your behalf?

Trent: There are several things and it sounds like Justin’s covered some of that. I’m sure 

there’s some overlap, but for instance, when it comes to promoting awareness online, we draft 

Facebook posts and Tweets. It’s pre-written and then we send them only on the day we need 

them posted. We don’t send them this long document that they have to remember when to 

open it, what to copy and what to paste on any given day. We send daily posts and tweets. 
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Not daily, but when they need to be posted and all they have to do is cut and paste. You want 

to talk a little bit about the tour?

Tammy: Yeah, and before I talk about the tour, I’ll also say that one of the reasons you 

mentioned Beth, you mentioned the fear and that it’s a little scary. We’re talking in this case 

about children’s mental health, children who have been abused and neglected, children with 

disabilities and people want to do it right. They want to say it right. They want to use the 

vernacular in a way that honors our clients and does no harm, so the brilliance in having these 

pre-written tweets and posts, it kind of takes away some of that fear for our volunteer social 

media teams.

Trent: You’re absolutely right. I think when we first reached out for that help, that was the 

barrier. What do I say? That fear really meant that there was no participation because they 

didn’t know how to so this, as Tammy said, made it so easy for them to jump in and do what 

they can do.

Tammy: We also offer several times a month a one hour tour experience of the Children’s 

Center. In fact, I’m going to be leading one here very shortly and it’s not a facilities tour. It 

really is a tour of the mission where we highlight, we kind of translate twenty-four evidenced 

based inter-related clinical and behavioral health programs, which frankly it’s a lot of jargon 

and it’s really kind of scary so we translate that into a tour where we highlight our mission and 

how we help children get a healthy start, how we help them heal the hurt and how we help 

them find a safe and loving home. Taking all of that jargon and really putting it in context 

that people can get their heads and hearts around so they get statistics about the number 

of children we’re talking about, they get stories that move them to tears that inspire them, 

they get to see art that’s done through some of our art enrichment experiences that is really 

phenomenal and that is really one of our primary on ramps for participation. After leaving 

that tour, strangers, they’re hugging me as they leave. Not because I’m great, but because 

the mission, they just have all this emotion and inspiration and they want somewhere to apply 

it and that’s the on ramp to our participation. By the way, we’ve had groups that have come 

through, social maybe savvy folks who do live tweeting from our tour. It’s pretty cool!
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Trent: That’s incredible!

Beth: That’s amazing! What I love what you’re saying about this tour, I mean so many people 

do facility tours and it’s “this is the room where we do the art. This is the room where they eat 

lunch. This is the room...” and basically the communicate the facts and the features and what 

you’ve done is you’ve scripted your tour to communicate your mission and to connect people 

emotionally with the why of what you do as opposed to just the mechanics of what you do.

Trent: That is so important Beth. In the tour and being the on ramp, that we even created a 

video teaser that we put on our website just so people can see a glimpse of what this tour is 

about so that they will be encouraged to sign up and schedule themselves in.

Beth: Who do you want to be on this tour?

Tammy: Everyone!

Trent: Everyone!

Tammy: Anyone who cares about children, families who care about the future of Detroit. Our 

messaging, we boiled it down to “heal children, heal Detroit”.

Beth: Wow, that’s great! How are people finding this tour? These people that are showing up, 

how are they finding it?

Tammy: It’s really all word of mouth kind of grass roots.

Trent: Online and off line.

Beth: It sounds like part of the reason you’re attracting people and that it is spreading is 

because you’re creating an experience for people as opposed to just showing them your stuff. 
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Tammy: It’s true and we’ve even created the tour ticket and people are encouraged to take a 

few of these as they leave and help spread the word. We even created some little magnetic 

buttons that say “Take the Tour” or “Heal Children, Heal Detroit” as a conversation starter to 

make it easier for people to say “what do you mean? What tour?”

Beth: That’s fabulous.

Trent: They become our walking ambassadors at that point.

Tammy: We have over 400 people a year come through our tour experience.

Beth: For the kind of work you do, that’s astounding.

Tammy: Yeah, it really is and it does kind of culminate to ultimately for those who are really 

with us, of course they’re invited to contribute over time financially. What we find is that folks 

that have been through our tour, their gifts are typically 4-5 times larger than those who have 

not.

Beth: That’s incredible and what it sounds to me is this tour that you’ve created has really 

turned into a piece of content marketing. It’s giving people a reason to not just come, but 

basically to sign up and say “I’m interested”. So many nonprofits think that they can’t use 

content marketing or we can’t get people’s email addresses because we’re just asking them 

to sign up for our newsletter, but what you’ve done is you’ve created this experience that 

gives people a glimpse into what you’re doing and why you do it and it’s designed specifically 

to attract people that are specifically interested in the what you do and why you do it so 

that they’re going to want to engage with you, give you a real, not the me@me.com email 

address. To actually say “I want to hear more. I want to be part of it”. I would love to see 

more and more nonprofits give an exchange for an email address instead of just saying we 

want you to get on our email list so that we can give you stuff and tell you how you should 

give to us and stuff. What do you want? How can we give you something that you’re going 

to value in exchange for your email address? You’re doing that for people. With these social 

shares, I have just one follow up question I wanted to ask you about. This group of people 
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that you are sending this information to, the tweets and Facebook posts of, how are you 

sending it to them? Are you sending them that by email or are you using social tools?

Trent: We’re just using email. Email for them, they’re on the move. The goal was to make it 

as easy as possible to help us so the email is [unintelligible]. Facebook posts are a little bit 

longer than tweets. [unintelligible] This is what we’d like for you to put as your post on either/

or or both and we send it in the morning so they have all day and evening to do it and then 

they simply cut and paste right out of that email.

Beth: How many of these people do you have?

Trent: We’re probably up to about thirty-seven.

Beth: That is great and do you see the results? I’m sure you’re tracking it. Do you think quite 

a few of them do it and post online?

Trent: They do. We do track it and we are able to see their participation that way. If they 

don’t, we don’t beat up on them too bad. Something’s happened that day and we just send 

them the next one.

Beth: How did you find this group?

Trent: We reached out. We put out a call. We asked staff. We asked volunteers. We asked 

donors. We asked board members and committee members. We want everybody coming to 

the tour at the same time in terms of helping us spread the word. We want everyone’s help 

so we sort of create a mini campaign, a call to action to join this group and we just got an 

amazing response and it’s continuing to grow.

Tammy: Part of that outreach too was to connect with some of our corporate partners, those 

who invest in us through sponsorships or programmatic investments and we said “You’ve got 

a pretty good social media team. Could we invite them to come on a tour and see if they’re 
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interested in joining some of our volunteer social media activities”.

Trent: I should say another thing we do Beth is we create these custom Facebook covers 

every so often and ask that same group to help us get the word out, to upload those to their 

personal Facebook pages to help.

Beth: That is great. Once you’ve got this group of people who have already identified 

themselves as people who are willing to share their personal media space with you, why not 

ask them to do more things and the corporate partners, I hear many, many people talking 

about putting together ambassadors or a social media team together. Not many of them 

actually talk about asking their corporate partners to get involved and that’s such a great 

resource for all of you. It’s a great way for you to bring those people closer into your web and 

connect them more deeply with the meaning of what you do as opposed to treating them like 

a check. 

Tammy: Exactly.

Beth: I love that. I love anything that kind of serves multiple purposes. It’s just so much more 

sustainable and meaningful, rather than just being marketing. You’ve got these great people 

doing all of these things. Are they in one demographic? Do you find that they’re all ages? 

What’s the cross spectrum of people that you have involved?

Trent: It’s truly multi-generational. As Tammy said earlier, we have so many different people 

at different levels of interest at the Children’s Center, especially once they come through the 

tour. It’s that same cross section. It’s multi-generational and we’ve just been very fortunate to 

have that kind of diverse group of people wanting to support us.

Tammy: What we find is that people just love to share whatever it is they have in abundance. 

For some of them, it’s specific expertise. For others, it’s time. It’s access to other audiences. 

We have groups who come through the tour and say “We want to donate books. We want to 

give you winter coats for your children”, whatever they have in abundance and for some of 

them it’s also finances. It’s monetary contributions.
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Beth: That’s terrific. I want to shift now and talk a little bit about a specific project that you’ve 

done that really did some amazing things to boost participation in a specific way. We were 

just talking about different ages being involved, but you’ve done some really unique and 

interesting things in getting millenials involved and many people really feel that we’re going 

to use these millenials online to help share these social media posts and that’s really all 

they’re good for, but you’ve been doing some things that maybe prove that that’s not true. I’d 

love for you to share a story about what you’ve been working on.

Tammy: I think the thing that we’re most excited about and really proud of is the Children’s 

Center was actually just featured on the cover of Fundraising Success magazine for our “Heal 

Children, Heal Detroit” campaign.

Beth: In which issue?

Tammy: October, 2014 so it’s hot off the press and we were named the gold award for 

innovation, but the campaign of the year for 2013 as well as the multi-channel campaign for 

2013 and I think what really spoke to them beyond the compelling imagery and messaging on 

your traditional channels like direct mail and email, I think one of the things that truly spoke 

to them was the more innovative work we did under Trent’s direction to really reach out to 

millenials so they included pop up restaurants. At first when I heard this idea, I was like “what 

are pop up restaurants”. Pop up restaurant is where you take a facility that was not intended 

to be a restaurant and in the case of the Children’s Center we did a series of three. The very 

first one was at Detroit Farm and Garden. The same place where I bought my compost the 

week before, I now go to this ticketed event to benefit the Children’s Center and I have a 

local chef prepare a five course meal and we have this wonderful dining experience. It’s very 

popular within the millennial segment and we had almost sixty folks in attendance who were 

given a wonderful meal and we were given about five minutes to share a little bit about the 

Children’s Center, show that brief tour trailer and pass out the tour tickets and invite them 

to come and learn more. It definitely raised funds, but more importantly it began those 

conversations and that engagement with this millennial crowd. That was one of the attributes 

of that campaign.
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Beth: That’s really interesting. People always wonder “how did you know tht that would work? 

Why did you pick that kind of activity to try to target millenials”?

Tammy: I think that the key is you go where millenials are and you do what millenials like to 

do.

Beth: That is so key. It seems so simple, but it’s amazing how easily that’s missed. 

Tammy: In Detroit the millenials, there’s this migration back into the City, especially with our 

young people. They’re beginning to live in the City and they’re certainly re-energizing the 

foodie scene in Detroit so we thought these great up and coming chefs, foodie, coffee, wines, 

how could you miss.

Trent: We just flipped it on its ear a little bit and brought in the Children’s Center instead of 

some local band playing at these dinners or some artist or some artist talking, just leverage 

what they were already doing, but in just a little bit of a different way.

Beth: That is really a big key thing, is to really look to see what they’re doing. People seem 

to have a tendency and organizations seem to have a tendency so it’s hard to get out of your 

own way and focus on themselves and do things to share their programs, but being able to 

look at what a user wants and figure out how to jump in on their experience and give them 

something that they already want and just be part of it is so powerful. What else did you do as 

part of this project?

Trent: Another thing we did targets specifically the millennial population, we held a coaster 

contest.

Beth: A coaster contest?

Trent: A coaster contest. A yellow coaster contest. What we did was we created a set of eight 

coasters and each one had a very, you can’t see what we’re holding right?
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Beth: No and neither can the audience so describe it in detail. You know what we can do 

Trent? Send me a picture and I’ll post it on the show notes so people can see.

Trent: Getting Detroit back on its feet starts with baby steps. That’s one coaster. This is just 

different messaging and related to what is happening in Detroit that would resonate with that 

audience at the moment. Another one would be “Want a sound investment? Check out a kid’s 

laugh”. You flip these coasters over and there’s our mission and a [unintelligible] number on 

the backside of these coasters. These coasters were then placed in local restaurants, coffee 

shops and pubs where the majority of the millenials, we did a little research of where are 

they hanging out and what are the popular places that they’re going to, reached out to those 

organizations. Most of them agreed to put our coasters out and then we used social media 

and some email campaigns to promote this contest and the rules were when you find one, you 

take a picture of it, you post it on your social media channel of choice and tag the Children’s 

Center and then you’re entered into a drawing to win a gift certificate at that restaurant.

Tammy: The restaurants had donated a number of $50 gift cards.

Trent: We had a lot of fun with that and a lot of participation with that and so now we’re 

looking to do something a little bit different this year, but we’re not going to share that just 

yet.

Beth: Did you fund the production of the coasters yourselves?

Trent: Yeah, we designed in house and certainly everything we do we negotiate that price 

down to the bare bones so the vendors that we use love us and they really give us some 

fantastic price breaks.

Tammy: These are those cardboard coasters so they were not that expensive.

Beth: That’s such a great idea. It’s small. It’s easy to drop them off to different places. It’s 

something that a bar uses anyway, so if they can reduce the amount that they use and use 
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yours instead, that’s no skin off their back probably.

Trent: That was their reaction. You’re right.

Tammy: And they were thrilled because we were promoting it. They were like “you’re driving 

more traffic into the bar”.

Beth: So then they were willing. All they had to do is give one gift card. The fact you turned 

something into, you used the places that they go, you got yourselves out in the community, 

you supported other for profit organizations within the Detroit community, which is so part of 

your mission and then turned it into a contest using social. I love things that combine the in 

person and the online experience and it’s not that hard to do if you really think about what 

would be fun for people. That’s another thing, that what you do in your actual business is a 

serious thing, but what I’m loving hearing you say is you’re not afraid to let people have fun 

in the way that they engage with you. Sometimes people are reluctant to do that because 

when they deal with a serious matter, they want to be serious all the time, but to do well in 

social and probably very much with millenials, people want to enjoy their engagement with 

an organization. They don’t want to see their participation or their volunteerism as a weighted 

chain. This is the part of my life where I do things that are responsible and then the rest of my 

life is where I have a good time and you’re really bringing those two things together to make 

people’s experience with you be part of what they do that’s part of their life that they enjoy in 

their social life and have a good time with their friends, which is really what everyone wants to 

do.

Tammy: For sure and that’s really core to our culture. We want to help children navigate these 

very serious issues so they can get back to the business of childhood and play and learn so it’s 

very central to our culture.

Beth: It absolutely is. What results have you seen coming out of this?

Tammy: Well in terms of the campaign overall, I’m trying to think of what the percentage of 
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increase was, there’s kind of a trajectory. Before Trent and I came on board here and took 

on the Children’s Center turn around project, four years ago the annual year end appeal had 

made $2 I think it was.

Trent: Yeah, no kidding.

Tammy: The year after that it actually lost $2,000 and then the very first year so 2012, we 

made just over $70,000. Last year this campaign that we’re talking about raised over $90,000 

and this year’s campaign we’re aiming to raise $135,000 and because we just turned eighty-

five years old at the Children’s Center, we found a corporate sponsor, Ford Motor Company, 

who issued a challenge matched to our year end appeal so $85,000 will be ear marked to 

match dollar for dollar every gift given to this campaign. Again that’s just another way we can 

begin to lift that match up within all of our audiences.

Beth: That’s really amazing. There’s a lot going on with people talking about matching gifts 

and the other thing that’s been really interesting that people are talking about a lot now is 

monthly giving. I’m curious if you’ve been able to take any of these millenials that you’ve 

been working with and engaging with and getting them to show up at these fun, fun events 

and convert them into actual ongoing giving donors.

Tammy: I think that’s really the next level, the next hill for us to conquer is the monthly giving. 

I was so enjoying the most recently Penelope Burke’s research donor survey report that was 

released in September, 2014 about a month ago and really talked about the growing desire 

specifically within millenials to give monthly so we’ve stuck our toe in the water and I think 

there’s no where to go but up for us.

Beth: Absolutely and there’s so much opportunity and especially with the way that you’re 

engaging people from the beginning. As you’ve gone through this, what are some of the 

things that maybe happened that were unexpected or lessons learned or maybe even 

something that you’d do differently?
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Tammy: Long pause.

Beth: Yes, nothing. That’s always wonderful.

Trent: We’ve already talked about this Beth, but it was definitely a lesson learned so it’s worth 

sharing. We talk about the shareable content on social media earlier and I sort of touched 

on it, but I think it’s important because I still see in some people that I’ve encountered doing 

this and the first time that we put this content together, we sent the entire set of content with 

schedule to these volunteers and we expected them to remember on what days to open up 

that document and copy and past all of that content and share on their social media networks. 

That was a big fail because we made them work too hard to support us and that’s when we 

switched to sending them only on the day and only what we needed for them to post that day 

and that’s when it changed. The participation went up through the roof for us.

Beth: I think that is such a key thing and helpful little note for people who are listening to 

learn from. It’s a little more work on your part, but with the success, people are busy and as 

much as they love you, they don’t love you three hours a day worth of love for the most part. 

People are willing to let you into their lives and to help you if you make it easy for them to 

show that and to do that for you, but you have to respect their time and know that in the 

middle of making school lunches and taking an evening class, they’re trying to fit in how much 

they love you.

Tammy: Good point. One of the other lessons we’ve learned too is just related to promoting 

the pop up restaurants. We initially used staff to go walk through the neighborhood and post 

the posters and ask local shops in the community to post in windows to promote it and again 

that was just a lost opportunity to not engage those millenials who are already out there.

Trent: And they already have those relationships with establishments. Use them, use people 

that they know to ask on our behalf to promote these projects and that really turned it around 

when we started doing that.
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Tammy: We learned that lesson late in the game. This year we will start with the volunteer 

[unintelligible].

Beth: It’s funny. One of the trends that I’m seeing coming out of doing these podcast calls. 

It’s been so interesting to talk to so many people, both consultants and inhouse people and 

all different types of organizations, a theme that is coming out of it is to use your community 

in that you can’t work as an island and partner up whether it’s with other organizations like 

yours, whether it’s with for profit businesses and like what you’re saying now, partnering 

up with these ambassadors that are local in your region to utilize their networks and to all 

be more then the sum of the parts is really a huge trend that I’m seeing come out of these 

conversations about participation.

Trent: It’s imperative if you’re going to engage the millennial audience, you have to 

[unintelligible] the way that you just described.

Beth: Interesting. Do you have any suggestions for people on any sort of resources that 

you’re finding are really helpful to you in the work that you’re doing right now? Technology 

resources or a fabulous book that you’ve read recently that you think people should really 

know about.

Tammy: Well I’m a [unintelligible] so I always go back to the sickness research data to 

understand the current trends [unintelligible] releases a lot of good information for free about 

how people are giving and what they’re giving and I think it really comes down to supplying 

that. What is it they say? Knowledge is power, but the quote really is applied knowledge is 

power. Using that data and actually applying it, those insights applied to your strategy and 

getting focused on what are your goals, which audiences will best help you achieve those 

goals and what’s the preferred channel that those audiences gravitate to. Not what we are 

most comfortable with, what are they most comfortable with.

Beth: I think that is a huge take away, to really start looking at your audience and what they 

want. If someone wanted to try to do this type of a project that you were doing, what would 

you say would be the first step, the first thing that they should focus on?
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Trent: Develop the plan.

Beth: Develop the plan.

Trent: Start with a plan. We took the approach where we used a mind mapping exercise to 

map out every channel, every audience, every vehicle, every tactic so we really understood 

the big picture and by doing that, it also helped us connect everything so we have that 

continuity throughout the entire campaign. It leaves little unturned or forgotten when you 

approach it that way and then right after that, develop that schedule to keep all those plates 

spinning in the air. Two very important first steps.

Beth: I completely agree. One of the things I always say is that branding is like a tree and that 

the roots in the ground are always the same so you want to make sure that if it’s an old root 

that there’s a old leaf showing up on the end of that branch. It’s so easy that if you don’t think 

about that core, look at a mine map and I’ll make sure I put a link to resources in case anyone 

doesn’t know what a mine map is, that you start from that central place and then all of those 

branches come out, but I love what you’re saying. That by doing it that way, you didn’t just 

have a bunch of random branches coming out, you were able to connect each of those things 

together and from everything that you’ve said so far today, it sounds like you’re really done 

a beautiful job connecting the people to the core and the events to one another and really 

making sure that these fun things that you’re doing still relate to who you are and why you 

exist. It’s really easy to spend a lot of time posting pictures of fat cats as I always say. There 

are lots of things you can do to get engagement online that are going to make people give 

you a thumbs up and like you and think you’re fun, but won’t ultimately translate to meaning 

and understanding who you are better and you’ve done a great job of linking those two 

things. Having the fun, but communicating the purpose and I’m so thrilled that it’s working for 

you and that you’re getting commended through places like fundraising success for the work 

that you’re doing and I’m thrilled that we were able to do this podcast and be able to share 

these ideas with other people who really on any budget level, these things that you’re doing 

aren’t necessarily expensive could really benefit from trying some or all of the things that 

you’ve learned from and has some success with. Thank you so much for sharing today. I really 

appreciate your time and I am thrilled to be able to share it.
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Trent: As are we.

Tammy: Our pleasure. Thank you for inviting us.

Beth: Thanks so much. Bye-bye.

Trent: Bye-bye.
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