
Beth: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today I am on with 

Rachel Hutchisson from Blackbaud, which is a company that many of you actually may have 

heard of. Thank you so much for joining me today, Rachel.

Rachel: Hey, it’s great to be here.

Beth: Rachel and I met a few weeks ago up in NYC at 92Y when they were doing a really 

terrific kickoff to the GivingTuesday season, which was around the time that it was six months 

out before GivingTuesday, and they are working really hard to get people to start thinking 

about it and planning a little earlier and they did this really awesome event on site at their 

place where Rachel led a wonderful, wonderful board of someone from the Case Foundation 

and Gates and was somebody else on? It was a terrific panel that you had on and I loved 

how it went. So Rachel and I connected later and I thought it was a perfect time to have you 

come on and talk about some of the work that you do and the things that you’ve seen impact 

nonprofits. To start, Rachel, tell us a little bit about how you ended up wandering into this 

world of nonprofit work that you’re doing.

Rachel: So my work is actually corporate social responsibility. That’s the technical title in terms 

of someone who is going to set out for a career in this area, and you’re right. It has a lot to 

do with nonprofit. It’s kind of funny because when people ask me this I say when I was on my 

journey I had no idea where I was headed. Over the last 20 years I was doing different things. 

I was learning. I was observing a lot of change around me, but now that I look back, it makes 

a heck of a lot of sense why I ended up where I am. I didn’t graduate from college thinking 

I would do this for a living. I’m not sure if at that point many people did. The field has really 

blossomed in the last 10-15 years, but I did go to graduate school for journalism thinking I 

was going to be a writer or work in publications at a university or maybe a health care system, 

which is interesting because those are both examples of Blackbaud customers. I ended up 

taking a job at Blackbaud just because I thought it was interesting. In the early 90s technology 
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companies were really just starting to blossom and I thought, what the heck. I’ll see what 

I learn. I’ll leave when I get bored. I literally said that. It’s kind of, yeah, I was 24. You said 

things when you were 24.

Beth: You say things.

Rachel: Yes, you do, but so that was my real introduction in understanding what a vast, 

wonderful, interesting market, the nonprofit market is, how diverse it is, all the different kinds 

of organizations that make it up and from there really understanding the broader world of 

philanthropy and how companies engage in that, not just nonprofits engaging with donors. 

Here I am now running a company’s effort in all the things that we do to give back in the 

world. Over time I’ve developed this philosophy that good is for everyone. It’s for individuals, 

it’s for nonprofits, it’s for foundations, it’s for companies, it’s for small businesses and I really 

love working at the intersection of the nonprofit and for profit kind of world in this whole 

space that I would call a space of social good. That’s kind of my story.

Beth: That’s exactly the reason why you’re so perfect to have on here, because you have this 

interesting lens from seeing both sides. Seeing really in depth what nonprofits do and how 

they function because of all of the many, many, many clients that you have and also keeping 

one foot into this corporate side and to be able to see the differences between and the 

similarities among the two different sides and how they can learn from each other is exactly 

why we have this great opportunity to talk about today. Let’s start with my favorite topic, 

the idea of participation and as somebody that works for a business, but also sees external 

corporations and sees nonprofits, in the work that you do, what kind of participation matters?

Rachel: So I think this is a great question and so to humor me, the first thing I think 

about when I think about participation is just my role in the world and life as a citizen so 

participation is not just about being there and hanging out on the fringes. It’s central to being 

a citizen in your community and I think that’s important so I learned this when I was growing 

up just by watching my parents and seeing them start a recycling program in the early 1970s, 

having a community garden, doing things that were important to them and the people around 

them and tied to their values. I saw them working on nonprofit boards at the local library 

and the local literacy group because it was meaningful to them and they felt it was important 

to help this organization thrive. It’s about engaging in something, being part of something 



bigger and it matters both through the actual participation to doing of the good, but also 

what you learn from it. That’s kind of a segue into why participation matters in the world 

that I work in and very specifically corporate social responsibility has a whole lot to do with 

employee engagement. It’s something to do with the brand and outside world, but employees 

are really seeking to get engaged, to do good, to volunteer and see if our programs are the 

way they do that and we have a really evolved employee base when it comes to volunteerism 

and we did a survey awhile ago, and 84 percent of our employees told us that it mattered 

to them that we work with nonprofits and philanthropy when they joined the company. They 

could go and be a programmer or marketer or sales person or finance person anywhere they 

wanted to be, but they joined us because they loved that customer base that we work with. 

It won’t surprise you to know that more than 80 percent of them volunteer. Here we have 

these people who are coming into this business and saying, “I chose to be here because of 

who you work with and because I want to have that connection, not just in my time on my 

own, but in my work life to this world of nonprofit and the world of doing good,” so there is 

an expectation that we will help them engage. We have a value, we give back, it’s one of our 

value sets and we work hard to make sure that even though we know they’re doing a lot of 

good work in volunteering on their own, that we’re offering them opportunities to deepen 

their service. We work a lot with people who are interested in serving on boards, we really 

talk a lot with them about skill-based volunteerism. Some people call it pro bono skills. Skill-

based kind of works better in our setting, but that’s really understanding that volunteerism 

isn’t just things like going out on a wonderful day of caring where you do things as a group 

and you build a ramp for someone’s house or you paint or clean up or you do something in a 

group. Skill-based volunteerism is often something that is about you personally offering your 

professional skills. Now we just had a group of nonprofits come into Blackbaud yesterday 

and we ran this thing called Camp Blackbaud for Nonprofits so it was a session with all these 

different speakers from our marketing area. They were talking about all the different parts of 

marketing PR and demand generation and all these different things so the company would 

know about marketing and they were sharing that knowledge with these nonprofit leaders 

to help ramp their knowledge and it’s so interesting. I was in the session yesterday and I was 

seeing people tweet about how meaningful it was to them, and I said, “This is the kind of stuff 

our people would love to offer and share,” but nonprofits don’t typically call up and say “Hey, 

I need a volunteer to help review my marketing plan.” They tend to think “I need 30 people 



to help me on Wednesday.” It’s a different dynamic. So that idea of participation and the 

type of participation and how you can deepen it through offering your skills, it’s something 

we talk about a lot and the best part about participation is what you get back from it. We do 

a lot of things in our giving where we engage our employees and we help them, they help 

us decide where our grants are made and that is important, not simply because we think that 

they’ll enjoy doing it, but because of what they learn from it. You always I think in any kind 

of volunteerism, you get far more from it than even what you put in and participation kind of 

helps grow you as a professional. I think it’s a fascinating topic.

Beth: It is and the funny thing is as you were talking, you know I heard something in what 

you said that I don’t think ever have heard that way before since obviously the title of the 

show is Driving Participation, my whole business philosophy and our brand is around driving 

participation. I realized that I just have it so cemented in my head that participation means 

active and engaged involvement and in what you were saying, I realized that technically 

participation can also just mean showing up and that what we’re looking for here is not like I 

participated in as I checked this off my list like you’re saying for a giving day or a command 

performance stuff and it reminded me of when my kids were in high school and if anyone 

that’s listening has had kids go through the high school journey towards college, they basically 

if you’re not spending every waking hour that you’re not in school and doing homework and 

becoming the leader in sports, you’re expected to fill all of that free time with volunteering 

so that you can build out your college resume, but unfortunately in many high schools, that’s 

how it’s treated and so these kids get into this mindset. I know that schools are trying to get 

them into this. It’s important to give and to donate and to be volunteers and be involved, 

but they’re so stressed. I remember my kids going through this stage of “what do we have 

to do to check this box and get ourselves ready for college” and I remember having to pull 

them back. My children are both martial artists and we ended up finding a small community 

center in an underserved area, and my son ended up teaching karate classes to kids after 

school because I was just so determined. I know you need to get this on your resume, I know 

that’s something that if I tried to circumvent, he probably would have freaked out, but I really 

wanted to get him to do something so that he could connect with how wonderful it is. It was 

the first time I remember saying wow, this isn’t just natural. You actually have to teach people 

this because participation showing up isn’t the same thing as enjoyably getting involved. It 

sounds like that’s something you guys have seen and have been able to embrace the positive 



aspect of that. 

Rachel: It’s trajectory. I do see a shift in the world and I have to consider teenagers and I see 

a shift in the way the world and schools are approaching it where they are blending more 

service into your life as a student, which I think is good because it’s a part of who you are 

as a human being. My kids are getting that because I like to say they’re hearing from their 

president, their priest, their teachers and their parents that they should give back so there’s 

really enough in this world and I think that it’s been much more prevalent in the past 5-7 years 

than maybe before that. They’re growing up in a world where they’re hearing about service 

and value and Will and Kate get married and they say “If you want to give us a gift, make a 

donation.” There’s much more of a connection to philanthropy and service than an overt one 

as there used to be and obviously we’ll probably get to this and that’s also happening for 

brands. There’s that trajectory so within the workplace days of caring are just kind of mass 

events where you try to hook people in and say “C’mon, get involved. It’s OK to take today 

off. Come and help us with something,” and you’re just trying to get them to be there and 

even if they’re not doing something huge or just something they do for 4-5 hours, it kind 

of gives them the bug and then you try to take them along this trajectory where they do 

something for us and then they do something else and then to me, that’s the opportunity 

where you’re really, really using your professional skills. It’s kind of a place for all of it. 

Beth: We had so many interesting things to talk about when we first connected and because 

you have this intersection, one of the things that’s coming up a lot in my world and in the talks 

and things that I’m doing has been a lot on branding because we just launched a course on 

branding for nonprofits and part of the reason I created that is I sent out a survey and one of 

the questions people asked me is “What’s the difference between a nonprofit and corporate 

brand?” and “Why does a nonprofit even need to do that?” One of the first things I want 

to talk about is what can nonprofits learn from what businesses are doing with their brands 

overall?

Rachel: Well, I think we can learn a lot and I think the first thing to note is that nonprofits or 

for profits or government or whatever, they’re all different organizations so whatever their 

business model is so if you look at successful brands, what they offer you is a promise, an 

experience that by engaging with that brand that organization is going to deliver to you 



as you interact with them or their products, some amusing products and connotation. So 

nonprofits can learn just by looking around them at brands that they recognize and value by 

how clear they are, how simple they can be, the strong, clear messages they convey, what 

they stand for and really the emotion they emote. People get very, the brands you always 

hear about in these discussions is like Apple and Starbucks. People are very emotionally tied 

to their iPhones. That’s a brand success so people often align with brands because they feel 

like they kind of add to their identity and that absolutely transfers to the nonprofit space, the 

way people are looking to give and get engaged and have their own personal brand because 

they’re connected to a nonprofit brand. 

Beth: I completely agree, and I know sometimes people, when I do give examples and I give 

a for profit example, a nonprofit will be like “That doesn’t really apply to us,” but it does. It 

does and we’ll talk about things like personas and these different things and all I have really 

learned to do is take the terms and put it into more comfortable terminology. The differences 

are more on the execution and the budget side in some ways than in anything else. You 

know, there’s the kind of organizations that need to communicate and market out there in the 

commercial world and then there’s people that don’t market the same way so the marketing 

and execution of it is different, but from a branding perspective, one of the things I’ve started 

to say lately is that the value of having that brand concept, that message of why you do 

what you do is it’s the thing that connect your message to that marketing that often gets lost 

because mission statements, I mean holy moly. We’ve all seen them. I’ve called them “Was 

there a sale on commas?” because they’re often these group-created, no-board-member-

left-behind things that people get stuck with and have to work with that aren’t always great 

at communicating inspirationally or emotionally what you do when you need other things 

to do. That’s often a big difference. Are there any other differences that you see in what an 

organization or nonprofit’s brand needs to do? You’re talking about the benefits and things 

like that.

Rachel: Yeah, there is a key difference. I want to say something first, but most of these are 

big, but some of the most powerful brands in the nonprofit world, the organizations running, 

the people running United Way and others like that, they know that they have a very powerful, 

very valuable brand. They do brand studies. There are brands that rank the most powerful and 

important brands in the nonprofit world, so I think sometimes what you’re saying is it’s very 



true, but it also applies to that middle and smaller sector who maybe don’t thing, they think 

having a mission statement means that they have a brand. You are different and your brand 

is not just your logo. The big thing that’s different is and this is a generalization, but in the 

most obvious way a nonprofit brand is different than a for profit brand in that it is promising 

something. Truly a tangible promise things that are intangible, experiences and emotions, but 

a for profit is typically selling you a product or service and experience that you can see, value, 

touch, own, maybe even resell so there’s a consumer transactional piece when you choose to 

engage with it and when you’re engaging with a nonprofit brand, you’re often buying what 

we like to call psychic benefit. You’re buying, many nonprofits also do self service in products, 

but when you’re donating or investing money in the work that the nonprofit does and you’re 

not going to get something physically back in your hands in return, you’re doing that and 

basically what you’re getting in return is this feeling that you’re doing good because you’re 

supporting a cause. You’re kind of paying it forward, you’re investing in their future and you’re 

making that donation out of the belief that you believe in them and you believe that good will 

happen.

Beth: Yeah and that’s one of the really challenging things about it is that brand is in and 

of itself this really intangible thing. Even when you are an organization like a ticketing 

organization like a museum or an educational organization that sells, like a school that sells 

education where you’re getting something. Technically that’s intangible, but there’s a product. 

There’s plenty of organizations and I always like to make sure that we’re being clear on that 

because not every nonprofit is a 100 percent fundraising-funded organization. There’s lots of 

people that sell services and/or products. 

Rachel: Often fundraising closes that gap.

Beth: Exactly, but that’s what I wanted to say that even in those organizations that usually 

the ticket price rarely is what covers all the cost and to get people to be anything other than 

transactional, the brand can truly, truly help with that. 

Rachel: Absolutely.

Beth: The hard part is that as you said, it’s not your logo. It’s so easy to think it is because 



that’s something that you can look at and focus on, that the logo is really the trigger or the 

hook and your brand is really the experience and what people hear and see rather than what 

you do and what you say or what you show them. Knowing that you can’t control what people 

think of you, which really bothers me. I so wish I could do that. How is it that we’re always 

talking about branding and telling people that they need to invest in it and think about it 

and plan it and spend money on it when we’re also saying “Well, you can’t really control 

what people do,” so how can you equip people to take this brand into their own hands and 

become part of it and get involved so that there is some engagement and deep feeling 

around what the brand is?

Rachel: Well, sure. So you can influence people. I mean, that’s what marketers do. They try 

to influence people along a purchasing cycle or an engagement cycle, but you’re right. More 

and more one of the most fascinating developments we’ve seen really over the past five 

years has been really evident that even really before then is people taking brands and taking 

causes into their own hands and going out and making them a part of their own personality 

and actions and taking on causes and raising money for them and people attribute this as 

much more millennial behavior that’s not just limited to millennials, but people choosing 

careers with meaning and shopping for products with meaning or choosing products maybe 

because they think they’re made in a way that doesn’t do harm to the world so there is this 

general trend. One of the most simple ways is first of all you do have to spend some time 

thinking about your own brand and whether it’s appealing and whether it’s promising the 

right thing and in doing that, you should stop and ask the people who engage with it, so 

your consumers, your donors, your investors, your volunteers, what they think of the brand so 

that you understand kind of where you are and you can set an aspiration of where you want 

to be and that aspiration has to be something achievable. If you say this is what your brand 

stands for and no one believes you, it’s not going to help you, but benchmark where you are 

and you know there are things that you can influence and people around you to also believe 

about your brand through actions that you take and so you know where your brand is and it’s 

about the world, the next most important thing to do is really encourage and equip and allow 

people to engage with it. So some of this is leading them to where they are so engaging with 

them on social media, figuring out where they are versus having them and forcing them to 

just come to you and then giving them some way to connect with you so there’s a whole you 



know whole lot of talk around content creation and allowing the consumer or the donor to 

create content and share their stories with you and that becomes a part of your brand story 

so whether that’s during a social media campaign or stories you’re posting on your website or 

whatever, giving people who care about you and your brand a way to, a kind of megaphone 

to express that and I know many organization’s companies were scared, you know, and this 

started to happen, like, “Oh my God, What are people going to do with our brand? If we do 

that we can’t control everything.” What they found is the people who really care about them 

actually added huge value to the brand story and one of the, people may think this is a silly 

example, but years and years ago, Doritos started doing one of the halftime commercials 

with the Super Bowl, and Doritos is a product that’s sold through a third party, so it’s sold in 

grocery stores and 7-11s and you don’t really have a direct consumer connection with the 

brand Doritos. It’s just a product you buy in the store, and they started inviting people to 

create their own commercials and do their little commercials and submit them and then they 

kind of crowd-sourced it and chose the winner and ran the winner at the halftime Super Bowl, 

obviously a professionally produced version of the winner, but it was a way for people to 

express their funny wonderful ideas about Doritos. I mean that’s incredibly creative. So with all 

the tools that we have with YouTube, with people being able to shoot video on phones, with 

Instagram, SnapChat, Twitter and all this stuff, there are many, many ways you can kind of not 

just, people are taking on your brand anyway. Invite them to express what the brand means to 

them and you’ll get this broader, richer story that’s very personal. 

Beth: Right. I mean it is really huge and the thing that I think is easy to forget, especially 

with smaller and mid-sized nonprofits that often feel that they’re under-funded, I talk to 

lots of people that work in for-profit organizations that feel just as under-funded, just as 

overwhelmed, they have all the same challenges of exploding technologies and a million 

things going on in trying to get people to engage with them so there’s not really as much 

divide with the issues and opportunities as we think it is and in some ways I feel like nonprofits 

have it better because when it comes to story telling, there’s a there there. There’s such rich 

resources that people can tap into that the technology that it’s easy to get dazzled by can 

really help to communicate and share a deep and interesting story, but if there is no deep 

and interesting story there, it’s still just technology. They’re all just tools. Have you seen any 

examples of nonprofits really utilizing technology, new media, just some of the new resources 



that are available today really well?

Rachel: Oh there’s tons of stories!

Beth: Do you have a favorite?

Rachel: Well, you know it’s hard to say what my favorite is, but the human rights campaign 

taking over and everyone putting the equal symbol.

Beth: That was a user-generated thing.

Rachel: The image on Facebook, and you know that’s something, my mother did it. My 

78-year-old mother had her equal sign on Facebook and part of that is kind of, it comments 

on human behavior on how people are interacting with these devices that we now live with 

and express ourselves through how many millions of times a day, but so that’s a really good 

example. The San Diego Zoo did great stuff around GivingTuesday. I talked about this I think 

at the GivingTuesday summit where they really embraced the day as a way to thank their 

donors and put a focus on them for wildlife conservation because that was their focus for the 

day. There are lots and lots of great examples and they don’t have to be big. I think that’s 

what using Instagram, using YouTube, you can source content, you can open it up very easily 

and very inexpensively and that’s one of the coolest things about videos. When I started in 

business, video had to be very, very crisply produced and perfect and now it’s actually much 

more credible if it’s a little wobbly, not grainy, but done on someone’s iPhone, and it looks 

real. 

Beth: Yeah, and I think the important thing to make sure to leave people with is that 

technology gives you so many opportunities, but it doesn’t, it won’t replace a good story 

or a good brand. It’s always important to be careful to not get sucked into a board member 

coming in and going “Why don’t we have a Tumblr?” It still happens.

Rachel: There’s certain kinds of technology that’s a tool and there’s other kind of technology 

that’s channels and so it’s just different ways we are pushing information out so I tell people 

that if you’re going to engage in social media you have to understand your kind of personal or 



organizational platform. You have to understand why you’re there, what story are you telling, 

what do you want to be known for, what do you want to talk about versus just being out there. 

The early critiques of Twitter were like “I don’t care that someone is in line waiting for coffee. 

Why did they put that on Twitter?” I don’t know why they put that on Twitter, but if you’re out 

there thinking that you’ll get a meaningful conversation, linking to people that want to share, 

that’s discipline. 

Beth: Right. Another way people are really putting brands into their supporter’s hands is 

things like campaigns and giving days and we were talking about GivingTuesday and as we 

get into this second half of the year, I’m going to be talking about it more because we’re 

all getting involved trying to see where is this movement going, what can be done with it, 

how can more people get involved and make it meaningful for their own supporters. I know 

Blackbaud did an employee campaign called Everyday Hero that had, you did some really 

neat things. A lot of times people think of doing GivingTuesday or a campaign as something 

external, but you used it internally. Can you talk a little bit about that?

Rachel: Well so we’ve done a couple of different things. There’s a couple of ways we’ve used 

it and for GivingTuesday and for other reasons, on GivingTuesday we actually did something 

this year. We invited our employees to kind of set up a “photo booth” and said “Come and 

get your photo taken, your unselfie taken with the sign that says ‘On GivingTuesday I’m giving 

to ‘x,’” fill in the blank of whatever it is, so we had employees take photos, submit photos and 

on the NASDAQ and they actually ran the stream of these unselfies of our employees on the 

NASDAQ tower on GivingTuesday, which was just awesome because it was about a day that’s, 

GivingTuesday is not just about donating money. It’s also about celebrating giving. It’s about 

sharing what you care about. It’s about servicing and so we had our people’s faces up on this 

six-story tower sharing what they cared about, which was really about employee engagement 

as much as it was about our external brand. So that’s one example and there are technology 

tools, which I know you and I have talked about before that allow individual people to go and 

do things, make change, raise money for causes they care about and this is separate from all 

the tools that exist that nonprofits may use to run themselves or nonprofits may use to equip 

them. Let’s say they have a race and people want to go and set up their race pages and set 

goals and raise money, peer funders and newest trend then is individuals taking on causes 



so we have a solution called Everyday Hero and you just go to EverydayHero.com and set 

up your profile and set up your own personal sort of dashboard of what kind of impact you 

want to make in the world and we actually had a couple of employees who decided they 

were going to ride across America, and this is not connected to the company. We supported 

them so that was cool, but this is a great example of action. They said “We’re going to ride 

our motorcycles across the country to raise money for the Independence Fund,” and these 

guys, Lucas, Kevin and Ben had seen a motorcycle that was promoting the fund that was 

started by all the US Senators and it was really cool. What the Independence Fund does is 

it raises money to purchase and donate all-terrain vehicles for wounded veterans so that 

when they are out and about in the world, they don’t have to stop where the beach starts. 

They don’t have to stop when someone goes up a mountain. They can actually participate. 

The machines actually put them up at eye level with people. It’s really cool. So these guys 

said “we’re going to do this” so they set up an Everyday Hero page and what Everyday Hero 

does is it allows it to post this on Facebook or Twitter and so people who were following 

them and their friends and social networks were seeing that they were doing this and that 

they had this campaign and they were going to ride across the US. So they went and they 

did it, and through the process, people could follow through social media how they were 

doing and pictures and notes and they got stuck under an underpass in a storm in the middle 

of the night and all these stories. Social media also fed them on their trip so it was telling 

them “Look, these people just gave money to you,” “Look you just got more donations,” or 

people saying “I hear you’re doing this tour, and I’m a wounded veteran. I’m going to have 

a barbecue for you in the next town. Meet me at xyz.” So technology is this great connector 

and all of this was free to them because these products all work on payment models, they all 

work on credit card processing funnels. They just went and did this thing and I don’t know if 

the Independence Fund knew that they were going to do it, but what you do with the system 

is you connect with a registered 501(c)3 so that when someone does donate money it goes 

straight to that organization. It doesn’t go to the person raising the money. So very, very 

good example of action and I think another example, I think I shared this with you after the 

really horrible summer in Charleston, SC, is having with the Emmanuel shootings, we actually 

took the tool and we did use it internally to offer employees the ability if they chose to, it 

was very completely optional, to make a donation to the local community fund at the Coastal 

Community Foundation, which the company had made a large donation to. It’s a fund that’s 



focusing on racial inequality in the community in the long term and so we used the same 

tool to say “Hey, if you want to make a gift, go in and do it here,” so there’s lots of different 

examples on how this technology is just very flexible and useful for someone to say “Oh my 

goodness, I care about this. I care about this right now and I’m going to do something about 

it,” and they reach out to their own friends. They weren’t the paid fundraisers, but they were 

the fundraisers.

Beth: Yeah, and I think that’s an amazing thing that we all need to be hearing more of is 

that that’s definitely technology is letting that be so much more common in the world and 

when you add up a number of the things you talked about today, the technology plus we 

talked about students and schools being more immersed in this process and they’re more 

comfortable technically, with any luck we’re raising now a generation of people who are going 

to come into adulthood thinking that they can do anything and that they don’t have to wait 

for an organization to give them the tools or permission to do it. So as organizations, I would 

say one of the things we need to be thinking about is how can we present organizations 

as people ready to receive, ready and not just receive, but ready to partner and be part 

of and facilitate and support someone else’s dream and it’s so hard sometimes I think for 

organizations especially with look at how you talk on your website. Are you talking about you 

and all that you do as opposed to talking about how you helped something come into being, 

how you’re basically the administrators and organizers of other peoples goals and to continue 

to keep that philosophy and point of view in our minds I think is going to be really healthy 

and helpful for organizations when somebody like Ben is looking to do something that’s 

meaningful to him and looking for an organization to then give the outpouring that comes 

from that too to say “Hey, we’re an organization who welcomes your participation, welcomes 

your ideas and you doing your own thing.” It’s a huge change, but it could really create 

opportunities for organizations to start to see it that way. 

Rachel: Yeah, definitely. A lot of that is making sure you meet them where they are, like going 

where they are. Your old methods, your mail doesn’t mean you don’t mail the people, but 

your hard copy and your report probably doesn’t matter so much as your website does, which 

is your biggest brand window and if your website isn’t viewable on a smart phone or an iPad, 



then you might want to think about how to make it viewable. Right now about 10 percent of 

all the giving done in the US, giving $358 billion, 10 percent of that is coming in online so the 

90 percent is much bigger, but every month

Beth: What’s the change?

Rachel: There’s online to offline and GivingTuesday people are what we did was we looked 

at the data. We processed about $26 million online last year and 17 percent of the donations 

made were made using a mobile form. They were giving from their phones or their iPads.

Beth: It’s not just digital anymore. I mean a couple years ago you were just tracking who is 

giving online versus who is giving and so now there’s like a further detail of that, not just 

online, but like in line at the grocery line on the phone!

Rachel: Yeah exactly. It’s about behavior. It’s the most personal connection people have now 

is with their phones. I think we spend more time with our phones than we do with anything or 

anybody else.

Beth: Oh no!

Rachel: Even the computer. Even if it’s a laptop, it’s just heavier and bulkier thing that we 

engage with.

Beth: No I can completely understand that. I am actually leaving and I’m sure I will have 

probably talked about this since then. I’m leaving to go to Paris for the first time tomorrow. 

I’ve never been before.

Rachel: It’s wonderful! Eat a lot of good food!

Beth: Yes, exactly. Well, the problem is I’m actually gluten-free and I think that is deported in 

French.

Rachel: You need a lot of chocolate.



Beth: Yeah, I’ll have to drink a lot of wine to offset the not being able to eat the bread and 

cheese, but the interesting thing is I’m not at all worried about international travel or customs 

or anything. I am worried because everyone is recommending that I leave my computer home 

and so I got an international calling package on my phone even though I’m not a huge phone 

caller person, but the idea of traveling without my devices is giving me more anxiety than 

getting to an international flight on time and I’m not even a millennial by any stretch. I have 

children that are millennials. That’s how old I am. It’s a different world and one of the things I 

think also is important is we have to start looking at our donor age, the common population, 

the 65-year-olds that everyone always talks about. In ten years, the type of 65-year-old we 

have today isn’t going to be the same kind of person because that 65-year-old is 55 today or 

45.

Rachel: It’s already happening. My mother is 78 and she loves her iPad. I have to message her 

so it’s already shifting and it’s incredible freedom that you get when you basically if you have 

your phone or your iPad, you really don’t need your computer as much depending on what 

you need to do on it, but … 

Beth: Yeah, keep telling me that!

Rachel: You’re more connectable with everyone.

Beth: Right. Keep telling me.

Rachel: If you’re a nonprofit brand and you’re not engaged in that digital device world, you 

are really not a part of the conversation.

Beth: That is such a great tip. I’d like to leave with do you have one suggestion if people say 

“Yes, yes I want in. I want to put my brand into my supporters’ hands,” where’s one place 

people could start? If this isn’t something that they’ve really tried before?

Rachel: Oh jeez! One place. That is so hard. 

Beth: I know. I’m mean.



Rachel: I guess the simplest thing I think is to start exactly where you are and just look around 

you every day and really try to identify. Sometimes when you look you don’t see, but really try 

to identify the brands that impress the most or brands they interact with the most, whether 

it’s why did they pick the grocery store they picked and do they go to Starbucks and then 

thinking about how are they emotionally connected to them and I think that’s a really, really 

important part and way to begin is to look at the brands that are behind you or around you 

and then learn about them. If they impress you, why do they impress you? Jump on their 

website and go see what their philosophy is and what they’re trying to convey and often 

there’s a lot of business writing on brands. If you’re talking about Starbucks, you’re talking 

about a big well-known brand, there’s a lot of stuff out there that you can read about why this 

brand is successful and Starbucks actually dropped the words from its brand. It’s now just the 

mermaid and that I understand actually had to do with making it first of all highly recognizable 

and they didn’t need the words on it, but it also made it more internationalized.

Beth: Right, that’s true. 

Rachel: That makes perfect sense.

Beth: That does make perfect sense. I didn’t think about it that way.

Rachel: You’re someplace where English characters, they’re not using English characters, that 

kind of changes what your whole brand looks like.

Beth: Right and it’s not even that it’s less readable. If I looked at something in a text, it seems 

foreign to me, but if I see a graphic, it doesn’t.

Rachel: It’s the look of the brand. The design look of the brand. I don’t think it has to be 

complicated. Branding can feel really, really complicated and vague and fuzzy.

Beth: It sure can, but we’re working really hard to put some clarity and understanding 

around the point that it’s communicating your why and connecting people to it in a way and 

understanding what’s meaningful to them. I think that’s a great suggestion. Thank you so 

much for joining me today.



Rachel: Thanks for having me.

Beth: If people had a question or anything, is there a way that you’d like them to get in touch 

with you?

Rachel: So probably the easiest is through Twitter. You can always direct message me 

on Twitter. My handle is @RachelHutchssn, except I had to take out a few letters so it’s @

RachelHutchssn. I’m also Rachel.Hutchisson@Blackbaud.com. I’m happy for people to email 

me directly.

Beth: We will put links to how to connect with Rachel onto the show notes page so make sure 

you take a look there and thank you so much for sharing your insight and your ideas with both 

me and our nonprofit community.

Rachel: You are so very welcome. Thanks for having me. 


