
Beth: Hello. This is Beth Brodovsky, and welcome to Driving Participation. Today I have Claire 

Axelrad, who is the principal at Clarification on the call with me today. It’s a perfect time to 

talk to Claire because we’re gonna talk today about how people are using content marketing 

and social media to really master and get involved in the fundraising aspects online and this 

being just a few weeks after GivingTuesday when people did a lot of that or tried to do a lot 

of that, it’s a great time to talk about how to do it even better next year. Claire, thanks so 

much for joining me.

Claire: I’m so delighted to be here. Thank you, Beth.

Beth: I know many, many people in the nonprofit space read your wonderful blog and have 

heard of you, but many people might not have, and so can you talk a little bit about the work 

that you do and how you got into doing it. 

Claire: Well, it’s interesting. I’ve been in fundraising, working in the trenches for over 30 years. 

I fell into it like a lot of people did. I was a lawyer, and I discovered that a lot of what you 

do in fundraising is make a persuasive case for support and that really is content marketing 

in a nutshell. If you know how to put a case together and then you know how to share it 

with some passion and some emotion, then you’re good to go. So what’s interesting to me 

is that content marketing is this new term, but in fundraising in nonprofits, we use this term 

development and when I first got involved in the world as a development director I had 

trouble with explaining to my friends what I did. I invented my own definition of it because 

I think what nonprofits did was they didn’t want anything that’s business so they didn’t want 

marketing. They didn’t have marketing people. They had development people. What did that 

mean? So I decided it was really like you had a camera and you had all these photography 

tools at your disposal, tripod, camera, lighting, paper and choice of subject and what you 

were trying to do was develop the best photo, the best snapshot that you could of your 

cause so people would want to jump into the story with you, and I think that still works as a 
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definition, not only for development, but also for content marketing.

Beth: That’s really, really interesting because you know many people just don’t normally 

have a background in this so to have somebody that works with them that also came from a 

different background, I always think it’s interesting what people can bring from their previous 

life and I don’t think I’ve spoken to anybody, maybe I have spoken to a few people, but to 

have somebody talk about what you learn and what’s great about being a lawyer, what you 

learn from being a lawyer and how that translates is a really interesting perspective. Were you 

a litigator?

Claire: Yes. I think it’s particularly relevant today in our digitally revolutionized world where 

the quicker you can get something across the better, and you want to do that as a lawyer, too. 

You want to tell stories. You want to help people visualize what happened and if you can do 

those two things, stories and visuals, and then combine it with a plan, which would be your 

content marketing calendar, that’s it. That’s the whole ball of wax right there.

Beth: The other thing that’s interesting is as a lawyer and as a litigator, you’re not just telling 

random stories. You’re telling stories with a goal. You know where you want to take people. 

You know what you want them to think and believe by the time you’re done telling the story, 

which is also exactly what a nonprofit wants to do.

Claire: Yeah, I couldn’t agree more. You have to always be thinking content has a purpose. 

So just developing a blog and saying, “Every month we’re gonna post an article,” and you, 

just anything, you put anything up there. That doesn’t do you much good. You have to think, 

“What am I trying to do with this content? What am I trying to make this person feel, think, 

do?” You always want to have a desired action response. You always want to have something 

at the end. That’s a call for action. It might not just be donating. It might be volunteering. It 

might be sharing this with their friends. It might almost be a subtle unexpressed call to action, 

which is just feel like this is wrong, feel like something has to change.

Beth: That’s really good. I think that is really important and that is, say something, like call 

to action. That’s a very marketing word, but I think it’s really important for us to talk about, 

everyone is talking about storytelling right now, and it’s important, and I’m so glad people 

are talking about it, but to make sure that we’re adding into that storytelling with a direction 



and a plan and a purpose and a path that you’re taking people down rather than just telling 

story after story and hoping maybe something will click because you know hope marketing is 

expensive.

Claire: Right. 

Beth: In the work that you do, you do a lot of this content and helping people focus on 

things. With the work that you’re doing with your clients and in your blog, where does 

participation factor in? What are you trying to encourage people to do or to think about when 

it comes to getting people involved in their organizations?

Claire: OK, well, I really like to define content marketing for my clients as relationship 

building. They’re all about relationship building. That’s the heart of effective fundraising and 

if they think of that’s what content marketing is doing, it’s designed to woo their supporters 

before and after they get introduced to you, before and after they make a gift. The gift is just 

the beginning of any member relationship. If you don’t keep the relationship going, it’s gonna 

die a natural death. It’s a lot like a first date. If your date is a big blow hard that just talks and 

talks and talks and talks, doesn’t try to get to know you, doesn’t listen to you, you’re gonna 

get the heck out of there as fast as you can. They may want to talk to a brick wall, but you’re 

not a brick wall and you can’t just talk to your donors or your potential supporters like they’re 

brick walls and that’s how people used to do marketing. It was all outbound. It was all “we’re 

great. This is what we do. You should support us.” Us, us, us, us, us. Your donors want to be 

heard and that’s what participation is really. People won’t stay in relationships if they’re not 

active in them. They fall by the wayside and right now, charities are losing 8 out of 10 of the 

new donors that they acquire and they’re only keeping 43% overall. That’s pretty bad so that’s 

saying to me there is very little participation going on and there’s all sorts of ways that you 

can measure participation, to see the kind of impact that you’re having with your content, but 

most charities don’t do a very effective job of this. They’re not looking at how many people 

open this blog article or this e-newsletter, how many people click through to read it. How 

much time did they spend on the page? Who commented on it? Did they share it with their 

network? Nonprofits need to begin measuring it and it’s not so much return on investment as 

return on relationship.



Beth: I like that. Now why do you think that is that nonprofits aren’t measuring it? Do you 

think it’s because they don’t know how to do it, they don’t know what are the important things 

to measure or do they just have so much to do that they don’t have time to do one more 

thing?

Claire: I think it’s a combination of all of those things though I think one of the number 

one culprits is because of the way marketing was introduced to nonprofits, which is very 

grudgingly, so it started out as development and then there came to be a point where 

nonprofits said, “Maybe we better adopt some business practices,” so they added marketing, 

but they had a development staff and a marketing staff and so the two functions are not 

integrated, so the development people are losing donors, but the marketing people aren’t 

thinking, “What should we measure to see why they’re losing donors?” because they don’t 

think in that way. They need to sit at the table together.

Beth: I’m a firm believer of that, too. I know there’s discussion a lot of times among people 

in nonprofits in the communications realms about should they be two separate departments, 

should one department be in charge of the other. In my mind it’s all kind of a big “it all 

depends.” What have you seen work for people?

Claire: I like to see them integrated. I think they’re the same thing. I don’t know if you’ve read 

the book, Daniel Pink’s book “To Sell is Human”?

Beth: I read so many, but I need a new list for the new year, so I should put that on it.

Claire: I love this book. His premise is we’re all in sales on a daily basis, whether it’s simply 

trying to get your kids up and out the door in the morning or persuading your boss to give 

you a raise. You’re constantly coaxing people to induce a specific desired behavior, so I 

had the opportunity to listen to Daniel Pink speak, and the entire time he was speaking 

I kept thinking, “This completely 100 percent translates to we’re all in fundraising now,” 

and consumer marketers are selling a product or a service. Nonprofit marketers are selling 

opportunity, the opportunity to change the world and to focus your content and your 

messaging on this large common goal of why people are coming to you, what’s in it for them 

to be associated with you? What are the benefits to them? Then your marketing folks and your 



fundraising folks are all speaking the same language.

Beth: Now do you think that that holds as true with the kind of nonprofits that actually 

sell something, and interestingly enough, I was reading a report, I’ll have to get a link to it 

because I cannot remember off the top of my head where the report was from, the other day 

that said that 47 percent of nonprofit revenue comes from some sort of a sale of a product 

or service and to clarify, it included, the report included all types of nonprofits that included 

things like hospitals and colleges and schools. So obviously hospitals and colleges, they sell 

a service meaning they have students so they get a lot of revenue from student enrollment 

and hospitals get revenues from patients so that may skew the data a bit, but still there’s lots 

of arts organizations that need to sell tickets and other types of things like that so one of 

the things I’ve been curious about is, is it valid to say marketing and fundraising need to be 

together in organizations that have a front end sale that they need to make as an organization 

that is exclusively funded through a donation?

Claire: I absolutely think so. This is one of the biggest battles that I fight with my clients 

because the marketing folk and the program folk don’t take away from my sales. We do this 

really differently, and I did work for a while at a performing arts center where I could not for 

the life of me get the arts people to get up on the stage and say, “These performances are 

supported in part by donations from people like you. Consider a donation.” I couldn’t get 

them. They would say they would do it and then they’d get up on the stage and they would 

not do it. Last night, I happened to go to a play at an organization that I do support, and I 

did consult with a few years back and they were amazing. They have it down. The director of 

the play got up on the stage before the show started and she did this thing where she said, 

“How many of you are subscribers?” and people raised their hands and she was like, “Yay, 

you’re wonderful. We couldn’t do this without you,” and then she said “How many of you are 

donors?” and people raised their hands and she said, “Thank you so much. The subscriptions 

are so important, but they only pay for 50 percent of putting on the play, so we couldn’t do 

this without you donors. Those of you who didn’t raise your hand, don’t worry. There’s still 

hope for you. Out in the hallway there’s a bin and you can make a donation.” The mission was 

the same. What I left out was she started with talking about why plays are important and how 

they help, there’s sort of an empathy gym is what they say. They help us to exercise emotions.



Beth: Cool, I love it!

Claire: So it stayed with the emotion of the mission and I think hospitals, they have a healing 

mission and the people who go there as patients, they get that mission. They want those 

hospitals to be there for them, and people that go to school, they get that mission, too, and 

most of them become donors when they graduate. So I think the emotional connection the 

content can have to be there, it might be more subtle when you’re doing the sales and more 

upfront when you’re doing the fundraising, but it should always be there. It should always 

target the heart. It should always be wrapped in the story.

Beth: I love that. It’s a conversation I’m trying to have with more and more people to sort 

of flush out what people think and what their opinions are on it because many people think 

these are two really completely and separate and distinct functions with different goals, but 

communicating and connecting people the the mission, value and impact of the organization 

is all there really is. I mean, that’s it and that can happen through a sale and it can also happen 

through a gift, but you really want both sides all coming down to the same things. I struggle 

sometimes when they are separate departments that can sometimes be like a battleground 

between whose agenda is on top so bringing them together hopefully you’ve seen that 

putting these departments together has managed to bring some synchronicity to everyone 

moving in the same direction.

Claire: Yeah and I think that one of the biggest mistakes we make with fundraising is not 

taking advantage of opportunities that are staring us right in the face and one of those 

opportunities is to ask for donations from the people who are your subscribers or your gym 

goers or whatever and people are so afraid that if they do that they’re gonna lose those 

constituents and I don’t know why they have that fear because I’ve never found it to be the 

case, and so it’s like we have these different voices coming out of the same organization. We 

have the marketing voice, the fundraising voice, the sales voice and they don’t support one 

another. It’s kind of schizophrenic and in the past they were all outbound voices. They didn’t 

make any room for the all-important voice of the constituents. Let’s try to think about “What 

does that constituent care about?” and if we don’t know, let’s ask them. Somebody who is 

coming to a play wants it to be a nice, emotional experience, and somebody who is coming 

to the hospital wants to get healed and you know, you might take the next step and think 

they might want other people to share that too. You go to a good restaurant, you tell all your 



friends about that great restaurant you went to. Say “Hey, this is so great,” but you have this 

good experience with a nonprofit and you don’t share it with other people. Somehow you feel 

“They may not like me if I share that with them.” At least we in the nonprofit world should 

be comfortable sharing that experience. Our marketing and sales staff shouldn’t be afraid to 

share that experience.

Beth: Right, and now you just mentioned how people that are worried about losing. I feel like 

I run into that a lot, too, with things like I can’t send too many emails because then too many 

people will unsubscribe. I can’t do this because then people will opt out of our list. It almost 

seems like when it comes to communications there’s more of, there’s this fear of losing that 

over takes the abundance mindset of an opportunity of winning. It sounds like that might be 

a little bit of what you’re talking about and I’m curious if you see that too and if you have any 

suggestions for people to start looking at marketing as an opportunity and not so much from 

a “We can’t do this because something bad might happen,” perspective. 

Claire: Yeah, well I think when human beings are naturally wired to fear loss more than to 

want reward and gain and there’s been research done on that so we have to overcome that 

wiring and there was a great nonprofit blog carnival this month on developing an attitude or 

culture of abundance.

Beth: Yes, I saw that. 

Claire: Yeah, I would commend people to read that, but I think part of what it is is getting 

everybody in your organization to sit down together at the same table. I have one client, they 

have under a $2 million budget, but they bring everybody in the organization, the program 

staff, the admin staff, finance, development, they sit down together once a month to talk 

about their content messaging because everyone has a stake in it. The program people will 

talk about what’s going on on the ground and then the fundraising staff will say, “Wow, we 

could take that story and present it to people in this manner. I think that would really touch 

people’s hearts,” and then the marketing people are hearing that and they’re getting the 

perspective of their development staff and then they can take those stories and kind of move 

them out into the media and into the general public. So this is part of what I call developing 



a culture of philanthropy or a customer service culture that you’re honoring that what you do, 

if you’re a philanthropy, the meaning of the word is love of humankind, you’re in the love of 

human kind business and everybody is in that business. No one department is more important 

than another. No one says, “It’s not my job to do that.” A definition of a community is a group 

that cares for its members, otherwise it’s just like a zip code or something, and the thing that 

always blows me away is Darwin did not did not posit survival of the fittest. That’s something 

that somebody else took from him. He posited survival of the most empathic and he found 

that communities that cared for each other survived longer than communities that did not. 

Beth: That’s just sort of good life lesson. That’s really good to know. 

Claire: Yeah, so in a way I think of mastering online social fundraising using content marketing 

as taking care of people, like the content that you give people is something that’s useful for 

them. There’s a guy, Jay Baer, who wrote a book called …

Beth: “Utility.” It’s awesome!

Claire: Yeah, and you always have to ask how is this content going to be useful to somebody.

Beth: I think this is so huge.

Claire: If you’re just talking about your new board member, who cares? 

Beth: Right. I do think content, like I was literally just talking to a client today about their 

e-newsletter and how a few of the links get clicked, and when you look, the agenda of the 

organization is one very much to say, “We want to communicate the things that are important 

to us,” and they’re struggling with that. The communications people want to shift that, but 

it’s hard when not all the leadership and not everyone is on board and people do thing that is 

what marketing is, that outbound let’s tell everybody what we do and how we can help them 

and why we’re great and all the good things that we’ve done and all the other stuff they can 

do with us and people …

Claire: To that I would say, “Show me.”



Beth: Right, instead of tell me. 

Claire: Don’t give me words. Show me. So before you create any piece of content, you have 

to say, “OK, what’s in it for them?” and they don’t care about your new board president or 

your new staff member or your …

Beth: Or your new website. 

Claire: No, they don’t care about that. We just developed a new website. We’re now on 

Facebook or whatever, but I like to think of content as little gifts. I always tell people, “If you 

want gifts, you have to give them.”

Beth: That’s good!

Claire: It could be, a delightful little gift could be a recipe. I mean I used to work at a place 

where we settled a lot of Russian immigrants, and as they got older we had an adult day care 

center for them, Russian speaking, lots of activities for them and we would give people a 

recipe a month from one of those immigrants, and it’s a way you showcase the fact that you 

have this program, but that was the most clicked on thing in our newsletter, was the recipe.

Beth: Right, and it’s funny because people are often horrified by it, and I don’t know why 

because they want people to click on stuff about them, but the reality is if you give people 

what they want, they love you for it. 

Claire: Yeah, and people are looking for solutions to their problems so if you can think of 

what their problem might be, I guarantee you you’ve got that content already. A social service 

organization I worked for with the children’s program, they had worksheet after worksheet 

that they gave out to the new moms and new babies groups and stuff like that about 10 ways 

to baby proof your house. You’ve got that content. Just print it out and give it to people as a 

gift. Recommend activities to do with kids in your city, reading lists. There’s so much stuff that 

you’ve got laying around that you’re not using that is interesting to people and is helpful to 

people.



Beth: Right. This is always a big question, though. How do people find that, because people 

write and write and write. They’ve got blog posts, they’ve got emails, they’ve got white 

papers, they’ve got annual reports. How are you seeing people finding the gems within all of 

the massive content that they have?

Claire: You mean internally as an organization?

Beth: Internally as an organization. Have you seen anybody put together any internal folder 

structures or strategies or you were just talking about that one group that has a monthly 

content brainstorming and sharing meeting. I think that’s amazing. Everybody that’s listening, 

go do that. We worked with an organization once that they created a social media task force. 

This was back in like 2009 when people were just getting on to social media, and they got 

representatives from all over different areas of the organization to come together in a monthly 

meeting to brainstorm content, and then during the course of the month people would 

collect things that they thought that might be interesting and then they’d come together in 

a meeting and share what they found and say, “Here’s a good article,” and “Here’s this,” and 

people would then evaluate it and they got better at it and that was a really great way for 

them to get started on social media, putting together a content group to really think even 

bigger than social media is a great idea.

Claire: Yeah, and I think brainstorming sessions are great. If you as a leader want to set 

up such a brainstorming session at your nonprofit, you could start by having a number of 

categories all thinking about how could I delight my potential reader? How can I delight 

them? It could be something funny. It could be something useful. It could be something 

interesting and have this different sort of bucket, I guess, and then you brainstorm all those 

things. I do that a lot with gratitude, like how do you show gratitude to your supporters, and I 

have a book that’s called “How to Cultivate an Attitude of Gratitude,” and it’s got 60 different 

ways that you can show thanks to your supporters, and a lot of them are online ways. Just 

developing a really quick video, and a lot of people are doing this now, and I have a Pinterest 

board that people could go to if they want called Claire Axelrad Pinterest, and it’s gratitude 

nonprofits and thanks. It’s a bunch of examples of little videos that people have done 

sometimes in the field, sometimes the staff doing them, sometimes they’re heart ,warming, 



sometimes they’re cute, and you can link to those things using Twitter, using Facebook so 

that you can get kind of this sort of culture of useful content floating out there in the world to 

people who will then find you because one of their friends was already connected to you and 

they shared this with their network.

Beth: I love those ideas. Those are all really helpful and I’ll make sure that I put links to all 

the Pinterest pages, and things that Claire’s suggesting in the Show Notes page so make sure 

you go and look at that. Specifically to fundraising, when people think about social media 

and even content marketing, a lot of people will say things like, “Well, you can’t fundraise on 

social media.” Anybody who looked at this year’s numbers for GivingTuesday would begin to 

maybe disagree with that or to see that people are actually starting to raise money directly 

through things like giving days and other things. Claire, I’m curious. What are you seeing in 

people being able to use content for even the more specific direct fundraising? Is it starting to 

work for that or when you talk about it, are you talking about it more building a foundation for 

fundraising?

Claire: Well, I think it’s evolving. I think it may be almost at that tipping point. I definitely think 

that you’ve got to get online, and it’s one of the things that I recommend to people when 

they’re just sort of dipping their toe in the water. Get online, even if it’s just one channel to 

start out with. Go beyond just email and your online way of communicating with people. The 

average person worldwide will have five social media accounts and they spend an average 

of an hour and 40 minutes browsing these networks every day. It’s the number one way that 

people are finding out about brands these days, and, yes, nonprofits are a brand. So if you’re 

not using social media actively to drive positive actions, you’re missing a huge boat. Even if 

they’re not gonna click on the donate link right away, you’re certainly setting the stage for 

them to do that by helping them to find out about you and you’ve absolutely got to do that 

or they’re not gonna find you. I read a thing, I don’t know where I read it, but there used to 

be an advertising rule of seven, which says you have to get your impression out to buy Coke 

seven times before people will notice it, and I recently read something that says now it’s about 

21 times. We’re just all so inundated so you can’t just think, “I’m gonna send out an email 

once a quarter or once a month.” I mean, you can, but you’re just, like I said, you’re missing 

a huge boat, so I say start with one thing, start with a blog. That’s my favorite thing to start 



with because that can really be the hub of your whole content marketing strategy because you 

think every time you post really carefully what gift am I giving to people? What do I want them 

to do? What’s in it for them? You can cover all those things 12 times a year and then you’ve 

got a nice boat and then you can take that and take it out into your social media, so let’s say 

you pick Twitter. You just post a link on Twitter and you start there and then you know as that 

starts to work for you, you add as you go along and you just make sure that you coordinate 

everything so that your messaging and your branding remains consistent because folks should 

be able to tell that all the boats belong to you and I think that’s where sometimes nonprofits 

go wrong because they have a volunteer that says, “I’ll do Facebook for you,” and then they 

have a part time admin assistant who decides to do Twitter, and they just do whatever they’re 

doing. It’s not strategic at all.

Beth: It is hard when you’re trying to juggle and you’re trying to keep up with everything. 

I really love how you mention the frequency because people, everyone gets nervous about 

over emailing people or putting things up too much, but as you said, people are spending an 

hour and a half a day on social media, but frequently that’s in 2-3 minute bursts at different 

times, so it’s getting harder and harder for your message to be seen on social media between 

people being distracted, between people using as you said five different social media 

profiles, because I wouldn’t have thought that, and then the overall volume of what’s out 

there, even on something, say for example, like Google. They’re constantly refining their 

search algorithm because with more content on the internet they have to make it more and 

more specific so that you actually do find what you want. If you just type in “coffee”’ anymore, 

you’re not really gonna get what you want. You’ve got to type in “I want Guatemalan locally 

sourced single whatever coffee that is roasted in America,” and then you’re gonna start to get 

what you want, otherwise you’ll get millions and millions of responses back, and social media 

is very similar, not to mention on top of that, especially Facebook, has ratcheted down the 

exposure of a post so any place that you might put up, nonprofits work really hard to build 

their audiences and many of them still have audiences of maybe even fewer than a thousand 

people on their social media profiles. One of the things I’m seeing, and I don’t know if you’re 

seeing this, too, that it’s really hard to use social media effectively to share and spread your 

content without growing your presence and getting more people to like you and more people 

onto your email list and to just get a bigger audience of people who have said, “Yes, we want 



to hear from you.”

Claire: One of the ways that I suggest nonprofits build their social media presence is to use 

influencers. So try to think about who is blogging out there, who might have an interest in 

what you do. So for example, I used to work at a San Francisco food bank. We discovered 

that two types of bloggers shared our posts, mommy bloggers and foodie bloggers, and the 

mommy bloggers did it because they cared about child nutrition, so we got to know a couple 

of them well and when we wanted something really sent out and shared, we could contact 

them directly and say, “Hey, could you share this post?” and then the foodie bloggers, they 

just cared about everything to do with food and they liked to look like they were being good 

guys, we don’t just care about expensive food, but we care about making sure everybody gets 

fed. Think about who can share on your behalf and then also start with your own close people. 

Ask your board members to share your post and do it regularly, consistently. Make that part of 

their jobs. 

Beth: I am a big fan of the ambassador concepts. So what people are going to ask and so 

I have to ask on their behalf is how did you figure that out? How did you learn that mommy 

bloggers and foodie bloggers were the people that were sharing your posts the most and 

how did you learn why? You said that you knew why they shared it, like why it was interesting. 

What did you do to figure that out?

Claire: Well I have to confess. It’s my marketing team that did it and they just sort of noticed 

it. They noticed. 

Beth: They noticed it so what were they doing? Did they have Google alerts set up? Did they 

start seeing things online?

Claire: They had Google Analytics and then they reached out specifically directly to these 

people and ended up talking to them in real time on the telephone.

Beth: So they went into the Google Analytics, and I guess they were starting to see that traffic 

was coming from certain types of websites. I just want to make sure people, it’s great to talk 

high level, but this is really good, but if we could also share, what did you specifically do, so 



you can go into Google Analytics if it’s on your site, and you can look for something called 

referring websites, and you want to look and see what your referring websites are, and that 

will tell you who is sending traffic to you and especially when it’s a blog, it leaves a bread 

crumb trail. It will actually say which sites are sending these to you so that’s probably what 

they were seeing when they were doing this.

Claire: Right. 

Beth: That’s good, and then they saw that and then I’m assuming they went, “OK, what are 

these blogs?” and they looked at them and found who was running them and picked up the 

phone.

Claire: And then once they did that, they became proactive in reaching out. They would 

search through blogs, mommy blogs in San Francisco, and they would find them and they 

would reach out to them. 

Beth: I think that’s really huge, because people don’t realize you’ve got the answers right 

there. It’s hidden in your data, but it’s there. If you want to know who your fans are and who 

likes your stuff, it’s the people that are already liking your stuff and if you look and see who’s 

pointing to you, who’s talking about you and then do the magical, Tina Phillips said this way 

back last year from Widener that the magic that you can find by literally making the effort of 

picking up the phone and asking people, people love to talk about their interests and why 

they do what they do.

Claire: Absolutely, yeah, and the other thing I would say is as you’re starting out and doing 

this and choosing your social networks is to be patient because it takes awhile for the traffic 

to build up, and I remember when I started my blog. I started sharing it a lot on LinkedIn and 

most of my traffic was coming from LinkedIn, and that’s when I started with Pinterest. I love 

Pinterest. I love it for nonprofits, especially if you’ve got a lot of visuals. You know, if you’re an 

aquarium or an art museum or something like that, and I wasn’t seeing much traffic coming 

from Pinterest, and I was scratching my head, and then in about 18 months, suddenly it hit a 

tipping point so now I get a lot of traffic from Pinterest.



Beth: Really? I think that’s really good advice, that patience, but I also think we should caution 

patience with activity. You can’t just do one thing and go, “that didn’t work,” and so while you 

were being patient you kept fueling and executing because action beats intention any day of 

the week. 

Claire: Exactly. Or as Peter Drucker says, “All good ideas eventually degenerate into work.”

Beth: Oh wow! That’s sort of depressing, but probably totally true. So Claire, you’ve already 

given so many get started tips, but if people were interested in all of these wonderful things 

that you’re saying and they really want to do more with connecting their content to building 

a good foundation for fundraising, what would you suggest for people the first step that they 

should take?

Claire: I think I already said it. It’s get online and develop a content marketing editorial 

calendar. There are tons of them you can get as templates for free online. Just Google 

content data calendar and there’s a number of them that are in the nonprofit space as well. 

You can do nonprofit editorial content calendars and just develop a plan that is something 

that you can manage that is basically the who, what, when, where. Who is gonna do this, 

when are you gonna put it out, what is the content gonna be and where are you gonna 

post these things and once you have a road map, then you can follow it and just don’t be 

overwhelmed by it. That’s why I said start with one channel. Just start with one. Just have your 

blog or your website and your website can, a blog is really a website. It’s like …

Beth: Yeah, all it really is is a way for you to easily add content, and what I also always say 

is start with a blog if you’re the kind of person that likes to write, and that it’s easy and 

comfortable for you. For me, the reason that I do this podcast is because I’m the slowest 

writer on the face of the earth. I do like to write, and I’m decent at it, it just sucks the life 

out of me because I’m slow, and I overthink everything, except when I talk apparently. So for 

me, podcasting ended up being easier, but there’s a lot of technology and steps involved in 

that so for many people it would be a nightmare so I would always qualify that with start with 

the thing that’s going to be the easiest place for you to create that hub, but blogging is for 

many people, it’s such an easy low technical entry point, and it really enhances your presence 



overall, not just in social, but it gives you so many more ways that people can find you just 

through Google search. It just vastly increases the points of connection and contact that 

people can do, plus when you’re writing on all these different subjects, you can start to track 

what are the most popular posts and really see, the people will tell you what they want to 

know. 

Claire: Most nonprofits have e-newsletters, and so for them I would say just switch the format 

over to a blog because the technology with blogs just makes it a little easier to share.

Beth: Plus if you just have it as an e-newsletter, all of that juicy wonderful content that you’re 

spending all this time writing is only being seen by people that already have raised their hand 

and said they like you, and all of those new people that could potentially also like it are never 

gonna get to see that stuff. 

Claire: Exactly, and if you’re just using email, I think the Nonprofit Times reported that 

12.5 percent doesn’t go to inboxes, and Networks for Good reports that half of your email 

subscribers ignore you, and there’s new research out from the folks at M&R and this is recent, 

that on average, almost half of the small nonprofit email subscribers are inactive. So you spent 

all this time making this email newsletter, sending it out to your list of how ever many and half 

of those people aren’t even getting it and half of the people who get it are ignoring you, and 

my goodness. You’re not doing at all what you think you’re doing. 

Beth: That’s a really good point. Claire, if people want to learn more about this, how can they 

get in touch with you?

Claire: Well, the best way is to go to my blog, Clairification, subscribe to it and this is a really 

good time because I’m offering a major gift fundraising course that begins the end of January, 

and I’m offering it at more than 50% off for subscribers. 

Beth: Woohoo!

Claire: I’ve never done that before, and it’s free to subscribe at the moment. 



Beth: Wonderful.

Claire: And then there is a way to contact me on my blog and you can always find me on 

Twitter @CharityClairity, with Clairity spelled like my name, C-l-a-i-r-i-t-y.

Beth: Wonderful. I will make sure I have links to all of those things on the Show Notes page. 

Claire, thank you so much for sharing your insight with both me and the whole nonprofit 

community. We truly appreciate it. 

Claire: Thank you, Beth. It’s been a pleasure.


