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

Elin Barton, the president of White Knight Productions, on with me. Elin has a marketing 

and development company and she’s been doing some really interesting things with online 

interactive publications today, and I really wanted to bring her on to talk about why going 

digital when it comes to publications and also to really explain what that word “interactive” 

means when it comes to something like this. I began hearing it a lot. Every time someone says 

“I want to do a website. I want my website to be more interactive,” so we’ll get a chance to 

really talk more about what that technically means and how we can get that for you. So Elin, 

thanks so much for joining me.

Elin: Thanks for having me Beth. I’m excited to be here.

Beth: Elin, why don’t you start off by telling people a little bit about what you do and how 

you wandered into this work.

Elin: Oh, goodness. Yes. That’s a great question, Beth, actually.

Beth: It’s my favorite!

Elin: Yes. So my path into this work is very I guess nontraditional. I got my start in Europe. 

After college I went and lived in Europe for five years and worked in advertising and 

marketing, specifically with video production. So we did a lot of European-wide campaigns for 

Nestle and for Nescafe and Pampers Diapers and things like that, and, yeah, wide variety of 

products, but the knowledge gained was invaluable and so I couldn’t have predicted opening 

my own agency. However, life is funny and you never know what’s around the corner. So after 

Europe my husband and I moved out to LA andd lived there for 10 years and had children 

and then we were looking for a different lifestyle, a different place to raise them and moved 

back to upstate New York, and that’s a little unusual, I know, but we did that not necessarily 
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knowing we were going to be starting a company or what kind of a company we would be 

starting, but it didn’t take us long to realize that was our skill set. There was a need in this 

area specifically for higher end video production, so that’s the company we started and we are 

now seven years into this grand adventure.

Beth: Right. Woo, I always love it when you start something and you don’t really know where 

it’s gonna go when you start it. Are you originally from upstate New York? 

Elin: I am. I’m originally from Buffalo. I went to school in Ithaca, to college in Ithaca and my 

dad is in this area so we came back here partly to be closer to him and other family up in 

Buffalo.

Beth: So you have a really interesting path to the work that you do. What a great opportunity 

to live in Europe. I’ve only been once so I can’t imagine how exciting that must have been. 

Either that or it’s one of those travel for business that it sounds great to everyone else. Tell me 

it was as wonderful as it sounds!

Elin: Oh my goodness, it was fabulous! Absolutely any time you’d like to go, I’d love to be 

your tour guide.

Beth: All right! That’s good, check. I’m actually going to Spain this summer and I’m looking 

for another connection like I had someone on from the Louvre, Katia Blanchard Lapeyre, 

was on from the Louvre when I went to Paris this summer and so anyone that’s listening, I’m 

looking for a Spanish connection when I go over there this summer. 

Elin: That sounds great!

Beth: So you’ve done a lot of video, and you do different types of marketing work and these 

online publications that you’re doing are really kind of pulling those two sides together. I’m 

curious in this move to this online that we’ve been seeing over the last, you know, I would say 

ten years. I don’t know about you. There’s that push and pull of the cost of print. We don’t 

want to do print anymore because of how expensive it is to create and mail, but creating an 

online publication is also quite a project. Why are people doing this? I’m curious about how 

it plays into this idea of participation that I like to talk about all the time, is when it comes to 



moving a publication that maybe was previously print online, what are the reasons that people 

are doing that as reflected in participation?

Elin: Well, let’s take a step back and let’s talk about the best way to get results in any kind 

of marketing and one of the measures that we always look for is how engaged can you get 

somebody, whether it’s a direct mail piece or an online interactive report or whatever it is. 

You always want to get people interacting with the item as much as possible and emotionally 

engaged on some level so they take action. So that’s always been our philosophy, whether 

we’re doing a campaign for a nonprofit looking to raise funds, a direct mail campaign. You 

want to create pieces that cause people to take a sticker off and put it someplace else, do 

something. They have to do something so they’re engaged. Or rip off the reply postcard and 

put it back in the mail. 

Beth: Absolutely. Like people, Tom O’Hearn is somebody who frequently says putting your 

newsletter or whatever you’re mailing in an envelope is actually an important tactic because 

even opening an envelope is asking somebody to take an action. 

Elin: Yes, exactly. So moving this to an online medium is absolutely just the next step of the 

same philosophy and so what we’re doing when we’re creating an online interactive annual 

report or whatever the item is that we’re creating, we’re offering people many opportunities 

to actually interact with the material, to actually choose their own path. There will be videos, 

most common there will be videos as like one of the options. People can choose videos. 

They don’t have to. They’re not being forced into following a predetermined path. They’re 

browsing, they’re going through there, they’re clicking on graphs if they want to see a graph 

anime up or they can read a bit of text and look through photos that illustrate the story. One 

of the most powerful components of these online publications is that there’s an immediate 

call to action, whether there’s a donate button or you’re immediately signing up for a tour of 

a college if we’re doing a college look book online or you’re clicking a volunteer button if this 

is a nonprofit that’s looking for more volunteer engagements. So whatever it is, you’re getting 

people emotionally involved. You’re getting them excited. You’re having them interact and 

learn your story and really see it and experience it in a multimedia way and then while they’re 

thinking about it, while they’re in the moment, you’re engaging them to the point where 

they’re actually taking action. 



Beth: You know I love that you mention that because when you look at a lot of these 

interactive reports, you do a lot with video. I’ve also seen a lot with animation or illustration, 

illustrations that move are basically animation and they have sometimes this kind of short 

cut information look of an infographic. A lot of the times when I see how people design or 

structure these and it’s just so funny that you say this because I was just having a conversation 

yesterday about infographics. I’m getting ready to do a presentation on one and actually I 

was talking to my brother about it and he was saying one of the challenges with the amount 

of effort and work that goes into these long form infographics is they get shared mostly for 

awareness. They almost never have any type of call to action on them and that with this tool, 

they can sort of have the same snippet, like visual information that’s easily consumable, but 

because of the clickability of it, you can get people to do something and you can track it.

Elin: Yeah, it’s that immediate see that makes it so powerful. I absolutely agree with that 

and I also want to say that with the interactive publications, as you know people learn and 

respond to information in all kinds of different ways. Some people prefer to read. Many of us 

like to watch videos and see the stories, experience the multimedia aspect of that, the visuals 

and sound and you’re getting a lot of information with video. For example, some people are 

numbers driven and they want to really drill down into those infographics really and analyze 

them so you’re giving people a lot of options to kind of build their own path through your 

information and engage with it in a way that’s comfortable for them, but leading to the all 

important call to action.

Beth: So how do you do it? Do you typically, if you have a video on the page, do you typically 

also have the content of that video or bullets or highlights or is it “In this section you can 

watch something. In the next section you can read something. In the next section you can 

scroll through something”? Do you double up or do you give people just a variety of things?

Elin: Yeah, absolutely. My preference would be to give them a synopsis of a video that would 

come up in a pop up window or it would depend on the design of the page, but absolutely. 

So some examples could be, there could be a photo gallery of different photos that were 

taken on the video shoot or related to that story. There could be a little pop-up of the story 

if somebody doesn’t want to spend, the videos would typically be short, typically less than 

two minutes, definitely less than three minutes, but people are busy and they may not want to 



spend three minutes, but they may want to get the gist of the story, so reading a paragraph 

about it may be all that they’re up for at that time and that’s OK. We want to give people 

those options. 

Beth: Yeah, because that is interesting. You can’t obviously have necessarily the whole thing 

right on the page, but one of the neat  things about it is you can have a pop-up or different 

things, which a couple of years ago a pop-up was considered a really bad thing, but there’s a 

difference between being on a website and having something overlay what you’re looking at 

that you didn’t plan on and something that lets you pick and choose what and when you want 

to see.

Elin: Yeah, absolutely, and these days the responsive sites give you so many option,s too. It’s 

becoming less and less of an issue, and, yeah, absolutely we’re not spamming people. We’re 

letting them opt in to the pop-up. 

Beth: Right. So I want to also talk a little bit about and people are creating things like this. 

What are the different types of publications or synopsises of information that end up online 

and the main thing that we talked about, Elin has a terrific annual report that she did for 

Catholic Charities, right?

Elin: Yeah, yeah. We’ve been doing these for a couple of years with Catholic Charities. 

They’re one of our clients and they, Catholic Charities in our area, they run more than 40 

programs and one of the things that’s important to them is to tell the stories of participants 

in the program, volunteers, donors, all kinds of people that are involved with the charity so 

that others can see themselves in those stories or are touched by those stories and also want 

to engage. Other types of publications that work well online are look books for colleges as 

we mentioned because obviously story is so important, but there’s a lot of other information 

that people are looking for as well and that can be presented in a very concise, but extremely 

engaging way and I guess with anything, but particularly colleges, you can get a little edgy 

and fun as well. Other ways that you can use this is product guides, so if you have any product 

or service that you want to showcase and really let people dig around and let people look into 

the details of it or how you use it or you can throw in some testimonials. So many, I almost 

think that the applications are endless.



Beth: Yeah, I mean one of the ways we’ve seen it is with something that is previously was or 

still is a print publication that’s now being move online so that more people can have access 

to it and so that you can interact with the information, but I’ve also seen sort of the same 

structure and pace and interactivity put into things like a micro-site for like a 150th anniversary 

for a school or a club or an organization. You know we work with all kinds of organizations that 

do big year anniversary type events and sort of like, “Here’s our separate site for this year’s 

activities.” My college did something like that, and you know you’ll pull everything from stuff 

on YouTube all over the place. It’s like a home for everything together. Would you say that 

that falls into the same category as this, or is a micro-site for something like that, something 

else entirely?

Elin: No, I would say it’s very similar, and that’s a great application or events. You know, 

somebody is promoting a big event or something. That’s absolutely applicable and I guess 

before I move on. You mentioned Catholic Charities and with their projects, they still do 

produce a print annual report. It’s a scaled-down version, and it’s a companion piece to the 

web, but it doesn’t, one isn’t exclusive of the other.

Beth: Now how come? Why do they still do the print version?

Elin: Well, they still get value out of that. There is a value in these collateral pieces that you 

can actually hand to somebody or leave behind or put out at a, sometimes they go to events 

and they have a booth and you know, it’s something, there’s some value in having a physical 

piece that you can hand to somebody, but there’s also a value in having a link that you can 

include in an email and have people you know discover you online and it’s very shareable. 

Beth: I think that is a big feature. I can’t tell you how many times that I’ve gotten something, 

a magazine or something that I’m reading, and I think, “Oh my gosh, I want to share this 

with somebody,” and I’ll go online and look for it. It’s almost like I feel like at this point in the 

world, I just have this assumption that if anything I have, I should be able to find a version 

of it online, and most of the time what that ends up meaning is there’s a PDF up online that 

you can turn the pages of, which is fine and I like that. It’s sort of level one of getting your 

publication online and clicking the pages is slightly interactive, but this version of it, it both 

helps people that like the print version share it with people, but I would bet it also engages 

a whole lot of people that either wouldn’t have access to the print version or an organization, 



the distribution of it just gets unwieldy.

Elin: Yeah, absolutely, and even with those PDFs you can enrich the experience of viewing 

that content online with video or with charts or interviews of audio. There’s all kinds of 

options. I just love the world today because there’s so many options. You can get really 

creative with this stuff and engage with your audience on a level that they’re responsive to 

and comfortable with.

Beth: Yes, and I love that. Are you seeing many people doing that? I’ve seen a lot of online 

publications that are you know basically an interactive website. What you’re talking about is 

that sort of e-pub or digital publication methodology and embedding video and interactive 

elements into what might look like a traditionally designed print publication. That technology 

has been around for awhile. Are you seeing a lot of people take advantage of it?

Elin: I’m seeing it start to take off a bit, mainly in higher education with my experience. So it’s 

still as far as I’m aware, it’s still fairly new and certainly attention-getting. I think there’s a lot 

of people not doing it, and I don’t know if that’s because they don’t know it’s possible, they 

haven’t thought about it, they need some guidance to encourage them to do it. I’m not really 

sure what the reason is.

Beth: Right, and I think it’s not, I mean I don’t think a whole lot of people are aware of what 

can be done. You can take a PDF and embed video into it. I can’t tell you how many times 

we’ll design a print publication, and you know the person we’re working with, you know 

spent thousands of dollars on having a photographer at the event and they got a ton of great 

pictures, and in the publication we have room for three of them, and then you know they’re 

like, “It’s always hard to make those decisions. There’s a lot of great pictures,” and there’s not 

always a budget to do print publication and a web publication. Sometimes there is, but to be 

able to take that print publication and with I wouldn’t say minor. My web developer always 

tells me I’m not allowed to use the word easy. But with less work than doing a whole separate 

project, to be able to take an area that was designed for a photograph and swap that out 

and put a video in or put a link into one of those scrolling video galleries and then make that 

online publication so much more meaningful, and it’s a really cool thing that I don’t think a 



whole lot of people know is possible.

Elin: You know it’s really cool, and it’s important to work with somebody from the beginning 

that has a big picture approach to it, because, for example, we do an awful lot of video 

production, and if we have been involved from the beginning so we understand the full vision 

for what the client is looking to create, often times when we’re on a video shoot, we’re able to 

schedule the day such that we can do video as well as still shots from the same shoot and just 

utilize our resources to their full potential. At my company, we work either a half day or full 

day with video and we work very hard. Half day for us is five hours, a full day is ten hours, and 

we encourage our client to use us, and if the video portion is only going to take two hours. 

Well, you’ve kind of got three hours credit left so let’s do some photos. Let’s do something 

else and it’s really helpful to be working closely with the clients so we can see the big picture.

Beth: And do you typically bring a separate photographer out or does your videographer do 

the still work?

Elin: It can be done both ways.

Beth: It can be done both ways. I want you to talk a little bit about why having separate still 

photography is a little bit of a different project as opposed to just saying, “We’ll pull that 

image out of the video.”

Elin: Yeah, I mean sometimes you can get away with pulling the image out of the video, but 

it’s more appropriate for web than for print. If you’re looking to print something on a large 

scale or, of course, you can look into quality you need, better resolution images and you can’t 

pull those from a high definition video, there’s a limit to what you can pull out so it’s important 

that, like I said, your production team understands the scope of the project, and if you 

actually need photographs for print pieces or for some purpose that requires higher quality 

photographs it needs to be done separately to the video. 

Beth: Right, and I think every project should always have that component of like everyone 

always asks, “How are you gonna use this?” Every videographer I’ve ever worked with will say 

things like “Are you putting this on YouTube or are you displaying this on a 10-foot monitor at 



the front of a room. So that’s important, just a basic format question, and I think every video 

company would ask you something like that, but I like what you’re saying and, I completely 

agree, it’s not just about the technical format. It’s also about how are you marketing this 

program. What can be done once while we’re onsite and let you be able to use it multiple 

times? How can we kind of double up, I always say double up. I don’t like to say double down 

on the hours that you’re buying so that you can get more out of it and if we can ask questions 

like, “Are you promoting your event on a billboard?” That tells us something about the size 

and resolution that we need to create something for or you know if you’re gonna be doing 

a whole bunch of other things maybe you need to shoot more B roll of background or is this 

person gonna be doing a presentation dressed in costume, and then they’re retiring and 

you’re never gonna get them again. Should we do some off to the side back interviews with 

them so we can keep them for posterity. The more you can tell us about you know what their 

goals and dreams are, it’s amazing what you can create out of that.

Elin: Yeah, that’s very true and I was just thinking through to my current projects and almost 

all of them have print components and online digital video components and billboards, for 

some reason we have a lot of projects that happen to have billboards at the moment and 

we’ve done exactly what we were just describing. We were able to shoot in one or two days 

all of the material for all that and these days, too, when people are using social media more 

and more, a lot of times people are interested in short clips that they can put on social media 

so that’s the thing we’re being cognizant of getting often times on the shoot, but it’s critical 

that if you’re going to take this approach you spend adequate time in pre-production and 

planning and strategy. I can’t stress that enough because you want to know before you go 

into that shoot, you want to really know what you’re going for and why and have a really good 

list of what you’re looking for so you can maximize the time.

Beth: It’s funny. My dad was always an amateur photographer and as I was growing up, back 

in the day that film was actually film, the thing he always used to say was “film is cheaper 

than shoe leather,” and by that he meant once you’ve left, once the event is over, once the 

talent leaves or the interviewee isn’t there anymore, going back and getting that again is so 

complicated. Even just little things. We just finished a large donor magazine, and we had the 

photograph for the cover six weeks in advance, and two days before the job was supposed to 



go to print, the donor that was on the cover of the magazine she decided she didn’t like the 

necklace that she was wearing, which then created six hours of Photoshop editing work, and 

nobody said when the shoot was taken, nobody said, “Let’s try this with the necklace, without 

the necklace. Do you want to try a couple of different blouses?” There’s just little things and 

I know that a lot of times what people think, especially if it’s a donor that you’re interviewing, 

you don’t want to inconvenience people. People always kind of take that approach of 

“they’re doing me a favor by giving me this interview and so I want to make this as easy and 

convenient for them as possible,” and I definitely support making it as easy as possible, but 

sometimes it happens that it ends up at the expense of actually getting what you want or 

getting something that is useful that can then end up costing you money by re-shooting or 

hours of Photoshop work on the back end.

Elin: Yeah, you want to make them look good and it’s so important to have a good director 

that you trust and for your clients to work with, for clients to work with a production team 

or advertising agency, marketing agency that they really trust to get those details right and 

you know I think it’s great that you’re able to do the Photoshop work, but hindsight is always 

20/20.

Beth: Yeah, I’m not sure my designers are still speaking to me. What do you suggest for that? 

What should people be looking for if they want to do more interactive work? If they were 

looking for a partner, a lot of people haven’t ordered this or bought it before. How do you 

know if you have a good director?

Elin: Well, I think it’s important that somebody’s past work, talk to somebody that they worked 

with as far as references. Check references. That doesn’t hurt and just maybe start with a small 

project and see how that goes. You want to interview a couple of people. Obviously pick your 

favorite one that has the best work and good prices. Cheapest prices are probably not going 

to be your best option, and it’s important to work with somebody you trust. For example, you 

mentioned events and sometimes we get hired to cover events. Depending on the event, a 

lot of the times we’d recommend bringing three cameras to an event, and I know that there’s 

budget concerns, but there’s reasons for wanting to do this. Like if you’re really looking to 

cover something correctly, it’s not always necessary to have three cameras, but sometimes it 



is. I’m just thinking of some of our recent projects, and I just think that if your production team 

or your agency is suggesting that you may need something like that for better coverage

Beth: Something that on the surface sounds really excessive to you at the time.

Elin: But you might just want to listen to the reasons for it. So in the case of the donor’s photo 

shoot, if the production team was saying “I think we need this person for two hours and 

these are the reasons. We want to put her in three different outfits. We want to try different 

backgrounds.” There might be a reason for that that would actually make sense looking at 

the big picture in the long run when you don’t have to do all that Photoshopping at the end. 

With events, live events, the worst thing is if you didn’t capture something and a lot of times 

the best moments from those events are spontaneous, things that are not planned and you 

want to have cameras around to get the magic. If it’s an event that you’re looking to say for 

example make a video of and promote the next year’s gala or whatever it is. You need it to 

look fun and you don’t want to be missing a lot of the magic moments. So if it’s possible to 

work into the budget, a little bit more coverage. Sometimes it really is worth it, but again 

it’s important to have a relationship with the team and to be able to ask them questions 

and listen to their answers and make your decision based on all the factors you have to pay 

attention to, but at least consider the possibility that better coverage might make sense.

Beth: I think that’s a really great perspective. I was gonna ask you what do you mean by trust 

because that’s a big, broad word, but when you explained it, that made a lot of sense because 

we go through that, too. We want to recommend this to somebody, but it’s gonna sound, 

you don’t want to sound like you’re just upselling, and when you have that relationship with 

someone, and somebody says, “Look, you know, these things you can do yourself, but you 

need to let us do this.” We recently just had an issue with something. These days everyone 

wants to handle the printing themselves, and that can be a real problem when the person 

that’s buying the printing has no idea what they’re purchasing. They don’t understand presses 

or printing, and we were doing something with metallic ink and they ended up picking a 

type of printer that wanted a file set up in a completely different way, and things like get 

complicated when there wasn’t trust because it was a project we hadn’t done before, and 

people want to control things and handle it themselves, but you’re right. The more you get to 



know somebody, so it’s always hard on the first project, which I love your idea of. You know it’s 

OK to start with a small project. There’s lots of small projects, and you know you don’t have 

to jump into something massive right away and get to know people and you know everything 

evolves from there.

Elin: Yeah, I agree with that and everybody’s heard that people work with people that they 

like. I think that’s really important, and you want to have the open conversation, accessible 

conversation where you can be honest and ask questions, and I hope that you know clients 

can accept when we are recommending something and often times our clients do. Our best 

clients do. The ones that work with us long term. They may say, “That’s a great idea. It would 

be wonderful to have three videographers at our event. We really can’t afford that and can 

we work with that?” Can we say, “Well, if we’re only gonna have one, this is gonna be our 

strategy.” Absolutely. There’s flexibility, but I think it’s important for the creative team to have 

the accessibility or the ability to voice their opinion in the best way to do something and then 

to be able to be flexible.

Beth: Right, and I just also want to throw in the caveat of work with someone that you like, 

but not at the expense of working with the right person. It can also happen the opposite way. 

We see many people that chose, especially we see it a lot in web development. They picked 

a friend or somebody that was recommended to them. You had mentioned go out and look 

for something that you like, which is absolutely important, but also make sure that you’re 

talking to that person and you’re asking them questions and listening to how they answer. 

Do they listen to you? Do your opinions matter? Do they want to weigh in and say, “I want to 

give you my expertise, but you know some things about how you want something done, too.” 

Make sure that it’s a good working relationships and that the person you’re saying, “I like this 

person,” also has the skills, the talent, works in the price range that you want. You can go out 

and get the best person in the world, but if your project, if your tiny little project is really small 

for this company, you’re not gonna get the attention of the A level staff that you think, so you 

know really looking for the right fit and always from the right-sized company, the right focus. 

If you’re, you know everyone who is listening to this is nonprofits. If you go for somebody 

and their whole career has been doing Nike commercials, are they the right fit for you even 

though you love their work?



Elin: Yeah, that’s a really good point and I can’t tell you the number of times I’ve heard from 

somebody, “Oh, you know, it’s just video. My cousin’s doing it with their iPhone.” It’s not 

the same. You do need a professional. In my opinion, it’s worth the investment to portray a 

professional image of your company by hiring professionals to do your design, to do your 

writing, to do your video, to do your photography. It’s a no-brainer. I’m glad that you brought 

that up because I almost wasn’t gonna say that because to me it is a no-brainer. There’s 

no question about it, but it doesn’t mean that everybody thinks that way, and I know that 

nonprofits are very cognizant of how they’re spending their funds, and that’s great. I believe 

that they do have to find the right fit, but I think it would make more sense to do things 

slowly. If you can’t afford to do the logo and the website and the brochure and the video and 

everything, then get a good logo. Start with one thing and do it well and then do some more 

things. That’s my opinion or at least you have to present the professional look, that image, 

it’s so important because we talked about trust. People need to trust you. You can’t look like, 

even if you are being run out of your basement, you can’t look like that. 

Beth: Exactly. So when people are doing all of this interactive works, spending the money, 

getting all of these things together, putting this publication online, how are you seeing them 

market it and use it? One of the things you talk about is now you’re used to doing a print 

publication that you put in the mail and you send it out. Once you take that concept and 

bring it online, you have this opportunity. It’s shareable, but shareable doesn’t necessarily 

mean it gets shared. What are you seeing that people are taking advantage of because they 

have an asset like this online now? How are they marketing it and getting people to share it?

Elin: Yeah, that’s a great question and again it does come back somewhat to budget, but 

there’s a lot of things you can do with a low budget. You can do an email blast, a campaign 

and include a link to this great interactive publication on your eblast. That’s fairly cost-

effective. There’s so many options for digital advertising. You can be very targeted in who 

you’re talking to and promote these publications that way as well and pulling in the right 

kinds of people. You can do guest blogging on other blogs and include a link there. There’s, 

gosh, there’s so many. There’s social media. There’s so many opportunities with social media, 

and of course you’re going to want to host it somehow through your website as well. There’s, 

what I love about online is there’s just like endless possibilities and the ability to target the 



viewers that are gonna be seeing this is invaluable.

Beth: Wonderful. If somebody wanted to get started thinking about taking some publication, 

some piece that they have been doing or would love to do and move it into an interactive 

format, what would you suggest be their first step?

Elin: Well, I’m always all about planning. Are you suggesting that they’re gonna do it 

themselves?

Beth: No not necessarily. Whatever you would say. Where would somebody start if they said, 

“Wow, I really would love to have my annual report be an interactive piece this year”?

Elin: Yeah, I mean ideally they would engage with an agency or someone that can help work 

with them on the creative aspects of it. You’d want to sketch out what you want it to look 

like. Sometimes you want to feature, which are most conducive to being interactive so we 

mentioned infographics and animations., depending on your message. I can’t really answer 

it. I can’t really give you a blanket answer except ideally you’d have a professional helping 

you and the planning is critical. So you’d want to sketch out what you think is most important 

and what you think is the best way to tell your story, I guess. The nonprofits we work with are 

very story-driven. People respond to the stories of those that they’re helping. Some of the 

nonprofits we work with help animals, for example. So everybody loves videos or success 

stories or even the sad stories with the animals are very effective when they’re looking for 

donations or involvement in their organization. Video is a great place to start in my opinion. I 

don’t know if it’s appropriate for every single company. I think it probably is, but again it’s all 

about the planning.

Beth: That’s terrific. Elin, thank you so much. This was really informational and helpful. I 

always love to learn new ways that people are using to communicate with their audiences and 

share and spread their cause and their message. If people have more questions, how can they 

get in touch with you?

Elin: Well, they can call me. It’s 607-239-5423, or shoot me an email, which is Elin@

WhiteKnightPro.com, and I respond to both of those really well, so I’d be happy to talk 



to anybody about any of this further, and, you know, help them craft their own interactive 

publications online.

Beth: Wonderful. Thank you so much for sharing your expertise with both me and the 

nonprofit community. I will have links to the Catholic Charities report, and Elin’s contact 

information up on the show notes page. Thank you so much.

Elin: Thanks, Beth. 


