
Beth: Hello. This is Beth Brodovsky, and welcome to Driving Participation. As we get into 

April, April is National Volunteer week, the week of April 10 and so I wanted to bring on some 

guests to talk about volunteer communications in their organizations. Today we’re gonna be 

talking about the challenges and opportunities of communicating with a volunteer-based local 

that’s out in the field. I have Maggie Creps who is the manager of volunteer engagement at 

Medical Teams International joining me today to talk about the work that she’s done with her 

volunteers. So, Maggie, thanks so much for joining me.

Maggie: Oh, you’re so welcome, Beth. I’m happy to be here.

Beth: I think this is such a great thing to talk about and it’s great to be able to use the focus 

on volunteers that happens in April to really talk about the different types of volunteers 

and the different ways that people work with them, and everyone has an interesting path to 

getting into this work. So can you tell me a little bit about your journey?

Maggie: Oh, yes, that is absolutely true and my journey, I’m sure, is similar to others. It’s quite 

unique. I actually have a history poli-sci degree for which at one point I thought I would go to 

law school, and that didn’t come about in my plan, but what I did do is spend a lot of years 

when I was at home raising children volunteering myself. My parents had created a culture in 

our family where we had placed a high value on using your skills to help others in the world 

and so it was a natural outpouring for me to do that while I was at home raising children. I 

did everything from being the PTA president and serving on a number of different school 

committees to being an elder at my church. I served on some committees and boards and all 

of that really fostered my belief in the power of the volunteer.

Beth: I mean it’s so interesting and I see that all the time. I teach a class for the Association 

of Fundraising Professionals for their fundamentals of fundraising course and I’m always 

so amazed when I see all these really interesting people and the ways that they get into it. 
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Volunteering is a huge way for people to get into being a leader and actually working in 

nonprofits. I’m sure a lot of people that are listening might have started out their careers 

doing it that way. I’m always interested in how people end up doing this, maybe having 

studied something completely different. I want to tell all the kids that are in college you know 

study something that really interests you. There’s all kinds of jobs out there to do afterwards.

Maggie: Yeah, there is, and I took a route through for-profit before I ended up in this 

current role that I have partly because one of the things that I come to the table with is this 

passion to create and so I had an opportunity to start a business from the ground up with 

a developer/owner and that was really a phenomenal opportunity for me and interestingly 

every piece of that business that I touched from the securing of the financing to the building 

of an $18 million dollar project to the staffing of the 100+ employee business and all of the 

what we called micro-businesses that went inside the overall business were really important 

experiences that I’ve been able to call on in the work that I’m doing now.

Beth: I so believe that and I feel that everyone’s experiences add up to what they’re doing 

now. I always laugh because my brother has a degree in theater construction and now he does 

privacy in K-12 education, like high end technology stuff and people always laugh at him and 

say “do you use your degree every day” and he says “everyday. Every time somebody comes 

to me and says ‘I have no budget. I need it done tomorrow and we’re not really sure what 

we’re doing’.” He says that’s exactly what I’m trained to do. You know it’s sort of those base 

lined skills and things like project management and speaking and decision making that carry 

you through no matter what you do.

Maggie: Yeah, I totally agree, totally agree. 

Beth: So you’ve done a lot of things in your past that got you here. When you see, looking 

at what you’ve done and what you’re doing now, and the need to get people involved to 

you know approve things, get things moving forward and in the work that you’re doing now 

with your volunteers, what does participation mean? In the organization and the way you’re 

working now, how is that important in a way that sustains your group and helps you grow?

Maggie: Well the organization that I’m in now, volunteer participation is absolutely critical. 

We could not do what we do on the scale that we do it without the team of volunteers that 



come together every year and lend their expertise and time. We put about 2,500 volunteers 

into the field every year and the field is anything from what we call our local, which is folks 

that are working inside this building that I’m in right now helping us internally with admin 

support and some technical things to staffing our distribution center. We send about $50 

million dollars worth of medical supplies out every year to different places around the world 

and so that’s quite a warehouse, to putting community impact teams, doctors, nurses, medical 

technicians into the field to bring hope and healing to those that are in need so if we were 

to take and quantify that through a dollar value, the cost of running this business would be 

enormous and we’re able to do that through really the gift of these volunteers who take the 

time and in many cases their own personal funds to do this work. So for us, like I said, it’s 

really, really significant.

Beth: Wow! So you’ve got obviously some people on site. Today I think we’re gonna focus 

on the ones that are off site, the ones that are all over. These 2,500 volunteers, a lot of them, 

they’re not sitting there. You’re not gonna walk past them when you’re getting coffee every 

day. When you’re working with people like that, that are all over the place, what are some of 

the unique communication challenges to doing that?

Maggie: Well, I think it’s pretty typical of regular for-profit business. You hear that time and 

time again, even with the best companies out there that communication on a large scale to 

impart information and to receive back information in a real timely and clear way is always 

a challenge and it’s no different in the nonprofit sector. In fact, sometimes it’s even more 

challenging because of resources that are available to us because we’re watching where our 

dimes go so carefully to make the greatest impact in the field for those in need that we get 

pretty scrappy as they call it. So we use similar ways of communicating, email, phone, Skype, 

conference calling, but when we’re dealing with folks in remote locations you know we’re at 

the mercy of internal structures of countries, too, and then the nature of our work changes 

kind of rapidly depending on where we’re deploying volunteers and what’s happening in the 

field at the time. So just remembering to look back. You may have one conversation with one 

group of people that you are expecting are gonna be able to relay that information, but they 

may not have the opportunity to do that so it’s kind of multifaceted the challenges because 

it’s not just the communication mode, but it’s making sure that teams that are in various 

locations all hear the same thing in a fairly timely manner and that’s tricky.



Beth: So what are some of the tools that you’ve been using to do that?

Maggie: Well, we have a couple of things that we do. We send out really depending on 

where volunteers are and what projects they’re working on, we have communication updates 

that we will do kind of in the morning with the folks that are in the field.

Beth: And how is that? Is that like an email?

Maggie: Yeah, generally it will be an email if they’re already remote. If they’re all in the same 

place and again that’s, it really varies from project to project. We kind of count on our infantry 

directors to use their best modes of communication in that particular area to communicate 

with the teams that are out in the field. We do quite a bit of preparation with our volunteers 

before we send them out into the field. In fact, we take their preparation and their safety 

extremely seriously and so they are well-prepped for what they will experience when they get 

there.

Beth: And do they come on site? Like do you have to, how do you prep them? Do you bring 

them in person?

Maggie: Well, it depends on where we’re getting them from. If they’re fairly local then we can 

do that and we do that in person. If they aren’t because our volunteers come to us from all 

over the world, we do it via conference calling, Skype sessions, we’ll have when we’re actually 

out in the field say we’re working in Uganda, we’ll have, they’ll get all that information via 

email in document form. We’ll have a couple of conference call sessions with them and then 

we’ll team up once we’re in country and go over any questions that people may still have, 

review protocols for communication and safety, review scope of work again and you know 

project goals, things like that. Once we have someone from the team that’s with them and 

then that runs pretty smoothly and separately from what my team does once we release them 

into the field. Once they return from the field, then we have a debrief session with them and 

kind of go over what their experience was like, areas for improvement and you know we like 

to glean their stories, that’s a really important part of how we keep pushing our work forward. 

Stories from volunteers in the field motivate more volunteers to go into the field. So we like to 

capture that.



Beth: How do you do that? How do you capture their stories?

Maggie: Well, we’ll capture them in both picture and word. Sometimes we’ll do it via video, 

but one of the things that we’re working on, I’m on the fairly new end to this organization and 

one of the things that we’ve been working on since I’ve arrived on site is unifying, for lack 

of a better term, volunteer experience, making sure that regardless of where our volunteers 

serve us, they have a similar experience of our organization, and for anybody who is listening 

to this podcast, I just think that’s really critical that your organization has a brand whether you 

realize it or not and it is the experience that the consumer or the volunteer has of your service 

or your product so you should own that brand and you should develop that brand and that 

brand is very experiential for volunteers and we are in the process of putting the final touches 

on what we call our one volunteer experience, which is a series of ways that we communicate 

with and express our mission to our volunteers so that if nothing else, if they would ever say in 

the future some other volunteer who went out into the field with Medical Teams International, 

they could sit down if they felt so interested in and kind of go through some bullet points of 

some of the same things they experienced from the organization to them and one of the key 

things for us that really makes them feel like they’re part of our organization because they are 

key players in the work that we do.

Beth: So have you had to change things? So this is really interesting. I love this idea of one 

volunteer experience and pulling it through all the way through from your brand knowing 

it’s how people interact with you and what they take away from that that’s gonna make them 

decide whether they’re gonna come back. It’s probably gonna color even their impression 

of the experience that they have on site. It’s all being driven on making sure that they 

understand what to expect when they get there, but also why you all together do the work 

that you do.

Maggie: Yeah, and you know there’s a couple of things that I believe in wholeheartedly 

both in for-profit business and nonprofit business and whether you’re cultivating a client 

or customer base or you’re cultivating a volunteer base. You have to engage both of those 

groups around what I call the why. Actually I don’t call it the why, Simon Sinek does.

Beth: And everyone that’s a listener to this podcast knows that he’s like my hero I think and 



I mention his book, Start with Why, probably every few episodes. All the time I mention it. I 

love it.

Maggie: Yeah, and you know he just did a marvelous job of articulating in a very clever and 

humorous way, a profoundly motivating way what we’ve all known for a long, long time and 

that is that people are motivated by desire and by their passion of how they orient themselves 

to what matters to them, their whole value system and then furthermore you keep them 

engaged in that by the personal relationships and so that’s really what we’re about doing at 

MTI is taking these volunteers and we engage with them and we connect with them around 

the why. The whole reason they want to work with us in the field is because their values 

align with our values. Their passion to come along and serve the people in greatest need 

in the world is just smack in the center of why we exist to begin with. So we’re not trying 

to bring anybody into our fold that doesn’t already have a passion for that. That would just 

be an uphill battle, quite frankly, because this is the center of why people do what they do. 

So I would say that’s why it’s really important to know what your brand is. You know I’m not 

gonna be very successful at motivating people who want to blow up balloons for a living or 

in their volunteer time. We don’t do that. That’s not a value that we have. That doesn’t mean 

that’s not valuable to somebody else, but that’s not who we are and what we’re doing so I 

shouldn’t take my time to try and convince them of something other than what it is that they 

really want to do. There’s plenty of people I believe, so many people that are motivated to do 

what we do and so it’s about taking what I would then call low-hanging fruit and getting them 

engaged and then you get them engaged through the personal connection and that personal 

connection is all about the one volunteer experience. It’s saying not only do we already agree 

on the importance of this work, but we want to know your story too and really we’re just the 

conduit for you to go and do this great work in the world.

Beth: My favorite term!

Maggie: Together we can align.

Beth: That’s my favorite term! We’re the conduit! I mean it’s so hard to get people to look at 

it like that. I always say that you need to recognize that you’re the facilitator of someone else’s 

dreams.



Maggie: And I think what’s really interesting to me is that there are lots of people in 

organizations for whatever reason who get it a little bit backwards and they want to align 

either the volunteer or the customer with themselves personally, and that’s misguided. I’m 

not sure what the motivation for that is, but I think a really healthy organization always aligns 

with not only with the mission, but what is it that your volunteers want to get out of this 

experience? It’s not just about the work that you’re doing through us. It’s about how you’re 

being transformed in the process and I think that’s the same thing for the consumer. The 

consumer wants to buy the iPhone because they want to be an early adapter. They want 

whatever and it’s not about Apple saying just be a part of us. It’s about Apple tapping into 

them and so I think that’s what we are trying to do with our volunteer experience is really 

engage around not only the work that we’ve set up to do, but for the transformation that the 

volunteer goes through when they partner with us through this work and really in all of that we 

are just the conduit.

Beth: I love how you keep mentioning different for-profit organizations, and I know that it’s 

even though you’ve only been in nonprofit for a couple of years you really get it, but it’s so 

easy for people, like I can see how it’s so easy for people to kind of think of this in this bubble 

like we’re different and we really need people to care, but most for-profit organizations that 

are successful, we don’t even recognize it because they do it so well, but they’re so customer-

focused. They’re constantly researching and evaluating and looking at us as what do we want 

and how can we make them come. They just have a lot more data and structure behind it. Like 

when you look at when the iPod very first launched, the theme wasn’t buy this greatest new 

device that we have. It was get 1,000 songs in your pocket. It was …

Maggie: What’s in it for you.

Beth: It was what’s in it for you. What do you want? What will, and the whole, if you remember 

any of those crazy dancing ads. All they showed was this could be you. Put yourself in this 

position and imagine yourself if you could have your own personal music. As much as you 

want, wherever you go. Like they understand their client, they understand their customer and 

what is gonna be transformational to them and it’s funny. It’s actually not at all different than 

what we want to do with nonprofits.



Maggie: Well, and I think I have a different lens on the nonprofit world having worked in the 

for-profit world and what I found is that there’s more cross over than I thought, but there’s still 

probably not enough going both ways. There’s so much to be learned by nonprofit on about 

how to run a lead business really professionally and effectively from for profit people and even 

just ways to scale and efficient systems and things like that and ways to look at challenges in 

the workplace and vice versa. There’s lots to be learned in the business world from nonprofit 

folks. They tend to come at it. Really they come in and probably why they gravitate to the 

nonprofit world is because they lead with their heart, which I love and that’s that personal 

connection. So to really have that drum beat in the business world more steadily, let’s not 

forget to connect not only with our customers, but with the staff and really unify ourselves 

around this shared vision. Often I have found in for profit is that you know everyone has a 

vision and a mission statement, but really what they do every day doesn’t always align with 

it and that’s where for profit I think goes a little bit south. So there’s a lot to be learned from 

kind of these shared experiences and having more experiences and then bringing them to 

the table and applying them and then in this particular situation and I’m really grateful for 

my for profit experience to be able to take some of those practices and bring them here and 

challenge some of the people that I work with and then learn a few things as well along the 

way. That’s all been great. 

Beth: Absolutely and it’s interesting because I think we sometimes forget that a lot of our 

volunteers, in fact, probably most of them are working in the for profit world so we are 

actually bringing in for profit people, people that really have no experience with the fact that 

nonprofit communications is or should be or could be different and we’re communicating with 

people that you know see everything every day. I always joke with people that say it needs 

to be different because it’s coming and I want it to stand out in the mail, but everyone that 

we’re communicating to gets a whole bunch of mail of all sorts and they’re all people that are 

living in the world. So to kind of recognize where that was and so you’re doing some of that 

as you’re beginning to formulate and evolve this experience that you want your volunteers 

to have, what are you looking at from the way the organization communicated in the past 

and what you want to do to communicate with and connect with and so that these volunteers 

head out into the field with the why, with the feeling, with the connection that you want them 

to have? What are you changing to create this experience?



Maggie: Well, on the granular level I’m changing the way our team approaches the, for lack 

of a better term, the management of our database so we’ve moved to a more relationship-

oriented approach where they have a group of you know hundreds and hundreds and 

hundreds of volunteers that are in their particular group, so we’ve got this database and then 

we’ve broken that database down into groupings that are now being managed personally by 

each of our coordinators. Just like you would a sales list if you had a territory and you were 

to call on every shoelace customer on the west coast. There are four groups. Number one, 

so we don’t have the crossover communication that where the first day it was kind of funny. 

I got here and we were just kind of getting my feet wet and I was drinking from the fire hose 

and one of my coordinators said, “Oh my gosh, that’s so embarrassing,” and I said “What’s 

so embarrassing?” and she said, “I just reached out to a volunteer and didn’t know that 

somebody else had just reached out to them yesterday because it hadn’t been tracked in the 

way it should have been tracked in the database,” and because there wasn’t one coordinator 

assigned to that volunteer we then had multiple people having conversations with them which 

was confusing for the volunteer, and so I said, “Well, I’d rather have two of you reaching 

out to one instead of none of you,” and did you say, “So you met Frick, I’m Frack.” In those 

situations you just have to have a little bit of humor. Volunteers are you know, they’re very 

gracious and you know as long as you lead with “Well, we just wanted to be doubly sure we 

got in touch with you on this,” then they can roll with that, but it does bring up a great point 

in illustration on the very first day that there needs to be a better system for tracking our 

communications and managing these people so that we not only don’t have those kinds of 

double ups, but we don’t have the gaps. That’s equally as … 

Beth: detrimental, yeah.

Maggie: It’s not acceptable. So we changed that up and we have a whole new engagement 

process that they go through and to be in communication with these volunteers on a 

regular basis not only to just see what’s happening in the life of that volunteer and where 

it is that they’re interested in engaging next, but to also keep them aware of the different 

opportunities that we have on the horizon and then we have you know a number of other 

internal systems that we put into place just to make their work more efficient and to get them 

to what I call our core business, which is moving our volunteers from interest to impact. So 



you know as is typical in nonprofit you wear a lot of hats because resources are really coveted 

and in our organization we’re very, very aware of how and when we use them and make 

sure that we are getting as much impact in the field as possible to maintain our rating as an 

international development organization. So we’re doing a lot of things in our department that 

weren’t what I call business central and they were distracting from our core business and so 

we did a big analysis of all of the things that they were spending their time doing and moved 

some of those extraneous pieces off of their plate and actually engaged volunteers in the 

work of those things so that our paid staff could get back to that core business.

Beth: One other thing I wanted to ask you, I wanted to ask you also, when we work with 

donors, you know there’s always the process of you ask a donor to help you and then there’s 

this process of gratitude in showing thanks. When it comes to volunteers sometimes that can 

get lost so I wanted to ask you in your organization as you build these new processes, what 

are the things that you’re doing or you’re working to build in in order to as I call it make your 

donors feel like, make your volunteers feel like super heroes? So what’s your hero approach?

Maggie: So we have you know we have some folks that engage with us just from a monetary 

standpoint. They donate money to our organization and for that we’re so very grateful 

because that is a very, very needed resource, and then we have those who engage with us 

simply with their hands and feet, serving in the field locally or abroad and that’s equally as 

valuable to us and we have people that do both. They go out into the field and they donate 

money and across the board, regardless of what they do with MTI we have a volunteer 

appreciation program that is part of the one volunteer experience that we just created and we 

do everything from allow them three distinct ways to give us feedback. One of the things that 

volunteers, that really, really matters to them and makes them feel like they have not only had 

an impact, but been impactful kind of to the organization of the organization is the ability to 

give us feedback and we want to hear that so we provide some very specific avenues for them 

to give us feedback and we take their feedback very seriously because …

Beth: And what things do you do?

Maggie: We send them a survey, we have a debrief session and they have now the 



coordinator, our long-term engagement coordinator that is in personal contact with them and 

so they can provide feedback to them via phone or email at any point in time so those are the 

three avenues that we have not only available, but that we make sure to remind them about, 

that we’re only as good as their willingness to continually improve and we want to be about 

continuing improvement.

Beth: I think that’s huge that you say it that way because you know a lot of people are nervous 

about giving feedback because they either don’t want to hurt your feelings or they feel like 

what’s the point of saying anything because nobody ever listens, so it’s so smart that you’re 

kind of leading off with creating a culture of feedback and of the fact that you’re all stronger 

when you share what’s going on and what’s working and that it’s a positive thing as opposed 

to a complaint box or something like that.

Maggie: Well, I think that that’s the thing, is we are stronger when we put more minds 

together and the people who are in the field are at the heart beat of everything so they’re 

seeing it more closely than the rest of us and if we have, I just think it’s really important to 

come to the table with the spirit of there’s always something to learn and so you get these 

things in your feedback and so we acknowledge, we have a whole way that we go about the 

acknowledgment of this feedback and then we use that to see what’s bubbling up, what’s just 

a one off that’s actually gonna be helpful or not for our organization and we have discussion 

around that and then what are the things we’re seeing as things that we probably should pay 

attention to and look at maybe making some changes systematically so that’s the power of 

feedback. It makes you better. I think it’s sad to me when people see it as threatening because 

nobody has got all the answers and I certainly don’t want the responsibility personally of 

being expected to have all the answers so that’s really important for us.

Beth: Yeah, I love that. When you say it like that, it makes you think gosh how much pressure 

would it take off like every individual in an organization if they didn’t feel like they had to 

know everything about everything in their job you know. 

Maggie: I talk about with my team about being experts in their field, and we’re currently 

undergoing some internal training on making sure that we have shared knowledge across the 



board that everybody needs to be an expert in everything we do and yet an expert isn’t, it’s 

not God. It’s not, there isn’t one person out there that is the end-all, be-all of you know the 

information and ideas so that’s always evolving and we’re again I just get back to we’re just 

better together and so really it’s because of that feedback. 

Beth: That is perfect.

Maggie: And now I’ve forgotten what we were talking about.

Beth: That’s OK. The last thing I’m gonna ask you then is you know if somebody really wanted 

to do what you’re doing, to craft this sort of one volunteer experience that was cohesive and 

feedback-based, where would you tell them to start or what’s one thing you would suggest 

someone to do if they were gonna say yeah I need to do this?

Maggie: I think they need to know their organization and their mission really well because not 

all feedback should be integrated so it’s about kind of knowing, it’s kind of a both ends thing. 

You have to really know what it is that your organization is trying to affect and its ability to 

do that from the strategy long-term perspective and then take the feedback and evaluate it 

based on that. There are things that people will come back to us really strongly about and say 

I really think you should do X and they’re really passionate about X, but X is really not part of 

our core business. It just happens to be that one volunteer’s personal little mission.

Beth: You know that’s so true. That is so true and especially if that person that is mentioning 

it is a board member or a higher up staff member. What I see happens a lot in organizations is 

somebody has power and so everyone’s like, “Well, we can’t tell Bob no,” and the next thing 

you know, what you said earlier, what you’re actually doing in your organization and then you 

look at that against your mission statement and they have no relationship to each other after 

awhile and it can be very destructive.

Maggie: Well, and you end up running down rabbit holes, and it’s a waste of your 

organizational resources, time and energy, and if you usually end up being really 

discouraging for the people that run down those rabbit holes. So to touch on that piece, 

I think if somebody is wanting to really you know have a takeaway on this, it’s knowing 



your organization, you’re really understanding your mission and your vision and what your 

organization’s long-term goals are and then having a really good communication plan for that 

because it’s when you solicit feedback, you want to make sure that you’re communicating that 

what they have to tell you, even if we don’t do anything with it, it’s really important for you 

to hear and I really believe that because maybe that crazy or what sounds like it’s gonna be a 

crazy idea is really gonna be a golden ticket, but maybe it’s not and being able to say to that 

volunteer or board member or whomever, “I love, love, love that you’re so invested in the 

work of this organization and your part in it that you’re thinking about ways to improve what 

we do and that really matters to us and we’re gonna take this feedback and we’re gonna try 

to figure out if it’s something that we can integrate into what we see as our long-term goal 

and it may be that we can do something here, and it may be that we can’t and the reason we 

wouldn’t be able to do it is the distraction to what we consider to be our core business” and 

so that communicating back, even what some would consider a negative message, is really 

important to be up front and honest and clear. There’s nothing worse, I think, in business, 

whether it’s for profit or nonprofit, than shining someone one as people can see through that 

and your integrity is on the line, at least for me and I just really appreciate every relationship 

that I develop with somebody who can be a straight shooter, that knows how to do it in an 

affirmative kind of way.

Beth: And also in a nurturing and supportive. I love what you said. In fact, I think I’m gonna 

have to pull out what you just said and put it out into a script and share it with people. All 

right, people, download the show notes because it’s definitely gonna be there, and I think the 

key word that you said and the beautiful language that you used was “and.” You didn’t say 

“but.” You said, “I love what you have to share and we’re gonna take this back to review it.” 

There’s a tendency for people to say “I love what you have to share, but.” The word “but” 

at that point says ,“Everything I just said before this, ignore. Now I’m gonna tell you what I 

really think,” and it shuts people down, and it shuts everything down, so I love how you say 

that, and the one thing I would add to what Maggie’s saying is that you know having this clear 

vision of what your business is and then writing it down so that you can share it with people 

so that everyone can know this is what, this is the way we’re moving the ship, but to make all 

of that work, you also need a powerful advocate. You need somebody that has the power and 

the willingness to say the things that Maggie just said, to say, “We’re gonna take it back and 



we will look at it and I want you to know here is what our organization is focusing on right now 

and what we have the capacity to do,” so they can see the context and not feel shut down, 

but a lot of times people feel railroaded or that they have no choice or no power or no ability 

to say yes. There really does need to be somebody in the organization that has really great 

language like this and feels very comfortable using it so that you don’t get accidentally pulled 

off your rails.

Maggie: Yeah, and I think the thing to remember is you’re cultivating a relationship and so 

speak to them like you’re in a relationship, and be up front and be honest and be positive 

and it’s OK even to say, “This is a great idea,” because sometimes quite frankly in nonprofit 

what ends up happening is you have a lot of great ideas that you do want to integrate, but 

we don’t have the resources to integrate them at the time and sometimes volunteers or board 

members or whoever don’t understand that, even staff members.

Beth: Even for profits are that way. People think, “Oh, well, we’re nonprofits. We don’t have 

the money.” All of my friends that work in other types of businesses, they frequently run up 

against budget constraints. Like I never use the word affordable in my business at all because 

it’s a completely relative term. Some people might think that $2,000 is way too much to spend 

on a website. Other people will spend $125,000 on a website. Those terms mean nothing. It’s 

all about the right combination of what people need right now.

Maggie: Well, and so kind of learning really how to communicate those nuances in those 

things to be able to say, “Those are great ideas. I love them, and we are not at that place 

right now where we can integrate those ideas, but together let’s keep this dream alive. Let’s 

not let go of this piece and let’s come back and touch base in six months or ten months or 

twelve months and see where we are then because this is good stuff. I would love to figure 

out how we can move this in to the framework of what we do every day.” 

Beth: Maggie, these are such great ideas. Thank you so much for sharing your thoughts. I love 

it. I really think this is gonna help people do a wonderful job kind of evolving and growing 

their relationships with their volunteers, and thank you so much for sharing with both me 

and the nonprofit community. If people had questions about anything that you talked about, 



what’s a good way for them to get in touch with you?

Maggie: You know the best way, Beth, for them to get in touch with me is via email, and my 

email address is mcreps, that’s m-c-r-e-p-s (as in Sam) @MedicalTeams.org.

Beth: And we will put a link to that directly on the show notes page so people can find you. 

Please connect with Maggie and also remember to connect with me. I am on LinkedIn. My 

name is pretty easy to find because it’s very unusual. I’m always happy to connect with guests 

and listeners and what you want to hear about next. So Maggie, thank you so much for your 

time.

Maggie: Oh, my pleasure, Beth. Thanks for having me.


