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BETH: Hello, this is Beth Brodovsky, and welcome to Driving Participation. 

Today I have Laura Norvig on with me. Laura is the digital media strategist for 

an organization called ETR, and Laura and I met at the NTEN Conference back 

in March I think and she did a phenomenal presentation on content market, 

planning, strategy and as an organization, they’ve been doing a lot of really 

interesting things with shifting from email into blogging. So I really wanted to 

bring Laura on today to talk a little bit about how an organization is figuring their 

way through this whole content communication landscape. Laura, thank you so 

much for joining me today.

LAURA: Thank you so much for having me, Beth.

BETH: Laura, tell us a little bit about how you landed in nonprofit 

communications.

LAURA: Well, I got my degree in Library Science, masters of library and 

information science back in 2000, and the very first job I lucked into was with 

ETR, so I’ve been with them for almost 16 years. What I was doing was kind 

of managing a library for a federally funded project for the corporation for 

national and community service. We did actually have an actual physical lending 

library that we would lend out to grantees via mail, but we also had a website 

and listservs and it was still kind of the early days of people being used to use 

the internet for information, so I had very much focused in library school on 

managing information and delivering information through the internet. I was 

really interested in web stuff, so that’s what I started doing for ETR and then 

around maybe 2008, I think I started hooking up with the NTEN community and 

Beth Kanter and Amy Sample Ward, from there I just met all kinds of people 
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doing nonprofit communications and social media. So that’s how it started.

BETH: It is interesting because a lot of us that are working in this field right now, 

it didn’t exist when we were in school so the kind of on the ground learning that’s 

coming out of that is just so interesting.

LAURA: Yeah, and I’ve just been so blessed I think by this job because one 

project which I actually worked on for almost 13 of the 16 years I’ve been with 

the company, it evolved and I felt like it grew with me. I got to learn about 

information architecture and usability testing, and then I got more into online 

community building and we were able to build some online communities and 

practice for that project so it’s just been great. 

BETH: That is so interesting. So tell us a little bit about your organization and how 

in the work that you’re doing and how this content communications is playing 

into the value of participation at your organization. What does it mean to you and 

what counts over there?

LAURA: So most of the rest of ETR works on very different projects. The main 

focus is sexual and reproductive health, especially preventing pregnancy, in teen 

pregnancy prevention for adolescents and risk reduction. So we’re a very diverse 

organization in that we have researchers, we have curriculum writers so writing 

evidence-based curriculum to help with this risk reduction, we have people who 

evaluate those types of programs and then we have people who train others out 

in the field to deliver this work. So we’ve got the researchers, the educators, the 

evaluators, the trainers and then we even have another branch where as people 

know, grant cycles come and go so in order to be more sustainable and support 

this work, we have a branch of our nonprofit that sells health promotion materials, 

like pamphlets that you would find in a health center and that helps sustain the 

work. So that portion is kind of another silo where we do some more traditional 

marketing. So for us, participation is very much building good relationships with 

our funders and a lot of our funders are federal, of the CDC, the national science 
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foundation, and we have some state, where we work on some tobacco prevention 

projects in the state of California. California Department of Public Health has 

been a great funder, so building those relationships with funders is part of 

participation, and the other is building relationships with all of the people out in 

the field who do the great work that we’re trying to support and so just kind of 

I think for the way our communications trajectory is going is we’ve been able to 

improve on those relationships and then another aspect of participation for us 

is bringing the staff together and getting all of us to participate more with one 

another, and I think our communications has really helped that. We went through 

a bit of a downsizing about, after 2008-2009 and so yeah, internal participation 

is very important to us, too.

BETH: So I’m curious. What are you guys doing? Like when it comes to internal 

participation, like what does that look like to you? What kind of things are you 

hoping people will do to show this engagement?

LAURA: Well, of course we have a very small communications team, but we’re 

constantly giving small little workshops to try and coach staff to get more 

involved in social media and then to coach them or entice them to contribute 

to the blog. That is a part of it, and then internally we’re just having much more 

productive meetings, and we use, we actually have less all-staff meetings than 

we used to, but we do have SalesForce, which comes with Chatter, which is a 

communications tool, and so it’s taken some time to coax people into that. Some 

people are like “I don’t have time for that,” but then they start to see the value 

of that quick way of getting information versus clogging up your in box and 

also having those permanent threads of conversations, and so we’ve really been 

getting some good participation there. In fact, one of the things we’re focusing 

on now is how to build more diversity internally, what does it mean to us to 

be more inclusive and diverse and there’s been a lot of good conversations on 

Chatter around that.

BETH: That’s interesting to have a conversation about instead of going to your 
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staff and saying, “One of our goals is to be more diverse, we’ve got to change our 

staff over so it looks different,” period, the end. To actually have the staff weigh 

in on what that looks like and so when it starts to happen to have them feel like 

they’re part of making that happen as opposed to the recipients of a mandate.

LAURA: Right, right, yeah and we’re very fortunate. Again we have trainers on 

staff so we’ve done some internal trainings to kind of get the conversation going 

and that it continues on Chatter or people just share resources on Chatter related 

to it.

BETH: So now you’re kind of growing, doing different things, changing how you’re 

communicating with the people outside your organization as well and you have a 

really great perspective on this idea of content marketing and I’m very interested 

in this idea of organizations that have a body of knowledge, people who are 

researching, people who have subject matter experts or researchers or scientists 

on staff that are creating interesting aspects of knowledge and information and 

how they’re able to use that to connect to what you guys know to the audiences 

of people that want to know it and so I’m really interested in that. You’re doing 

some really interesting things with connecting people to what you know. So can 

you talk a little bit about how you do that? What kind of communications you’re 

doing on an ongoing basis with your audiences?

LAURA: So one of the things we did was shift from a kind of very labor intensive 

e-newsletter which was just a long process to create and a lot of long form 

content. So we shifted over to the blog and that has allowed us to just focus 

more on this ongoing schedule where you can constantly be recruiting people 

to write, and we have a fabulous blog editor, Marcia Quackenbush, so she really 

does the heavy lifting in that area of recruiting people to write, and one of the 

things she does is she will, if people are too busy to write, she says, well, I’ll 

come and interview you. You know, she gives them a lot of different options for 

ways to contribute, and yeah, one of the things I think we’re really interested 

in is research to practice. How is the research we do useful for people who are 
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actual practitioners? That’s a really important bridge for us and I think the blog 

has been really successful with that, with taking some of these wavier topics that 

researchers talk about in research speak and thus translating them to a little bit 

of a broader audience so that both researchers and practitioners are interested. 

Recently one of our newsletter subjects was about adolescent relationships and 

the click throughs on that subject were really high because we were reaching 

teachers, funders, researchers, you know all different people were very interested 

in that topic.

BETH: That brings up I think a very important question. Before I started my 

business, I worked in a scientific, highly academic nonprofit as well that was 

doing research and putting out publications. It was before all this digital stuff 

even existed, and sometimes with people who are knowledge experts and do 

have academic or highly educated background in something, that translation can 

upset the boat a little bit. People can get very “that’s not the right words, that’s 

not the proper terminology.” How are you guys, as a research-based institution, 

managing sort of the two camps of like I call it the connoisseur versus the 

consumer leveling of information.

LAURA: Yeah, it’s funny you bring that up, because I do hear that sometimes from 

our editor. She has health education background herself, so she understands 

that process. We do have already that expertise and when we write our health 

education pamphlets and other health education materials of having to take 

the scientific-based information and make it more accessible, but it is true. 

Sometimes the researcher, you ask them to write a blog post and then they come 

back with something really long and you know want you to edit it down and then 

say “but you’re missing this new …”

BETH: Yeah, exactly. 

LAURA: It has to be a back and forth conversation, but I think that people are 

excited when they see their own posts and they see the attention that their 
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posts are getting so I think they start to understand that the blog is a different 

audience.

BETH: Yeah, like it’s hard to get somebody to see a blog doesn’t need a 

bibliography. 

LAURA: Right, right. Yeah, yeah. We want a few references. Sometimes they’re like 

“Oh, you have to put this in.”

BETH: Yeah, and I think sometimes the challenge is sort of making sure that each 

side of the house respects each other’s contribution. You know that the content 

creators, the writers, the public-facing people need to value and respect that 

the data and the research and the knowledge is important and make sure that 

the people that created it feel very valued, but that the researchers also need 

to understand that they’re not speaking to other researchers in this case, that 

if you want the work that you’re doing to be usable to either a practitioner or a 

pregnant teenager that needs to consume that information, it’s got to be written 

in a way that they can access it. 

LAURA: Right, right, yeah.

BETH: Yeah. So who is the audience for your blog?

LAURA: Well, again, it would be a broad mix of the funders and the practitioners 

out in the field. So, for instance, there would be, some of our stuff is for school-

based health, so a lot of school-based evidence-based and health education 

program so there’s curriculum directors that we’re trying to reach. We’re trying 

to reach, we have a lot of projects that also work on HIV prevention, so people 

working in the field to work on that topic. Yeah, I think educators, public health 

administrators, school curriculum directors and then yeah, CDC. 

BETH: Wow, so some of these people are really different audiences. When I talk to 

people a lot about audiences and I go “Who are all of your audiences?” you know 
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one way to look at that is here are all of the different kind of categories of people 

we have to reach and another way to look at it is putting them in buckets for 

like segments. What’s actually different about these people because sometimes 

those are different audiences, but they’re the same kind of person or they want 

the same kind of information and one of the things that’s great about a blog as 

opposed to email how you had it before in email, it’s all jammed up together 

and the first three articles aren’t ones that are targeted for your preference, 

your segment, you might just move along and not read it at all. Whereas on 

a blog, it can all be separated into individual articles. So I’m curious. In these 

different audiences, are you doing anything like putting things into categories or 

segmenting? How are you making sure that if there’s differences between these 

audiences that each people are getting the kind of information that’s useful to 

them?

LAURA: Right, right. We do have categories on the blog. I think we do more with 

that. One of the segments, I forgot to mention, was trainers, so trainers who are 

particularly interested in adult learning strategies so we find that those posts we 

have a fabulous training manager who is very up on the latest like neuroscience 

developmental kind of things of how people learn, and her posts and her team’s 

posts are very, very popular, so we know that some of the people we’re reaching 

with those posts, they may never be clients of ours, but they’re helping to drive 

more traffic to the blog,k which it always can’t hurt. It’s like the ripple effect out 

on the internet. So we do and I think we could do more too with like what you’re 

saying. We’ve only got best of our HIV focus post or the best of our training 

development post and that kind of thing.

BETH: I think that’s a really good point that you just mentioned, that some of 

the people that are reading it and responding and maybe interacting with it the 

most are people that might never be clients of yours. That’s one of the biggest 

sort of questions, concerns, issues around this whole content marketing. It 

takes so much effort and time and often money to go in to putting together a 

plan and then executing a regular communications strategy that’s taking your 
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internal knowledge and putting it out there onto the internet that a lot of people 

would look at that and say we’re basically doing all this stuff and giving it away 

for free. Where does the value show up in organizations? So I’m curious as an 

organization, what are your sort of goal measures for this? I want to know what 

the things your leadership is expecting out of this.

LAURA: Well, one of the things we’re very fortunate to have is in addition to 

SalesForce we have Pardot, which is our email management system. So it does 

track very specifically who opens which emails and clicks on which emails and so 

sometimes that is helpful in showing that the right people are you know reading 

this content. We also do the typical landing pages with free content offers where 

someone does have to give us their contact information and so we can find out 

if they then, it may be a very small percentage of those that actually convert to 

a client or a customer, but in the end I think that’s worth it because you’re really 

pulling in new people. So, we have the typical measures of clicks or opens or 

views on a blog post, and all of that I think is important not to benchmark against 

any other organizations, but just that we move up and continue to move up. So 

that’s one of the things.

BETH: Right and I guess, I think that’s one of the really great thing that you talked 

about. In your case, you’re using Pardot and SalesForce, which are kind of two 

halves of the same company together, which lets you make sure that if you’re 

emailing out, all those names that are in that email are also in your actual contact 

management database so that if any of those people do flip over and become 

a client or purchase anything or take another desirable action, you really can 

link it very directly to your email marketing program, like what have they seen 

and which of those people actually are converting. It’s a lot harder when you’re 

using separate systems. A lot of people in the nonprofit space use something like 

Constant Contact or MailChimp or something like that, and if those tools aren’t 

connected back into your whatever system you’re using, maybe it’s one of the 

Blackbaud products, maybe it’s you know, what else is out there. There’s tons of 

different things out there. Maybe it’s Neon, something like that. It can be harder 
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to have the content side of the house really demonstrate what it’s doing for the 

organization.

LAURA: Right, right. No, we really love the two systems. I mean an example might 

be you know a sales person who is trying to sell one of our school curriculums, 

they can look at a person’s contact record in SalesForce and they could actually 

see if someone had opened the latest e-newsletter that maybe had one of our 

top sales people, John Henry, writes for the blog a lot about school, health issues 

and school health curriculum issues. So he would be able to see, he could click 

through and see did that person read the blog post I wrote, and that just, a lot 

of context so he doesn’t have to oversell or over explain. He knows that they’re 

interested and that kind of thing.

BETH: So now that it’s up there, so it’s up there on the website on your blog. So 

Pardot will track not just your email opens, but if somebody actually read the 

email on the website?

LAURA: Yeah, if you know, it’s usually in certain measures so they have to have 

HTML opened and turned on and then it’s trying to track their IP address. So, 

yeah, if they’re int he office and they’re using the same computer and they’re 

opening the email and then clicking through, you can see which of your web 

pages they have visited. 

BETH: Wow! I didn’t know it did that! I mean, I knew that Pardot was part of 

marketing automations. It’s more than just an email system. It’s a marketing 

automation system so that’s a lot of the features that you’re paying for gives 

you that ability to really track what people are doing. It’s sort of a fabulous and 

slightly creepy world out there.

LAURA: Exactly, it is.

BETH: So I’m also curious. You mentioned that you’re using landing pages with 

free content offers. I talk about this a lot as a way to really figure out who is out 
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there reading and consuming your stuff because you’ve got your email list. You’ve 

got your Pardot and you’ve got all this stuff, but that’s only as good as tracking 

the people that are already in your system. Once you move something onto a 

blog, you have this opportunity to have other people consume content that might 

have just been locked away in email before and was only as valuable as your 

existing email list so the blog can now help you grow that list. So I would love you 

to talk a little bit more about what a landing page is and what this, I call them 

lead magnets, but you call them a content offer. Explain to people what that is 

and how that works and to grow your email list and expand your contacts.

LAURA: Sure, I mean most of the ones we use are, we haven’t experimented as 

much with having maybe a blog post that leads into that, but we have so far 

evidence based curriculum. We offer the free sample lessons of those curriculums 

and so a lot of times people may come upon that through search so in doing 

a search for HIV risk reduction in teenagers or something like that and if we’re 

lucky, they’ll come to one of our pages and the page, these are actually built 

through Pardot. In order to get a certain piece of content, like here’s a sample 

lesson in this curriculum, the person has to put in their name and email or you 

can have them put in as much as you want. Some of these we have them add 

their title and organization because you don’t want to get just a random lead that 

you don’t know anything about. Once they enter that, it sends them an email with 

the download link. So some people call it gated content. So you are collecting 

content and you’re delivering them something of value and then you can further 

nurture them along now that you have their email address.

BETH: Right. This is such, such a great tool and I think not nearly enough 

organizations are utilizing it. It’s incredibly prevalent in the for-profit world and 

you’ll see it I’m sure in some of the nonprofits that are listening would have seen 

it. Like Network for Good uses it all the time on a lot of the PDFs and downloads 

that they have available. You’ll see it in their email, you know some things or 

articles that you can click through. Sometimes if you click on something, it’s 

gonna say here’s a free guide for something and then you just put your name 
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in and the length of the form as you were saying, Laura, it’s kind of linked to 

how desirable that content is or how much you really want that person’s name. 

Some people will say, “I just want to have somebody’s first name and their email 

address because my goal is to build as big of an email list as possible and then 

if they don’t convert, I can pull them off,” whereas other people like Laura want 

to have, you know, they don’t want to put people on their list if you’re not pretty 

sure they’re gonna be good. So the more information you ask on a form, the more 

friction you’re gonna get with people not finishing it, not filling it out and not 

coming through. It’s easy to look at that and say, “That’s not a bad thing. I wanted 

to put in as little as possible so everybody signs up,” but not always because 

you can end up with a lot of junk names on your list and in most email marketing 

systems, you’re paying per name. So if you end up with hundreds of names that 

really are dead ends and go nowhere, that is still money you’re spending to get 

you nothing. 

LAURA: Right, right. We tried to strike a balance. I think we have some content 

where all you need is your name and email, but others, it really helps us to know 

what the person does and what their title is and we do use a system where it isn’t 

just a gate where one they put in their email they immediately get the link. They 

have to use their correct email because it’s gonna email them the link.

BETH: That’s one of those tricks that you can use so that people don’t put in the, 

we call it the me@me.com emails just because they want to get it right away and 

then they have to actually opt-in to receive. When we do it, we put the actual 

download link on the thank you page after a double opt-in. So you put in the 

thing on the form, it sends you an email and in the email, there’s a link. You have 

to click on that link and confirm your email and then you get the download link. 

It’s a lot of steps, so you end up with a whole lot of people that don’t finish, but 

it all depends on your strategy around building your email list. It does come back 

to that. What is your strategy, what is your goal? Is your goal volume and then 

paring it down or is your goal to like bring in the cleanest list possible? There’s 

good reasons to do both, depending on the organization.
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LAURA: Right, right. I think for organizations that do a lot of fundraising to a 

broad public, you might want to make it super easy, but for us, we’re a little bit 

more focused.

BETH: Yeah, and when you described how you’re using it right now that you’re 

putting these forms on what we call desirable content. You’re not putting it on 

some random thing, like get this checklist, which a lot of times I have to say 

people love their checklists. But you know your audience and you know that a 

lot of people want, like a sample curriculum is gonna be a really valuable thing to 

a teacher or any type of an educator. So you know, you put that lure, that hook, 

they want it enough to give away something very valuable, which most people 

their email address is valuable now.

LAURA: Yeah, yeah, and I think that’s a good best practice. If you’re gonna go 

through the trouble of making these forms, make sure that what you’re gonna 

deliver is something of substance, and if it is, people may come back and want 

more, which is a good thing.

BETH: Exactly. A good strategy that people always say to me, “Oh I don’t want to 

give away my best stuff. Shouldn’t people have to pay for that?” and that’s always 

a tricky thing. I’d love to know what your strategy is. One of the ways I’ve heard it 

is you want to give people 10-20 percent of the best stuff so it’s the high quality, 

but only a small portion of it as opposed to a lot of a lower quality thing and I 

thought that was a really interesting take on it. How do you guys decide what 

should be free?

LAURA: I would agree with that. Quantity over quality I think is a good thing and 

it is a balance for us since we do sell certain types of information, but I think one 

good strategy can be giving a portion of a bigger whole, so that leaves them 

coming back for more.

BETH: So you’re putting up all these blog posts out there, you are still using 
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email. Now that you’ve switched to blogging as a primary, how are you using 

email with your list?

LAURA: Well, I mean we have, as I said, this more traditional sales-y part where 

we’re selling health information products, so we have that going on and just more 

traditional email marketing to public health departments, health centers and 

that sort of thing, but we for the most part, what we do is send out a monthly 

e-newsletter, we actually have two of that where we roll up the best of the blogs 

for that month, so as far as communications, our main email is just these two 

monthly newsletters. One is public health and one is school health. 

BETH: Got it. And how frequently are you blogging?

LAURA: Oh gosh! We usually, two-three blog posts a week. Sometimes we dial 

that back a little, but I would say at least about two a week.

BETH: That’s awesome. Everyone that’s listening is crying now. 

LAURA: Yeah!

BETH: So now of course I have to ask, how the heck do you do that? Who’s 

writing it, and how are you managing this?

LAURA: Yeah, again that is our fabulous editor Marcia. She really pounds the 

pavement and she does a good mix of internal. As soon as she finds out staff 

is going to a conference or has just come back from a conference or if they 

published a paper, you know, she’ll ask them to write about that, but then we 

have a lot of external partners who are, like as you said, subject matter experts 

in the field that she will reach out to. So researchers and other practitioners and 

yeah, I mean the carrot and the stick. 

BETH: Exactly.
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LAURA: So she’s enticing them by saying look how much recognition someone 

else got or just that people see the attention the blog gets, but she does have to 

constantly keep checking in with them and then for managing, she and I have just 

switched over maybe six months ago, maybe more to using Trello. Before that she 

was using this big white board in her office and if it had gotten erased, she would 

be crying.

BETH: So can you talk a little bit about what you’re doing, like how are you using 

Trello, l how does it work for managing lots of different pieces of content and 

statuses and moving parts?

LAURA: So I mean we try to keep it fairly simple and actually what I did was one 

day she and I had been using her white board plus a SharePoint calendar. Very 

clunky, partly because she has a Mac and I have a PC and her Mac wasn’t working 

very well with Share Point and one day I said “why don’t you try this Trello?” and 

she just really took to it right away. So she’ll have a column on Trello. They have 

these things called boards and then on each board you have these columns and 

then cards. So each card will represent a blog post or a blog post idea. So there’s 

one column with all her different ideas and I can just go in and add my ideas, 

too. So you have that and then as she may think of maybe it will be obvious who 

is gonna write that blog or maybe it will be an idea and she doesn’t know who 

is gonna write it so then she’ll try to assign a writer to it and so each step of the 

way, you’re sort of moving your blog post through these columns until you get to 

copy editing, publishing and promoting and that kind of thing.

BETH: Oh wow! That’s so interesting. We’ve been looking for something ourselves 

and how do we manage all of this stuff, even just for managing this podcast. At 

the moment we use a huge Google Docs calendar to manage all of the moving 

parts because I have an in-house staff in addition to some outside partners that 

all have different roles to play in the project. It is really cool to be able to have 

something like that. You know for that specific project, the Google Docs works 

really well, but for managing marketing plans and writing and content, it’s not a 
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great place when you have something that has a lot of content that goes with it.

LAURA: Right, right. I mean Trello is so versatile I can’t say enough about it and 

it’s fairly easy to use and intuitive. I mean I don’t think we’ve even scratched the 

surface of some of the things you can do. But say for instance the card represents 

a blog post. You can attach a check list to it so you can say, “Have I done xyz?” 

So every blog post has to have the same checklist of things you go through so 

there’s different ways you can use it so you kind of have to think it out at the 

beginning. You could try it one way and then switch to trying it another way, but 

it can do all kinds of things. Like it can integrate with If This Than That recipes.

BETH: Which would be fabulous and I’m having Joe Moran on to talk about 

exactly that.

LAURA: Yeah, I think yes and I think it’s easy to invite people from the out, 

it doesn’t matter if your email is like in your organization or outside your 

organization. So yeah, and also very clean looking interface. That’s what I like.

BETH: Wonderful! I always think it’s kind of helpful to go from what’s the strategy 

to what’s the tactics. Why do you do it all the way down to how you do it. So this 

is so helpful for people. If somebody wanted to get started doing this, like say 

there’s an organization out there that’s been doing the traditional newsletter and 

they wanted to switch it up and try a blog instead, what would be the one best 

piece of advice that you could give somebody in that situation?

LAURA: Well, I guess it would depend a little bit on the size of the organization. 

So how many people need to be involved, but one thing as far as encouragement, 

I would say for us, we’re actually spending less human resources. We have a more 

streamlined process because we just do the blog post and it’s spread out over 

time and then you’re rolling it up into the e-newsletter. So the other thing that 

we’re doing, and this could help with medium-sized organizations, is we had our 

web designer create a template for the blog posts so that our editor can just put 
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stuff directly in there. She doesn’t have to go through any web person to help her 

post that stuff and the same thing for when she rolls up the blog post into the 

e-newsletter, that’s the template that she can just go right in and just add you 

know the graphic and the snippet.

BETH: Got it. Right, anything you can do to kind of automate things in a way 

that doesn’t make them look or feel automated to the audience, but actually 

makes the process of execution smoother and faster so that it doesn’t require 

someone with technical expertise to be the only ones who can do it can really 

help distribute the work of an organization with what are mostly leanly staffed 

communication departments.

LAURA: Yeah, yeah. I guess my other piece of advice would be to reach out to the 

other people in your organization for content. Don’t feel isolated. People do want 

to contribute. They just need a little help.

BETH: Right, exactly. That is great advice. It is so easy for all of us to think it’s so 

much work. It’s easier to just do it myself and the transition to getting help can 

often be bumpy and time-consuming, but on the flip side, in the end, your life 

is so much better when you can have some support and let the people that do 

have the training and the skills focus on you know managing the whole show as 

opposed to worrying about each individual cog in the process.

LAURA: Right.

BETH: Laura, if people had more questions for you, is there a good way for them 

to reach out to you?

LAURA: You can find me on Twitter @LNorvig, and LinkedIn is fine. Twitter, 

LinkedIn or Facebook. I’m on all of those.

BETH: Wonderful. I will put direct links to all of Laura’s contact information on 

the Show Notes page, so be sure to go take a look at it there. Laura, thank you so 
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much for sharing your experience with both me and our nonprofit community.

LAURA: Thank you, Beth. It’s been great talking to you.
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