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

Today I am thrilled to have Donnie Brake on with me. Donnie is the Director of 

Development at Coram Deo Academy and we have met a number of times over 

the last couple of years when I’ve been speaking for the DonorPerfect User 

conference. Donnie is a DonorPerfect member I guess you would call it, user, and 

seems to keep coming to my presentations, and it was interesting speaking with 

him this year about a couple of things he did differently in his organization after 

hearing some of the things we talked about. So I wanted him to share the great 

things that he’s been doing with his organization after making some changes in 

his marketing. Donnie, thank you so much for joining me today.

DONNIE: You’re welcome. I’m happy to be here.

BETH: Talk a little bit about how you ended up getting into this work that you do.

DONNIE: Well I had been the athletic director and football coach for the school 

for 10 years. At the end of that period of time, I felt like in order for the athletic 

program to move forward, the school should start a development department 

and initially the development department was solely about fundraising and friend 

raising, those types of things, and then it kind of morphed into a year or so later 

that I took over and was responsible for the admissions and communications and 

marketing of the school. The thought I had when I presented it to the headmaster 

was that we really need someone and some group that’s involved totally in the 

institutional advancement and so that’s kind of the direction that we’ve been 

headed and I’ve got a really good team of people that are helping us move the 

organization forward.
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BETH: So I have to ask. You were into athletics and a football coach, and then 

you said, “You know what? We need to do development.” How did you make that 

change? How did you figure out how to do development at an academic level 

from the background that you came from?

DONNIE: Well, before I was at the school, I had 17 years where I owned my own 

business, and so business development and marketing sales, that was all part of 

my background and so moving to development, I saw pretty clearly that in order 

for the school to move forward, we had to raise some more money and then with 

the idea of marketing and sales, our marketing person left the school and I kind 

of told our headmaster that we really ought to make this under one department, 

the institutional advancement. So he agreed and we started moving forward with 

that and so one of the things I had done last year in October 2015, is I took the 

track of the DonorPerfect conference on marketing instead of fundraising. So I 

wanted to know more about that and that’s how I got connected with you and I 

started with your first session. I said I need to hear more and so I ended up going 

to all your sessions and we even had lunch together, as I recall.

BETH: We did!

DONNIE: Then I remember one afternoon I hogged your booth and I just sat there 

and talked to you the whole afternoon. So we spent a lot of time together that 

year.

BETH: I’m so thrilled to see you have actually implemented some of those things. 

Before we get into the details of what you did and what we talked about, in your 

organization in general, so you school, how does participation show up there? 

How does it matter in a way that you thrive from getting people involved?

DONNIE: Well I think one of the three distinctives of our school is collaboration. 

We’re a university model school where the students attend on Monday, 

Wednesday and Friday or Tuesday, Thursday, Friday and then on their off days, 
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they’re at home doing their homework. Kind of like what you would do at a 

college. So we have to have a lot of participation with parents. The parents are 

highly involved in their student’s education and so they’re constantly in contact 

with the faculty, the staff making sure that their students are getting the best 

possible education and so for our school, collaboration is a pretty big thing. 

Not only with the parents, but even with our faculty and staff. We’re a very flat 

organization per se. We spend a lot of time trying to make sure that everybody is 

on the same page. In fact, with this whole new website design, Suzette Crowhurst 

is one of our directors, and she and I worked very closely to make sure that our 

new website was done well. We took a lot of advice from the information I got 

from you, from other of our parents who have experience doing website design, 

marketing for their own businesses. So we reached out even to the parent base 

as we went through to develop our website and our branding and our marketing. 

We reached out to parents that had given us a lot of insight. We’ve had meetings 

with them and they’re very successful in their own businesses and this just helped 

us to do a better job with our own marketing and sales process. 

BETH: What was going on at the school that made you think that you needed to 

do a new website?

DONNIE: Well, we were extremely frustrated with our old website. It was not 

easy to use. We’re even having parents call us saying this stuff doesn’t work very 

well. We’re having a hard time finding this. How do I find that? What we found 

after, part of this was after discussions with you is that we tried to be all things 

to all people with our website and that just wasn’t working and so we decided 

that we wanted to take a different track. Even before I met with you in October 

or September of last year, we were sitting down saying, “What does this website 

need to be?” and I really felt that the website needed to be a focus, our number 

one marketing focus. Once we got it to be a marketing tool, then we would 

fortunately move all of our marketing efforts designed to send everybody to that 

website. 
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BETH: Right, and so when you said you wanted to get it to be a marketing tool, 

how was it not functioning as a marketing tool for you?

DONNIE: Well, I think there was a lot of really good information on our website, 

but that’s simply what it was. It was designed to provide information as opposed 

to get people to act. It was more of an assumptive close per se as an active 

marketing piece that really asks people to do something specific. We believe 

we’ve done a lot of research on how our marketing cycle works and how our sales 

cycle works I should say and we found that if we get people to attend a meeting 

on our campus, we have a much higher percentage of getting them to apply and 

be admitted than if we just never have them show up. So the goal of our website 

then was to say we want people to come to our campus on a campus visit day or 

academy preview. If we do that, then the website was successful.

BETH: I love that. It’s like you actually looked at what actually created a 

conversion in real life, even physical in the space and looked at how the website 

would support making it happen, that you need to have happen for you to be 

able to survive as an organization. 

DONNIE: Right.

BETH: That is so key because people tend to want a website to be like the 

complete story of their organization and their history and their background and 

let me make sure that this website answers every question for everyone and then 

what often happens is that people read that and they never call and they never 

follow up because they got everything needed from an online perspective and 

didn’t have the need to engage with you.

DONNIE: That’s exactly how our website was. I can tell you that’s a really 

good synopsis of our discussions in September. We felt like there was a lot 

of information there. People got lost in the shuffle and if they did get all the 

information they needed or if it wasn’t presented in a short concise manner, then 
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they were just moving on to something else and so for us, we wanted something 

there that would engage them just enough to get them to want to come to one of 

our events. We felt like once you hear from our headmaster, once you hear from 

our teachers and faculty, you’re going to say “Coram Deo is the school for me”.

BETH: Right. So you went through this process of sort of narrowing down and 

getting focused about what kind of things that you were presenting and focusing 

on getting people to come to campus, but you also kind of helped define what 

people meant a little bit too, right?

DONNIE: Yes, that’s correct. I think one of the things you said that resonated with 

me in our meeting in October of 2015 was, “You need to find the perfect prospect 

for you. What does that look like?” and so we sat down, Suzette Crowhurst and I 

and a couple of other people sat down, and thought through “What is the perfect 

person for us?” and in fact, Barbara Rogers who is our admissions director gave 

us a list of criteria of things that we look for in the interview process and so we 

started taking that information and putting that into something that says, “Now 

we want to answer those few questions so that that person looks at our website 

and says ‘Oh yeah, that’s me. I want to go to Coram Deo Academy and hear more 

about that,’” so we looked at it from that standpoint and you talked originally 

about participation. I think for us that really is critical because if you don’t get 

input from a lot of different people, I don’t think you can be very successful. 

Especially in the endeavor we were trying with a total redo of the website. Now 

frankly, we had all the information we really needed. It just really needed to be 

edited and put into a format that was easy to read, and so we honestly didn’t 

write a whole lot of new content. There were a few places that we did and we 

actually went and tried to do some videos as well that we’ve implemented in 

the website, but we had most of the information we needed. It was just simply 

a matter of us putting it in an easy to find fashion and it was readable and 

understandable for somebody looking for a private Christian school.

BETH: That is a lot of the thing that people think is that, “Oh my gosh. I’m 
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gonna have to do this all over again,” but that frequently is true is that people 

do actually know who they are and they do know who their person is, but when 

they put their marketing hat on and think, “I need to be a marketer,” it’s like that 

all gets put in a box somewhere and then it’s like, “Let me find out all this stuff 

about everyone and let me make sure that everything we do appeals to everyone 

that could ever potentially land on our website.” It sounds like Barbara and 

Suzette knew some things about the people that not only come, but come and be 

successful there that maybe goes beyond it’s a Christian family who the parents 

are 45-50, like beyond just the demographics. Can you share at all what were 

the unique things that they were able to share with you that’s special about your 

person that you were able to figure out, “This is what we want, but not that”? See, 

I didn’t prepare you for this.

DONNIE: Yeah. I’m gonna have to think about that. One of the things we wanted 

to make sure that from a specific standpoint is that most of the families at our 

school are single parent income earners because part of this collaboration with 

parents requires that a parent is around while their student is studying at home. 

So in the younger grades, maybe in grades K-5 or 6, you really need a parent 

there with them on a daily basis, not really teaching them, but explaining to them 

and making sure they’re doing their assignments in a proper order because the 

other thing that does for these kids is it teaches them time management. Not 

trying to do a sales pitch here, but one of the beauties of our school for these 

kids is when they do the work at home, they learn how to manage their time and 

so the parents have to help them. Then when they get older, 8th, 9th, 10th grades, 

they don’t need so much parental involvement, but the parents are always there 

to support and back up and make sure that things are done in a good fashion 

and we’re just finding phenomenal results from that, but it really is this idea of 

participation, this collaboration with parents, with faculty, with admin that makes 

this thing go. So our idea was we have to find those types of people, we have to 

find people that feel the same from a religious standpoint. We are a ministry that 

serves Christian families. We’re not really evangelical, per se, and so there’s just 

these ideas of we had to find the right kind of person that fit us, and I remember 

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

specifically one thing that you said to us is, “You just cannot try to be all things 

to all people,” and we don’t. We found what our niche was, and these are the kind 

of people that we wanted to be involved with. We’re a classical school and so our 

students read the classics. They read a lot of Greek mythology and things like 

that that maybe aren’t done in other schools. You have to find people that really 

are interested in having their children learn from the classical viewpoint.

BETH: That is what I think makes this transition for you so strong is that you 

didn’t try to say, “Well, we read the classics, but we do lots of other things, 

too.” Instead you’re really leaning into “this is our core,” and you’re trusting that 

enough people are going to be interested in that, that you’re going to survive, 

that you’re gonna actually thrive from that and finding parents, when you start 

to be able to see that the kind of kid that’s as successful at your school is a kid 

that comes from a household with families of these ideologies and this physical 

availability and these that are important to them as a family, you can start 

speaking to that person differently because you know what they care about. You 

know what’s important to them. You know what their hopes and dreams are for 

their kids and you can kind of get past the facts and the logics and the logistics 

of school and into that space where they live or where all parents live where 

they want the best for their kid and you’re not trying to be the best for every kid. 

You’re trying to be the best for a specific type of kid. 

DONNIE: That’s exactly right because what we did in our previous website 

is you could go in there and you could find curriculum information on each 

particular grade and we did a lot of things like that so that parents had a really 

good understanding of our school and yet the problem was that’s too much 

information.

BETH: Right. You’re speaking to their heads and not their hearts. 

DONNIE: That’s right and we need them to get the idea of the concept of 

this school, how it operates and come to school and visit. We’ll show you the 
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curriculum when you come. You can go stand in the classrooms to listen to how 

it works, but we felt like if we can’t get them in our campus, there’s no amount of 

good sales from a website that’s gonna get people to want to come and visit your 

school and so as a result, for most of the history of our school, the most people 

came to our school because they were referred by other parents. That’s all well 

and good and Marketing 101 says you have to have referrals, but if that’s all the 

marketing that you’re able to do, it seemed like to me that we had minimized that 

and that’s one of the reasons we went with the website the way we did and we 

have had some really phenomenal results this year.

BETH: It’s funny. I heard a marketing person say one time and I thought it was 

really brilliant because I feel like I run into so many people that says, “Oh my 

gosh, we’re all referral-based. We get everybody based on referrals,” and people 

tend to think that’s the Holy Grail, that that’s the best. When you don’t have to do 

any marketing and everybody just comes by referral, but that’s good if the people 

are referring you exactly what you want and they really deeply understand 

you and they’re gonna say, “You know what? I hand selected Mary because she 

thinks the same way I do,” but that’s often not what happens. A lot of times 

when you’re 100 percent referral-based and you haven’t taken the time to think 

through what are you trying to attract, your business, your organization becomes 

the things that show up that other people think you are and then you’re defined 

by somebody outside of your organization as opposed to people inside your 

organization.

DONNIE: Well, I think that’s really true, and especially in a private school like ours. 

We’re in the Dallas/Fort Worth metroplex, and so what we know about Dallas is 

it’s a huge growing city. We have businesses moving in from all over the place, 

and if you don’t have some sort of a marketing presence, how are you going to 

attract the people that are coming in and moving in from out of state, if you don’t 

have some type of marketing presence. I think what we found this year and we 

haven’t done any statistical analysis, so this is just a feel that Barbara Rogers, our 

admissions director and I have had determined is that this may be the biggest 
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year we’ve ever had with people coming into our school from out of state and 

part of that and all of those folks, when they say, “How did you find out about 

Coram Deo Academy?” they go “website” or “online reviews.” We spent a lot of 

time last year trying to get our parent base to do online reviews, and that seems 

to have been pretty successful for us. Some people said they read those reviews 

and said it was instrumental in them seeking out Coram Deo.

BETH: That’s another form of participation, to be the kind of school that your 

parents, when you ask them to do something on your behalf, welcome it and do 

it in a way that it attracts the right person for you. That says a lot about the fact 

you are aligning your message appropriately, attracting people that value you for 

who you really are and they want to create a school that continues to be great 

for them and great for other kids like their kid, but it sounds like you’re not doing 

things. People are now finding you online, but it doesn’t sound like you’re doing 

a lot of online paid advertising or spending a lot of time on crafting SEO things 

to kind of figure out and kind of play with Google. You went with solid targeted 

appropriate content that works for your audience and Google is rewarding you 

for it by showing you to the people that are looking for that.

DONNIE: That’s partially correct. We have done a lot of re-marketing ads.

BETH: Oh, OK. So how are they working?

DONNIE: Well, again we think they’re working really well. We think that’s part of 

the reason for our success last year. We’ve done some re-marketing of ads. We’ve 

done quite a bit of Facebook advertising. Especially this year. We’ve started 

specifically doing Facebook advertising for a big fundraiser that we had that 

was really successful. So we have started and then most of last year my role with 

the new website while I was managing the content, making sure that it looked 

like a marketing piece, Suzette was doing all the back-end stuff. Really making 

sure it looked good and the content was readable. My role was really working 

on the SEO. So I went through article-by-article making sure that our key words 
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were right. I made sure that our links were right. We did a lot of things on the 

website to make sure that it was SEO appropriate as best we could. We haven’t 

paid Google for AdWords yet. We haven’t done any of that. We thought about it. 

We just haven’t yet, but otherwise we haven’t paid a lot of marketing other than 

through some of our re-marketing ads and it’s kind of fun to go onto Amazon to 

buy something and all of a suddenly our core mailing ad pops up there. So that’s 

kind of fun. 

BETH: We haven’t actually done a program specifically on re-marketing yet. I’m 

sure many people know what it is, but I always worry that there’s somebody on 

that hasn’t heard of it. Can you explain a little bit about what the re-marketing is, 

how you guys are using it and what it is?

DONNIE: We have a couple versions of this, but we went with a company that 

would basically anytime somebody goes to Coram Deo’s website for the first 

time, they’re going to see ads when they go to Google or I’ve seen it on Fox 

News. I’ve seen it on Breitbart, I’ve seen it on different websites where the Coram 

Deo ad will come up. Right now we’re advertising specifically for our academy 

previews here at the end of October and so when somebody would click on 

Coram Deo to see Coram Deo for the first time and then they go about doing 

their daily lives at other places. This ad for Coram Deo Academy is going to 

pop up and it says, “Join us for our academy preview on October 29,” and it has 

our logo. It has a nice picture. They’ll see that for 30 days and then when those 

events are up I send a new ad content to the company. They change the verbiage 

and boom, now we have the next ad that’s running for the next set of events.

BETH: These things are working so well. Everyone that I’m talking to, out of all 

the types of advertising that are available, I am just hearing report after report 

of this re-marketing is this thing that’s really converting for people because it’s 

people that have already come to your website on their own and then there’s a 

little piece of code that sits on the website that’s tracking people that have come 

there and then when as Donnie was saying, when they go about their business, 
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that little piece of code tracks them and follows them whether they’re on CNN 

or Target or Amazon, wherever there’s a place that will accept a re-marketing 

ad, it will then place your ad because they’ve been to your site and it just keeps 

reminding them and reminding them, but you don’t have to figure out where 

people are hanging out. The internet figures it out. It’s amazing.

DONNIE: It is amazing and it does work. We all know. We’ve searched online for 

a TV and the next thing you know, that brand of TV is on your screen every time 

you turn around. So we know that works or a lot of people wouldn’t be doing it 

that are some of the major companies in the world.

BETH: Exactly.

DONNIE: We’re a small organization and so we thought, “Well why not do this as 

well?” and it has been, we feel like it’s been very successful for us.

BETH: I think that’s so huge because I think all of us do need to remember that 

there are huge companies that are out there that are trying things and yes, they 

often have a lot more money to run tests than the average organization, but when 

you see a large organization doing something over time, they would not do it if it 

wasn’t working. So for a nonprofit organization to start to test out and try those 

things, chances are, let’s let these big companies do the research for us, figure 

out what’s working and then begin to test it ourselves.

DONNIE: It’s not very expensive. I pay about $189 a month.

BETH: That’s incredible.

DONNIE: It’s really inexpensive.

BETH: Right, and compared to like a newspaper ad or radio ads or even the 

money, like we had a school that to get the results that we were looking for from 

like Google Search advertising, we were at a point where we were spending 
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$8,000 a month for them. The difference between doing something like this and 

doing a search marketing campaign for a lot of people is huge. I can see why you 

would also have good luck in Facebook, too, because people are thinking about 

their personal lives and their struggles and their challenges. A lot of times people 

ask, “Can a business have success on Facebook?” and the answer is yes you 

absolutely can because people are people everywhere. They may not necessarily 

want to interact with their insurance company on Facebook, but you never really 

know so trying out a few of these things can be so helpful and it’s really not 

expensive to test to see if there’s any traction there for you.

DONNIE: That’s right. We spend very little amount of money to do these things 

and yet we get some pretty good results and while it’s sometimes hard to 

quantify how well those do because we don’t have a lot of calls because it’s also 

connected to a phone number. So people really don’t call. They just click through 

the ad and so once they click through the ad it goes straight to our website 

to the place that we want it to go and now we haven’t captured their name or 

anything, but we at least know they’ve engaged enough to have visited our 

website. Then we just have to hope we’ve done well enough on our website to 

intrigue them enough to have them want to come to a campus visit day.

BETH: Oh, OK. So possibly the next step that you can get to is there’s a way to 

send those ads directly to a forum for people to sign up for that campus visit day 

so that you get their names in advance. I wonder if testing something like that 

could work for you.

DONNIE: It does work. That’s where it goes. It goes to our page on the admission 

site that allows them to enter their information and come to a campus visit day. 

So yeah, it goes to a landing page like that. 

BETH: So you’re super-targeted. That’s fabulous. So the other thing I wanted to 

ask you about is in addition to changing your targeting and your message and 

your audience focus, you also changed your design and made some differences 
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in how you use visuals to get connected with your audience. Can you talk a bit 

about how you changed the things you focused on when you did your graphical 

part of your redesign that you think are helping the organization?

DONNIE: Well, I think what you and I talked about early on in 2015 was just this 

idea of making sure that people could understand your mission, your vision, 

your values and what’s unique about your organization. So within the first half 

of page of our website, we wanted people to be able to see OK who you are, 

what’s your goal, what’s it gonna look like when you get everything just exactly 

the way you want it and then you’re distinctness. So we did the distinctness in a 

video. We tried to show our vision through a series of pictures in the header. We 

had the mission statement right there at the very top so people could see the 

mission of the school and then we tried to have pieces within the front page that 

would allow people to go and investigate any particular thing that they wanted. 

So for example, we’ll have a place here where someone can find out what does 

it mean when we say that we’re a Christian school? What does it mean if we say 

that we’re a classical school or a collaborative school? People can go and look 

at those specific areas to determine if that’s something they like. The only thing 

on our entire website that is not static is we have a function for the calendar 

and new stories. Those are all on the front page so if people want to see what’s 

going on news-wise or calendar-wise, that’s what they would see. Otherwise, we 

try to keep that very static because we feel like we got where we want and we 

want people to be able to see specifically things that we want them to see and 

so we don’t have a lot of changes. We don’t make a lot of updates, but we push 

stories to it every other day and then of course the calendar changes as the days 

change or events change and things like that, but overall, we’ve tried to make 

the design look the same. For example, we really talked to a consultant about 

this who told us you’ve got to limit and eliminate a lot of your different colors so 

we made it so that an ask or a push button is one color. A sub-page is another 

color. So we made sure that the colors were set specifically so that there’s not a 

lot of changing in that. It’s not distracting. We have four-color pictures obviously, 

but we didn’t want there to be a lot of distraction. So we stayed with the same 
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themes and in fact we’ve taken those themes so now all our business cards, all 

our stationery, it’s all the same colors. We’ve taken the Pantone numbers and 

made sure that everything is done exactly the same so that there is a lot of 

consistency throughout all our information.

BETH: That’s one of the things is that it’s hard sometimes to remember because 

when you’re inside of an organization you get bored. You get bored with how 

things look and the color and people say, “Does it have to be purple again?” and 

it’s hard to realize that the people that are outside your organization, they’re 

gonna come to your website. They may not make a decision that day, but then 

they’re gonna see that ad following them around and then they might come in 

for a visit and then they’re gonna look around the school and you’re gonna hand 

them a brochure and when all of that sort of lines up, it builds sort of trust and it 

builds that feeling that these people know what they’re doing and they’re gonna 

deliver on what they say they’re gonna do because you’re kind of showing that 

consistency.

DONNIE: I actually have that in my notes from one of our meetings is that 

remember you get bored with your website before your people do, and it’s true 

because if you think about it, a person comes to our website and then comes to 

one of our events. If they apply and are admitted to our school, they probably 

don’t often go to our external website anymore because we have an internal 

website for all families that go in there to look at their grades or grade books and 

to see the news of the day from their campus directors and all of those things. In 

reality, most people that are looking at our website are looking at it from a new 

perspective so we don’t have to be concerned with it being boring. It may be 

boring for us because we see or look at it every day, but it’s not for them because 

they’re not seeing it in the same number of times that we do. 

BETH: Exactly, and as much as I’m a designer, I love new, fresh and different, 

you’ve got to resist that feeling of changing all the time. Plus if you change 

constantly, it’s hard to have it really build up data and there’s that difficult 
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balance because Google likes homepages that have some change. They like to 

raise them up when they’re putting in new content, but you have some areas for 

that. I love how you were saying how you’re focusing the homepage on the kind 

of questions the people ask and the things they want to know about you. It’s 

so hard a lot of times for organizations to not use that homepage to talk about 

themselves, to talk about what’s so great about them and especially I hate to say 

it, but especially private schools. There’s the whole, “we’re better than everybody 

else,” and you’re just not taking that approach. You’re just talking about what 

unique thing these people are looking for and how they can get their questions 

answered. It sounds like it’s really producing some really great results for you. 

Can you now share what’s happened since you’ve made these changes?

DONNIE: Well, one of the things, we had a goal last year after we made the 

changes to our website to have about a 20 percent increase in applications 

because we’ve got data that says if you get so many applications, you’re gonna 

get so many new students. So then we worked ourselves backwards. We said 

we want to get this many students. We want to have this many applications and 

then we have to have this many inquiry. An inquiry is simply somebody going to 

that page online and is putting their name in there saying, “I want to come to a 

campus visit day.” Whether they come or not is irrelevant because we know it’s 

a numbers game. You’re gonna get enough people at the meeting, and then if 

you do it all right. So our goal was 20 percent increase last year and we ended 

up with almost a 27 percent increase over the previous year. We typically have 

had about 180-190 students a year in order to take the graduates that leave, 

that move away or financially can’t do it anymore. We typically add 180-190 

students a year to do that and last year we added 290 students. So almost 100 

more students than what we anticipated and our goal was to add about 50 so we 

added 40 more students and something even better than that is we have almost 

100 families coming here to see  our campus at the end of the month for 2017-18. 

So in some regards, we think we started building this momentum that is gonna 

improve and we’re likely to do even better this year. So we’re pretty happy with 

those results. That represents a fair amount of money for the school and allowed 
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us to do a lot of extra things this year. 

BETH: I think that really is a key point, that it’s not just, “Woo hoo, we succeeded. 

Yay,” but that actually converts into your ability to serve your mission. 

DONNIE: Absolutely because what you’re wanting to do is the mission of our 

schools is as trained ethical servant leaders and so in order to do that, you have 

to have children in your school that you can train. What we do is extremely 

important and you take the money aside from that, it is our intent to train up 

children that can be wise, ethical servant leaders and so you need students for 

that and we continue to see a lot of progress in the number of people that are 

interested in coming to our school.

BETH: If people who are listening think, “Wow, that is awesome. We would love 

to be able to do that and have those kind of results, too,” can you leave everyone 

with one tip that you think if people focused on this, they would have the best 

chance of really making these kinds of changes in their organization.

DONNIE: Well, I think you really have to look at your mission and your vision. If 

you see and understand that, then that’s where you take that and you make that 

the key emphasis in everything that you do. I even put the mission statement 

on all of our stationery. Part of it is on our business cards because I think for us, 

that’s the critical component. Training ethical servant leaders and wise leaders. 

That’s what we want to do as a school. So if you think in terms of what your 

mission is and your vision, then that’s where you take that and you put that 

everywhere on your website that you can and being repetitive is not a bad thing. 

I remember you telling me that specifically. Be repetitive is OK. If you look at 

our website, you can find something about the three Cs almost on every page 

because that’s our mantra. People know us by the three Cs and so when they go 

there they can find out on almost every page something about the three Cs.

BETH: That is excellent advice. If people have more questions or would love 
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to talk to you more about what you do, what’s the best way for them to get in 

contact with you?

DONNIE: Happy to talk to anybody by email. I’ve been the beneficiary of a lot 

of information, especially from you. So if they want to talk with me, it’s Donnie.

Brake@CoramDeoAcademy.org.

BETH: We’ll put a link to Donnie on the show notes page. Donnie, thank you 

so much for sharing everything that you’ve been doing with both me and the 

nonprofit community. I’m so glad that some of the things that we’ve talked about 

over the past few years, that you’ve actually been able to implement them and it’s 

allowed you to kind of create this success for the people in your community.

DONNIE: Well, thank you. It takes a lot of people to help and I had a lot of help 

doing that with Suzette and Barbara and a lot of other people. It is something 

that as long as you’re willing to listen to other people, get their input, be 

collaborative in how you do it, I think you can be successful.

BETH: Fabulous! I hope it’s been helpful for everyone else that’s listening to try a 

few of these things to help you focus and have this kind of results. Thank you so 

much.
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