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

I have Jeff Miles on the call with me. Jeff is the development and marketing 

director of an organization called the Keystone Opportunity Center. Jeff and 

I met when I was teaching about marketing in our Philadelphia AFP Chapter. 

We have a course called the Principles of Fundraising, and it’s a phenomenal 

course. I have been through it myself and I have been very grateful to be asked 

to come back and teach and Jeff was one of the students in that class and he 

had such interesting questions that we ended up connecting afterwards and 

have been meeting up ever since. I’m so thrilled to have Jeff on because the last 

conversation we had was about this idea of audience focus, getting really, really 

clear about who you’re talking to. It’s something that we’ve been focusing on 

more in our work and the work that Jeff has done has really paid off for him. Jeff, 

thank you so much for coming on today and talking about this.

JEFF: Thanks, Beth. Just excited about the opportunity and excited about what 

you’re doing and how you’re helping nonprofits. Thank you!

BETH: I’m so thrilled to start finding people that have actually started taking 

action on figuring out who they’re talking to. One of the things we’ve noticed 

over the years of doing this podcast is the idea of knowing who you’re talking 

to, finding your audience is one of the top things that comes up. If anyone is a 

regular listener, you might hear that in a lot of people’s conversations, even when 

that’s not the topic that we’re talking about. So I decided it’s about time we 

started flipping it around and pulling out some of the things people are saying 

over and over again and making them the themes of the conversation and so 

you’re a great person to help me start doing that today.
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JEFF: Thank you Beth! It is an exciting topic. I think understanding who your 

audience is and being able to connect with them really gives your organization a 

leg up and an ability in the community to stand out, so thank you.

BETH: So let’s start off by figuring how the heck you wandered into doing this 

work.

JEFF: Yeah, my story. How I got connected with doing fundraising in nonprofits, 

I grew up in a house, a home that was 100 percent dedicated to helping other 

people and my parents did relief work all over the world. I had the privilege of 

living in Africa for awhile. I lived on a Native American Reservation and so my 

heart has always been with nonprofits. I spent 10 years helping a nonprofit that 

was a medical organization and was marketing their organization throughout 

the US and from there I transitioned into some sales roles and I feel that the 

merger in marketing and sales with a mindset for helping others is really a great 

background for getting into fundraising for nonprofits because 1) it helps you 

connect with people and 2) it helps you define your messaging really well. So 

that’s kind of my background. 

BETH: You know, I love that you say that and I think it’s so important to say 

that because so often, like marketing is vilified when it comes to nonprofit 

conversations and there’s a lot of theory that fundraising needs to take the 

lead and that that’s the primary thing that’s important for organizations and 

all marketing needs to serve that cause. What’s your take on sort of that 

relationship?

JEFF: Yeah, for me, I see fundraising and marketing going hand and hand. An 

time you send out a Facebook post, anytime you send out a constant contact or 

other e-news newsletter or you send out a mailing, 1) you’re looking for a financial 

response in some situations or a volunteer response or some other response, 

but at the same time is you’re branding your organization to each one of those 

individuals that receives it and to mate those two ideas together and realize 
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that anytime we take an activity as a fundraiser, that we’re 1) trying to create a 

position for our organization within that individual and that community is a key 

part and so that the message that we’re sharing is really important and that’s the 

key part of marketing also. 

BETH: You know, since I have the opportunity to ask you, you worked in sales and 

marketing. What did you think or a couple of like specific skills or mindsets that 

you think that you got from that experience that’s helping you to do your job 

now?

JEFF: Sure, I was in some kind of funny sales situations. My background, actually 

in college I did hot tub repair and then I got into hot tub sales and so we would 

put on huge hot tub events where we would sell 150 tubs in a weekend and so as 

a salesman, people were coming up to you interested in the hot tubs and you had 

to make an evaluation very quickly based on what they were saying to what was 

most important to them and what items you had there for sale that they would 

best connect with and probably that skill is what for me is the most transferable. 

It’s presenting the organization or what you’re trying to sell in a light that the 

person wants to receive it and being able to evaluate the individuals that are 

coming up and what best will fit their needs and what their personal desire is for 

connecting with the organization.

BETH: And how did you do it? Like how do you evaluate somebody? When you’re 

meeting somebody, it’s not like you’ve got tons of time to do research. You’ve 

got to like meet somebody in person and make an assessment about what tact or 

what approach to take with them. How did you figure that out?

JEFF: Well, it’s funny. You know, it came from learning over time, but it really has a 

string of questions. You know, one of the quick questions that I always ask people 

was, “If this hot tub was in your back yard, what would that add a quality of life to 

your life that you have? Like what would be the best part of having that as a part 

of your life?” and it was amazing to hear the responses. Some people shied away 
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from the question right away and were worried about the finances, worried about 

the electric bill, while other people talked about that it was an oasis for them. 

It was an oasis for them, it was an opportunity for them to have a little bit of a 

spa right in their back yard, and so when people went down the road and talked 

about the finances, where they talked about the electric bills, then you knew they 

were more worried about the schematics of the tub and that side, if they talk 

about the oasis, then you talk about the relaxation and all the jet features and all 

that. You can really quickly find 5-6 areas to go down with people, where people 

talked about the family life and how it would play into that. So those were kind of 

avenues with sales that you were able to pick up a vibe very quickly and try to go 

down a trail that would best fit what they were looking for.

BETH: I love that! I love the kind of questions you’re asking them too because it’s 

all about them. It’s all about trying to find out what do they feel is the benefit, 

not even what you think is the benefit. You’re not out there going, “Do you 

want this? Do you want this? Let me give you a menu of 100 different things to 

choose from.” It’s instantly getting into their lives and understanding what are 

their hopes, their dreams, their goals. What would make them feel great about 

themselves. That’s where sales happens and it’s so funny because so many 

people are like, “Sales should be over there, and it’s not like fundraising.” That’s 

where we do all good, but that’s exactly what fundraising is. How do you get into 

somebody’s life and help fulfill their hopes and dreams?

JEFF: That’s exactly right and I think one key part for nonprofits in understanding 

that is to create gateway points for people in the community, to really do some 

research on what people would like to participate in and build that into your 

organization, whether that’s through volunteer activities that sometimes can be 

cumbersome to manage, but at the same time it allows the community to feel 

good about investment in an organization from an energy level and two from 

creating gateways for ways that they can contribute to a project that really 

touches a key part of their heart and part of that is really unpacking what your 

organization does and what aspects of your organization will connect best with 
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your community that you’re trying to reach.

BETH: So that brings us to my favorite question. The idea of participation. I love 

that term you used, gateway points. So you know, I believe that participation is 

that thing in the middle of getting people to show up and then getting them to 

take an action. You’ve got to get them involved. In the work that you’re doing, 

how does participation show up? What matters to you in a way that helps your 

organization thrive?

JEFF: Sure. For me, participation, I look with those gateway features. I look for 

ways that are easy connections with community members for them to have 

an opportunity. For example, one activity that we recently had was to put a 

playground in for kids and we had a chance that anyone in the community 

could come and volunteer with that and that’s just an easy way for someone to 

participate. My goal of a participant is that they would walk away from three 

things, with three things from Keystone. One is that they would know the purpose 

of Keystone and our purpose is to help people with food, housing and literacy. 

I’ve tried to write that down as simply as I can. Food, housing, literacy. Two, that 

they would walk away feeling energized by the experience and that it had value 

and three, that they would walk away with enough knowledge and a good enough 

experience that they would be able to tell a friend about that. I’m not asking them 

to go and tell a friend. What I’m doing is giving them enough information and 

enough experience so that they can actively promote us in the community when 

the relevant time comes up in conversation or at another occasion and that they 

can’t help but talk about Keystone. That’s really my goal of what a participant is, 

is someone that has enough knowledge and understanding of what we do that 

they’re a community megaphone for Keystone.

BETH: I love that you have like really an actual metric level definition of that. I 

mean that’s really great to think that you can say, “Here’s what participate means 

to us.” This is the knowledge that they need to have so that they are ready to go 

out and be able to do that. I know it’s sort of soft things to test, but so when you 
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have these events, when you have something like a playground build, what tactics 

are you using to get that knowledge out to the people that are there?

JEFF: What I have found is that having your staff involved and not just looking, 

we have a department that oversees housing and that’s part of our social 

service department and in the past, if we did a build like that, we would have 

that department just there, but we have three separate departments. We have 

housing, food and literacy and getting individuals from each department involved 

is really a key and so that there’s a cross pollination and 1) Keystone looks unified, 

and 2) People rub shoulders with what else Keystone is doing. The other part 

really is we’ve created a couple two-minute videos. We probably have 5 or 6 of 

them that really talk about what Keystone does and how we help people from 

the Keystone family member, which a lot of people may not be familiar with that 

term, but that’s what we call clients. I kind of shy away from the word client, but 

from doing that all from the family member’s point of view in those videos so 

they can share what the impact Keystone has been in their life. 

BETH: That’s terrific! People normally watch the videos at another time. It’s not 

like you have videos playing throughout events. So you have lots of different 

entry points, like onsite, online, out in the community and all different places.

JEFF: Yeah and what we try to do is when we do an activity like that, we’ll put the 

videos out through social media or through constant contact prior to the event to 

the people that are signed up and we’ll run a couple post events just to try to get 

them pre and get them post so that they’re thinking about it. The other thing we 

do, anytime we do an event, we have a real energetic thank you process that we 

do both to the individual that participated and also to the community. That way 

people 1) feel thanked that they were involved in it and 2) the community realizes 

it went on and wants to be a part of it next time.

BETH: I’m doing a lot of talking lately as well on the idea of wrapping up and 

scaling down from an event. Like what’s the content communications that you 
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need to be doing with people surrounding getting them together on site. It’s so 

key and so critical once you’ve attracted the right people to bring them in, move 

them along and not just expect the showing up on site to do all of the heavy 

lifting for you.

JEFF: Exactly and I think that individuals that are in the community, if you have an 

event and they see it as a one-time thing, then that’s their engagement point with 

it, but if you can create elements to have that event live on or activity to live on 

and reconnect, then they will keep engaging in your organization and you’ll have 

more potential. We have a campaign that we started to run this year called the 

Student Aid Program and that’s a program that helps students over the summer 

that are struggling with food insecurity. Just to give you an idea, 20 percent of 

the students struggle with getting free and reduced lunches. So 20 percent of the 

kids are at a risk for food insecurity, which is amazingly high. I never heard of that 

before I came to Keystone. So we did a summer aid program where each kid got 

a bag of food that would last them three weeks. So three times in the summer 

they got this bag of food and we saw an amazing response from the community 

on those bags. So what we did was because the community responded so well 

to that, we continued giving updates about those bags and the responses and 

the impacts far longer than we initially planned on because we wanted the 

community to see the lasting impact of them getting involved and what that does 

is 1) we can praise what the community has done and 2) we can show the impact 

of Keystone in a positive way and not be asking for money ongoing, but sharing 

the impact of their gift.

BETH: Right and I know that I feel that all of this is easier. Like getting a 

community at the end is you’ve got these stories to share and then there ar 

communities liking it, but backing that up even further to get to that point you 

need to make sure that you’re telling these stories and attracting the kind of 

people that are gonna end up in that place. So to do that, you need to first really 

know who has been coming and understand them so you can then attract more 

people that have the highest potential of being as I call it your perfect person. In 
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the work that you’re doing, how has it been important, why is it important for you 

to focus on knowing your audience?

JEFF: Sure, that’s been a really great experience for me is to really understand 

who has been the traditional donors to Keystone and I think it’s an integral part 

to any nonprofit is really unpacking that. So what I did was actually I took the 

Excel spreadsheet, got our finance department to give to us and I went through 

them for the last three years and I picked a number for us. It was anyone that’s 

given multiple times of $125 or more. I went through and I copied the individual’s 

name and got all the information I could on them from their address and then I 

also looked them up on social media outlets. I looked them up on different outlets 

that I could, and I tried to create patterns based on age, based on social media 

involvement and what I really got from Keystone’s donors is individuals that 

are between 45 and 65 years old and that the main majority of our givers were 

females, mothers, grandmothers, individuals that really are nurturing and caring 

group. So what I did was I tailor made all of our campaigns then to speak to that 

group and so that was some of the research that I did prior to writing some of my 

first appeals and I continue to foster that feeling of nurturing and caring and this 

is a way for you to live out those desires you personally have.

BETH: OK, so this amount that you gave. Did you say it was $125?

JEFF: Yes.

BETH: So my question is, is that the highest amount that people give? Is that like 

your top dollar amount?

JEFF: No. What it was ius that it was because they were doing it multiple times, it 

was …

BETH: Like a moderate …

JEFF: Yeah, it was a moderate number, but they were investing in the organization. 
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So it wasn’t like we ran into them at an event and they just put $125 down one 

time, but it was individuals that more than once had engaged in Keystone in a 

financial way. So that to me said that they had a commitment to Keystone and 2) 

that those areas that they’re excited about and they feel worth investing in.

BETH: I love this and for me, this is the exact right audience to focus on. So many 

people have the tendency to focus on their top, top donors, the people that 

give thousands or maybe even millions of dollars and say they are the primary 

audience because they gave so much or they focus all their time on the people 

that gave once and then left, trying to get them back, but all these guys that are 

a couple of times taking an action that is important to you. So now you have to 

find what your, I call it your sustainable action. That’s like the action that if you 

got more people to take that moderate level action, you’ve got a group of people 

that you already know. Like you already know are interested in you and you can 

move them up rather than chasing the people that have said, “Not for me.” 

JEFF: And that’s exactly right. The energy that’s needed to convert someone who 

has never given to Keystone, while we need to be investing energy in that, it takes 

a tremendous amount more energy than it does to take someone that’s already 

connected and have them more excited about Keystone and my personal feel 

is the people that are outside, we need to engage them, but by strengthening 

the relationship with those that have already given and giving them a clear 

understanding of a message that Keystone has is that we can use them to help 

connect with their friends and their friends most likely are the people that we’re 

trying to make a first connection with Keystone. So that’s really my goal is to get 

those that are presently involved to be so excited about it that they basically 

bubble over and bringing it up in conversation.

BETH: That’s the best branding term that I’ve ever heard, that it bubbles over. We 

usually say all these stupid consulting-ese terms, like attraction and affiliation and 

engagement, but bubble over is so descriptive. I’m gonna have to include that I 

think.
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JEFF: Great!

BETH: That’s the official new term for branding. You’ve got somebody attached 

to you when they bubble over with excitement.

JEFF: Yeah, and that’s all to me is fostering that relationship aspect. We want 

people to see our organization as a place where they can come and use their 

skills and abilities in a way that impacts the community because I believe 

people want to impact their community in positive ways. No matter what their 

life position is, they want to be able to help others and so my goal is to create 

platforms for people to help others in realistic and engageable ways that they 

feel 1) good about themselves and good about their fellow community members 

that they’re helping and the truth is we all realize that we’re one or two steps 

away from being in need ourselves and we probably have some life experiences 

where we’ve been close to that situation and that has scared us in the past. When 

I’m looking for new people to come into Keystone or understanding the people 

that are involved, I try to touch those buttons a little in my letters, in m posts, 

in my e-newsletters too. I try to share that we’re all together in this and that the 

little step that you take in helping someone else is the same step that that same 

individual would take to help you. So that’s kind of an element, we’re a common 

community working together and that your dollar is best spent locally is the 

other part since we’re a small local organization.

BETH: I really like that because you know, you’ve taken this stand of spend locally 

and you’re taking the otherness out of the helping and you’re taking a stand of 

we’re all the same and by helping someone else, you’re not helping somebody 

that’s all that different from you, but by knowing that and by making a choice 

about who you are and putting a stake in the sand around that idea, it gives you 

a way to attract, now that you know this age range that you’re looking for and 

where they are, you can really detail out and look for that person that feels the 

same way too or they have a religious background. What religion? Where do 

they live? Are they suburban or are they in the city? Where do they spend their 
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time on the weekends? Really getting to understand who that person is or what 

their hopes and dreams are. What are they nervous about? We did this with an 

organization recently and one of the things that came out of it was that they’re 

moms and they were worried whether their kids were gonna grow up to be good 

people. Like we had five different groups doing audience definition and every 

single one of them came up with that quality, that characteristic and when you 

know stuff like that, when you can make this sort of profile around somebody 

saying they’re worried whether their kids are gonna grow up to be good people 

so they want to model this and they want to introduce them to that, it gives you 

new ways to reach out to people. It gives you new places to find people. If you 

know this is what they think, so where might they be hanging out on the internet 

if you’re gonna reach out to them.

JEFF: That’s exactly right and for me too, I just see that in a lot of situations, the 

mom is the decision-maker and the impacter in the family. By clearly messaging 

to mom about these situations and what their concerns are, you can cause 

them to want to engage and from there, they’ll spur the whole family to get 

involved and the communication process between mothers and women, I’ve 

found that they truly care about things and that they’ll share what they’re doing 

with their peers and that to me is your best spent energy in marketing. If your 

product or your organization connects well with mothers, I think it will help you 

tremendously in the message and the branding of your organization.

BETH: So now that you know this person that you’re working with, how is it 

working for you? What type of initiatives are you able to create and do differently 

now that you can speak so specifically to this person that you’re going after shall 

we say?

JEFF: What we’re able to do as an organization is we’re able to take what we 

already have been doing and repackage that in a way that the individual will now 

embrace it. We look at all the initiatives and campaigns that we’ve done in the 

past and what elements would this segment of society that we’re really targeting 
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best connect with and the one thing that I really want to share with you, I think 

what could be scary for nonprofits is to think you’re getting a small segment of 

society. Why wouldn’t we try to hit as vast of a segment that we can and what 

I would like to share is that I’ve found great success in targeting a portion of 

your community because most of our communities are so large that by targeting 

that segment of our community, messaging well to them, we can see a drastic 

change in the finance and the response to our organization through that small 

group and if we try to use a shotgun approach, our message gets so filtered out 

and so generalized that nobody really can specifically relate to it. So by hitting 

a targeted group with a targeted message that relates directly to them, I really 

feel that your possibility for quick growth and extended growth is a really good 

campaign strategy.

BETH: I was gonna say I love what you said about like how people want to 

communicate with everyone. So I am curious. In your organization, when you said 

we’re gonna focus on these $125 givers, did you get any resistance, like, “No, no, 

no, Jeff. We need to go for people that are gonna go $1,000?”

JEFF: You know what’s interesting is what I’ve found is that a lot of organizations 

aren’t used to really having a fundraising plan. So they aren’t used to, I don’t 

always know why they’ve done the activities they’ve done in the past and they 

don’t know why certain things have been successful and certain things haven’t 

and so by coming in and unpacking what you’ve done that’s been successful and 

what you haven’t done, what you have done that’s been successful and what 

characteristics might be there, that group of people that you’re looking to target 

kind of grows out of that. So by defining those things and doing that pre-work, 

I really didn’t fact any resistance in it because what they could see was the logic 

behind and I had a plan going forward for that and so it made smart sense for 

where we spent our money going forward with marketing because that’s in the 

past where we’ve gotten our most response.

BETH: I think that’s so helpful because a lot of times when you’re presenting this 
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idea to a board of directors or senior leadership it’s hard to just trust that we’re 

gonna make this change and it’s gonna work. So to be able to say here’s the 

metrics, here’s the things that have happened in the past and that’s why we’re 

gonna make this focus, it gives a lot of assurance that this is a logical decision 

as opposed to just a guess. I mean, because a lot of times people feel like when 

it comes to marketing that you’re just guessing and it’s hard to invest money on 

something when they’re not sure about it. 

JEFF: And that’s exactly right. We’re just not trying to throw things out to the 

community and see what response we get. What we’re trying to really do is 

dissect where people want to be involved with our organization and then have 

that bubble up to the top so that they see that in an engaging way. Also to look 

at where in the community already are people engaging, relating and try to place 

ourselves in those circles so that we naturally are connecting with them in that 

way.

BETH: I know you were telling me you actually used this idea of being focused 

and specific and brought it into some specific programs that you’re doing, like 

your GivingTuesday idea. Could you talk a little bit about what you’re planning 

and how you’re taking this idea of really knowing your audience and matching it 

up with a specific project and putting all that together to take an action?

JEFF: Sure. One thing that we’ve found is our community really responds to the 

needs of students and so we have, Keystone offers a shelter program and so we 

have a day shelter where families spend the day. They could have young children 

and the children could be in school. One of the spouses could be working and so 

the family spends the day there at this specially designed house and then in the 

evenings, there’s different housing arrangements each family has for the night. So 

it isn’t an ideal situation to be honest because it would be great if these families 

could be staying in the same place all day and all night, but right now this is 

the system that’s in place and so what we realized is that the students that are 
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staying there, the kids at this house, that we want to create an oasis for those 

students because it’s such a tough time when all your life is an upheaval. So for 

GivingTuesday this year, we’re gonna look at putting in a couple oasis points for 

these kids. Just like a hot tub in your back yard would be an oasis, the same is 

true for these kids. They need something special in this turmoiled life. So what 

we’re doing is we’re putting in a playground and we’re looking to raise money 

for that and then we’re also adding some features inside the house that would 

make it enjoyable and so if you could think of these students who have either lost 

an apartment, lost a house and now their family is facing the uncertainty of this 

shelter period. If they could have a joy that each day that they’re in the shelter 

there’s something exciting that they’re part of, the idea actually came to me when 

my kids were on vacation. We took them camping and we stayed on the coast of 

Maine at this great natural campsite, but what my kids remembered the most is 

we were at this cheap KOA campground and they jumped on this air mattress and 

that’s what they loved the best. You can take them to the most scenic coast and 

they enjoyed it, but what they remember is jumping on this air mattress and that’s 

the same thing. We’re trying to have these kids have an experience of the day 

shelter is a challenging time for them, but so that they could have an unbelievable 

experience of having some joys of having a playground, having video games and 

those kind of things in a setting that’s just for them. 

BETH: I mean what I get out of that is you’ve taken sort of all the things we’ve 

talked about and lined it up to make sure that like the initiative that you’re 

choosing, building a playground, it’s specific, it’s focused. It’s we’re gonna do 

this thing that’s gonna create an action that’s gonna create an outcome and 

it’s gonna create an outcome for school aged kids. Your target audience, this 

person that you’re going after is probably 45-48 year-old mom who probably 

has kids the same age and knows how difficult it is to keep your kids happy on 

vacation, happy after school and how as a mom myself, you do everything you 

can to try to reduce the disruption in their lives so they can get their homework 

done, and it’s heartbreaking to think that not every child has that. So to rally 
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this community that probably has those same values to fix something they 

may personally value in their own lives on behalf of somebody else, it’s a really, 

really smart way of matching up your audience and their desires and their needs 

with something specific that will help fulfill that desire and on a day that’s very 

targeted and focused to achieve this one specific goal. As you said, you’re a 

broad organization. A lot of times when I talk to people who are complex like you 

guys, that’s the biggest trouble that they have. We have so many people we need 

to talk to. Some people care about food. Some people care about the litewracy. 

Some people care about the housing. There’s a lot of different things that you 

go and you could splinter it down really narrow or you could go really huge and 

kind of miss people on both ends. So you’re picking this idea that I could see 

really would appeal to somebody, anybody in any one of those categories. The 

student that hits all three of those things, housing that student, feeding that 

student, making sure that that student can read and write and function in society 

is something that you know, 48-year-old Jennifer with two kids in the suburbs of 

Bucks County could really get behind and care about.

JEFF: Yeah, and that’s exactly right. Even in my appeal letters that I write, I really 

focus on could you imagine being in this situation and how that would impact 

your family. When we did the summer aid program for Bags for Kids, when you 

drive by the bus stop every morning or you see that bus going down the road, to 

think one in five kids, that means that if two kids on a seat that in three seats, one 

of those kids is struggling with food insecurity. Those kinds of visuals I believe 

really, really connect with community members and it ties it from being an 

abstract idea, that maybe I should get involved to wow, somebody really needs to 

do something. I want that somebody to be me.

BETH: I so agree. I mean and as we can see that happening all over the internet 

with all of the different media that we have available right now, the well done 

visuals that can take this global idea, this big idea that you’re working on and you 

know basically put a beeline into your brain so that somebody goes oh my gosh, 

now I get it. Now I get it and now I feel it. You and I, I love the description that 
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you gave me about the school bus. Say that again.

JEFF: If you know like so local statistics said that in Montgomery County that 20 

percent of the students on average struggle with food insecurity. That means 

they receive free and subsidized lunches. So when a school bus drives by or 

you’re stuck behind one on a morning you’re trying to get to work and those kids 

are getting on the bus, just think. One in five of those kids, so on a bus seat, three 

of those seats together, one of those kids is struggling with food insecurity. I 

mean it really puts some visuals behind it. If there’s 60 kids on a bus, that means 

that 12 kids are struggling with food insecurity on that bus.

BETH: When you said that, that really galvanized me. Like wow! It’s a visual like 

your target audience who is probably standing there at that bus stop or is in the 

car rushing to work after trying to get there, like putting that visual into the mind 

every time you’re behind a bus, 12 out of those 60 kids didn’t eat breakfast. Like 

they’re on that bus right now having not had breakfast. That’s the kind of thing 

when you can put it, it’s both visual and it’s analogy that relates to your target 

audience. So as people start to figure out how to write their appeal letters for 

the year or create an infographic or figure out what to put into a video, imagine 

if you did a video Jeff of having kids get onto a bus and then have 12 of them get 

back off and say these kids didn’t have breakfast today. I mean you could do it 

in so many different ways, but you know that this is the kind of message and the 

kind of analogy that would connect to your perfect person and by knowing this 

audience, you can create both stories and visuals that can really speak to them 

and get them to flip that switch in their head and connect and take action.

JEFF: Yeah, that’s so true. In writing your appeals, what I try to do and everybody 

has a different style, but I try to write a letter or a newsletter that focuses on the 

idea that I’m writing to a friend. I’m not giving them tons of information. I think 

it’s hard for people to sort through. What I’m writing is I’m telling them a story 

and a lot of times I don’t have the outcome there. I kind of leave them hanging in 
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the letter. I give them what are some community statistics then. What Keystone is 

doing to help this problem and what they could do individually, but what I really 

try to do is to write it. I know some individuals, this is a hard transition to make, 

but this isn’t a business letter that I’m writing to them. This isn’t bullet points 

and those kinds of things. What I’m writing is to a friend saying, “This is a story 

of what we run into in our community that you might be unaware of,” and so I 

actually tell a story for three-fourths of a page, put the statistics about what our 

community is doing, what Keystone is doing and then what they can do and have 

really good call to actions that allow entry points that individuals, that anybody 

could engage on and also some that may be a little bit more challenging, but will 

have a huge impact with them. 

BETH: Oh my gosh! That is such a great tip. I so appreciate all of your great 

advice and I think it’s a wonderful thing to leave people with today. If people had 

more questions for you, where can they get in touch with you?

JEFF: I’m on LinkedIn at Jeff Miles. Feel free to contact me. I’d love to talk with 

you. You can also email me at JMiles@KeystoneOpp.org. That’s KeystoneOpp.

org and feel free to look me up on Facebook, too. I’d love to talk with you there. 

Again, it’s Jeff Miles and thank you so much Beth for the opportunity to connect 

here today and this is just a topic that I’m passionate about. I believe every 

organization has the potential to have a great relationship with their community 

and just one last thought. Something that jumped to my mind is one of the best 

places to learn information about who your audience is is the local radio stations. 

They have all the statistics about who their viewership is and who their audience 

is and so take advantage of that. Go in and talk to the radio manager and see 

what information they have on hand and user that to your benefit. 

BETH: That is an excellent tip. I think people could really us that. I’ve never 

heard of anybody ever suggesting that. I’m gonna have to add that to my list 

of audience research tools. Jeff, thank you so much for sharing everything that 

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


Contact Iris Creative at www.iriscreative.com • 267.468.7949

you’re doing with both me and the nonprofit community. I’m sure we’re all gonna 

benefit from it. Much appreciated.

JEFF: Thank you, Beth. I appreciate your time too. Have a great day!

BETH: You, too!
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