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BETH: Hello, this is Beth Brodovsky. Welcome to Driving Participation. Today I 

am on with Julia Campbell. Julia is a nonprofit consultant, and she is the author 

of the book, “In the Trenches: Storytelling in the Digital Age.” I think this is a 

great time to talk a little bit about the place where storytelling and social media 

and content are coming together today. Everyone is always paying attention to 

algorithm changes and how Facebook is doing, and I think having Julia on to tell 

us a little bit more about where things are today and where it might be going is 

gonna be incredibly helpful to I’m sure me and everyone that’s listening. Julia, 

thanks for joining me. 

JULIA: Thanks for having me, Beth. I’m a big fan of your podcast.

BETH: Social media content, it’s all this thing that’s getting kind of wrapped up 

and going together. It used to be just social and sometimes content means social, 

but sometimes content also means the content that’s just on your website. In the 

work that you do and the way that social and storytelling are moving, what does 

participation mean in this work that you do and the work that you do with your 

clients, and what are people paying attention to today to help them thrive?

JULIA: Yes, that’s so important because social media and content, and I’m 

definitely going to answer the question, but social media and content get a 

big convoluted, and I think they’re very different things. So what I just want 

to say before I talk about participation is content is what you put out there to 

attract your followers, to attract your supporters. It’s your infographics and 

your videos and your block posters, emails. It’s everything that you’re kind of 

putting out there to attract your key audience and get them to engage with you, 

and social media, those are the platforms that you’re using, but also the two-
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way conversations that you’re having. So I think the two are very related and 

intertwined, but they’re very different.

BETH: Oh interesting! I’ve heard it described exactly like you said, with the 

content is what goes on the platform and the social media is the platform, but 

I’ve never heard anybody talk about it as that social media also includes the 

conversations that happen around your organization or around your content on 

that platform. That’s a really important distinction.

JULIA: Absolutely, because what I believe participation truly is on social media is 

the two-way communication piece. So managing your comments, responding to 

people, acknowledging people, starting conversations, monitoring conversations, 

looking at hashtags, seeing what’s going on in your space and your industry, 

responding in real time to events and those kinds of things. What social media 

is not, what participation is not is simply posting a blog post and then never 

looking at it again or posting something on Facebook and never responding 

to the comments and never looking at the conversations that might ensue. So 

participation is tricky. There’s certainly no silver bullet answer. There’s no short 

cut and that goes into what participation in terms of what my work with my 

clients is. You have to be willing to get out of your comfort zone a little bit and 

to show that human side of your organization and to show that there is a human 

behind the brand and that you are willing to answer questions, to respond to 

comments, whether they’re negative or positive, but to jump in and advocate 

for your clients and jump in and educate people around your issue, where 

the conversations we’re having and the majority of our conversations today, 

especially around current events are happening on social media platforms.

BETH: Right. I don’t know about you. You’ve probably been doing it even longer 

than me, but I think I first became aware of social media and got involved in it 

as it was jumping over out of colleges in 2008-2009. All of a sudden I started to 

realize that it’s 2018 and that means that we’ve been playing in this world for 10 

years now. This isn’t a new emerging baby media anymore. It’s there. What has 

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


Contact Iris Creative at www.iriscreative.com • 267.468.7949

been changing over the last few years? If you look at it from when it started and 

people were getting involved in it to where we are today, can you talk a little bit 

about the progression of it from going to this like crazy thing that the kids were 

doing to legitimate media?

JULIA: Well, it’s important to know that social media has revolutionized human 

communication and there’s no going back. So there’s really no good old days 

we’re gonna go back to. Social media, whether or not a specific platform exists 

in 10 years or not, the fact that we like to consume information in this way and 

we want to communicate and be connected with our friends and family and our 

colleagues in this way, that’s not going away. So it doesn’t matter if it’s MySpace 

or Vine which went away or Friendster or Google+ or Facebook. It doesn’t matter 

the platform. The concept will always be there. It’s completely changed the game 

for everybody. Love it or hate it, you can’t hate the players, hate the game. You 

sort of have to …

BETH: If you’re gonna function in the world today.

JULIA: Yeah. If you can’t beat ’em, join ’em. That’s the kind of philosophy you have 

to adapt. So how I feel about marketing and fundraising in terms of social media 

is that nonprofits were kind of sold a bill of goods. So in 2008-2009 Facebook 

came along, all of these platforms came along and they said, “Hey, build your 

platform here. Connect with your fans. Connect with your supporters. It’s an 

easy way to promote your events, to promote your news and announcements. 

Build it and they will come,” but that’s not the case, as we all know. It changed 

so dramatically in the last 10 years where there’s just a proliferation of mobile 

apps, people are using Netflix and Amazon and Hulu and people are playing 

video games, people are texting. There’s podcasts, there’s just so many more 

things that are taking our attention away and it’s getting harder and harder to be 

noticed and to get that real engagement. So the other thing that I’ve noticed that 

I’m sure everyone else has noticed, nothing new but video has really exploded 

and this is where nonprofits tend to get a little bit uncomfortable, especially 
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with live video. They haven’t really embraced it as fully as they probably 

should and definitely need to with the most recent changes to the most recent 

Facebook algorithm that’s going to emphasize meaningful interactions. It’s gonna 

emphasize live video, but I just think that what’s changed is people don’t want to 

look at advertising. They want to feel part of a brand and part of an experience 

and the way that we shop and the way that we donate and the way that we 

participate, it’s really based on our values, and if an organization is just constantly 

asking on social media or talking about the features and not the benefits of what 

they’re doing or inviting people to events or holding fundraisers, that’s not really 

creating a community and creating a movement. So the way I see it is social 

media is incredibly powerful if you are ready to kind of get our of your comfort 

zone, be a little bit more provocative and create that powerful movement rather 

than simply posting your news and announcements.

BETH: So what are organizations struggling with today in being able to do that, 

to achieve the level of success that they want?

JULIA: What I see and I’m sure you see it too is that nonprofits are full of excuses 

and if you work with me, that’s the first thing that I talk my clients out of. I say, 

“OK, what are your top six excuses that you have for why you can’t do social 

media or for why this isn’t working for you. Why can’t you do video storytelling? 

Why can’t you change your website? What’s going on?” I understand time, 

budget, comfort level. I understand that those are all genuine struggles that 

nonprofits have, but even the smallest nonprofit can succeed with social media 

and switch storytelling. So we usually go over the challenges, but they have this 

inferiority complex. So they start out saying we don’t have the budget of Coca 

Cola. We don’t have the budget of Starbucks. We don’t have the budget of this 

huge brand. We’re not going to be able to succeed and it’s definitely not the 

case. The other thing that I see is that nonprofits struggle with entitlement, and 

we’re just gonna have some real talk here. They feel entitled to people’s attention 

and to donations because they’re doing this great work and they are changing 

lives, and that is true, but in digital marketing and social media, you have to earn 
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attention,n and it’s really, really hard. You have to be creative. You have to be 

consistent. You have to be a little provocative. You can’t play it safe. You can’t 

be bland. You can’t be vanilla. You can’t post what you want and just hope that 

somebody might, it might resonate with someone. You have to show up for your 

audience. You have to be providing content and posts and information that they 

find valuable. I just see nonprofits struggling with that every day because like I 

said before, we were sold a bill of goods. We just can’t get over it. We were sold 

this, “Hey we’ll start a Facebook page and the donations are gonna roll in,” or 

“We’ll start a Twitter account and all of a sudden our CEO is gonna be seen as a 

thought leader.” So we need to understand that the landscape has dramatically 

changed and that it’s harder and harder to get attention, and we do need to be a 

little bit more creative than we have been.

BETH: Right. I often tell people, “Hope is not a marketing strategy,” and I think 

it’s interesting how you say that everyone was sold this bill of goods, which is 

definitely true, but from the beginning of time, these businesses that presented 

themselves as communities are ultimately businesses and they are going to 

do what they are going to do. It’s really challenging now. I was just reading an 

article the other day from someone that was saying they’re actually getting off of 

Facebook because the lack of likelihood that anyone … they spent years building 

up an audience of I think 4,000 people and with Facebook’s natural algorithms, 

maybe 15 of those people will see any given posts that they put out there despite 

how much effort, that it used to be that well Facebook would reward you for the 

effort and the engagement. In their opinion, that wasn’t even happening anymore 

and it’s really just a pay-to-play marketplace. What’s your take on the current free 

viewing versus paid viewing on Facebook or any other platform?

JULIA: I think I read that article. Was it “Why Facebook is No Good for Arts 

Organizations”?

BETH: Yes! Yes, the same article.
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JULIA: I read that. I posted it on my Facebook. I thought it was a really good 

article.

BETH: A really good article. It was really well thought out. I’ll actually put a link to 

the article on the show notes page.

JULIA: Yes, so I hear that a lot. I hear that all the time from nonprofits. So what 

I’m seeing on Facebook is that it’s definitely harder to get that reach and that 

engagement from a lot of people, but the people that are your core supporters, 

that always like, comment and share on your posts, they’re not going away. So 

what I’ve seen on my own Facebook page also is that there are really this core 

group of 20-30 people that are always commenting, always sharing, always 

liking and then their networks see it and if they’re sharing it, it will spread far and 

wide, but I do think that organizations, especially if they’re smaller, they need to 

keep their expectations in check a little bit. Facebook is not for fundraising and 

marketing. It’s supposed to be a hub. Not a hub. It’s supposed to be a spoke for 

your hub to send people to your website, to send people to your email list where 

they can then build that deeper level of engagement with you. So a strategy that 

I try to use for Facebook is to create a place that is a go to resource, become a 

valuable and dispensable resource for your audience. A place where they’re like, 

“Oh well, I know this organization is always on top of this issue and this happened 

in the news so I know that they’re gonna comment on it,” and the more that you 

can just show up every single day and be that valuable resource, then you’re 

going to continue to get the engagement and if you’re using Facebook simply 

to post events and promotions and just boring bland announcements, that’s 

not working. That hasn’t been working for years, and I think that’s kind of what 

organizations thought, it was going to be an extension of their email list or they 

weren’t going to have to create specific Facebook content. They could just kind 

of cut and paste or post a link that they saw, but what I’m also seeing, actually I 

want to pivot a little bit is I think he’s wrong because …

BETH: Interesting!
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JULIA: I think arts organizations and brick and mortar places actually are going 

to have an advantage with the Facebook changes because Facebook is pushing 

events and they’re pushing local events. So what I’ve seen is that the changes 

that Mark Zuckerberg announced and that Facebook announced, they said 

they’re going to start promoting local events where people can connect because 

they want people to connect one on one. They want people to connect in real life. 

They want to promote community and they want to promote...they want to end 

social isolation and that kind of thing. A lot of criticism, they got a lot of criticism 

about that, that they were promoting social isolation so they’re addressing that 

by promoting local events. So if you are an arts nonprofit and you are creating 

Facebook events and you’re tagging them correctly and categorizing them and 

you have a location tag, if I’m in your area and I’m interested in events like that, 

I’m much more likely to see it. Facebook will send me a notification for that. So 

what I’m seeing now and it remains to be seen how it’s going to play out, is little 

local organizations like where I live. There’s the Museum. Tiny, tiny, little museum 

where I live. Very historical. They host a ton of events and instead of just doing a 

regular Facebook post, they create a Facebook event for it, and more and more 

people are seeing it because Facebook is promoting local events to people in 

the area. That’s what I’m kind of seeing. I think you should give it another chance 

maybe, but if you have events that you’re promoting, then Facebook is definitely 

going to help you. If you don’t have events, then you know, you might need to 

reevaluate your strategy, but I definitely think if you have events, especially if 

you’re a local organization, if you’re a museum, if you’re a historical society, an 

arts organization, whatever, even like a PTO, you could see it because I’ve just 

been seeing the news feed really promoting local events. Like, “Hey, your friend 

is interested in this event near you. Do you want to check it out?” and it might be 

an organization that I don’t even like on Facebook. I’m seeing that all the time.

BETH: I think an important sort of sub-point out of what you’re saying is that if 

you’re going to be a consumer user of these platforms, you need to be paying 

attention to what the platforms think is important right now. When Google+ got 

really big, that was something people paid attention to because Google was 
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investing time and energy into it. Granted it didn’t last, but what does last mean 

anymore? You know. I actually just recorded a podcast with Lizanne Pando who 

ran the World Meeting of Families in Philadelphia and they did something on 

Periscope, which got Twitter’s attention and Twitter came out and trained them. 

Now Periscope didn’t really last, but trying new things and experimenting, as 

long as you understand why you’re doing it and where it is can be a good thing, 

but you need to make sure that you’re aware of the fact that right now Facebook 

cares about events. Six months ago, everybody was talking about Live.

JULIA: Right, and they still are.

BETH: And they still are. So I think a lot of it is if we want to start, we have to first 

accept that these organizations or for-profit organizations who have their own 

agendas and goals and like you said, Facebook has now decided it’s important 

that we all get together in person. So it’s like they’re shaping society based 

on what they want to happen because of the behemoth, like 25 percent of the 

world’s population is on Facebook.

JULIA: It’s insane. 

BETH: It’s unbelievably insane and so …

JULIA: One billion people log in every day to Facebook.

BETH: And people keep saying it’s going down and I have millennial kids. They’re 

not even on Facebook anymore, but some people think that it’s like, “Well 

Facebook isn’t the place anymore.” Well, it’s still a place depending on who your 

audience is and what you’re looking for.

JULIA: Especially for, like I keep saying local events. I was talking to, I am helping 

organize a political campaign where I live, a local campaign and I was talking 

to some kids who came to the campaign event, they’re college students, and I 

was asking them, “Do you still use Facebook?” I was just kind of their little mini 
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focus group and they were saying, “We do, but we only use it for events.” They 

were saying, “We don’t post our vacation photos there because our parents and 

grandparents are there, but we do use it as our social account where everyone 

does like their birthday party planning on there. We go there to find fundraisers. 

We go there to find local events happening.” So I just see that as a trend and 

there’s a stand alone app now called Loco, a Facebook app and it’s kind of like 

Yelp almost, but it’s events and reviews and it’s to help you navigate your area, 

see what your friends are doing. It’s really cool. It’s also new and it remains to be 

seen how it’s going to be playing out, but that’s just the trend that I’m seeing. 

BETH: Trends, changes, it’s so hard to keep up with all this stuff and things are 

always changing from what one existing platform is doing today to new platforms 

and types of content popping up all the time. In this world where nonprofits, 

I always call them slash-marketers as in executive director/program manager/

empty the trash can. Everyone has a lot to juggle that sometimes even this 

critical role is still one of the many things on any one given person’s list. How 

does somebody begin to design a sustainable content strategy that both can 

move with the changes, but also isn’t crushed by the changes?

JULIA: I agree. So since the beginning of time, since I was a development 

director, I’ve been a marketing department of one. I’ve been there. I completely 

understand what small nonprofits are going through. I’ve had two pillars of my 

content strategy. One is be an expert, and two is share stories. Those are the 

two pillars upon which all of your social media content should rest. So in terms 

of being the expert. So I was just reading the millennial giving an impact report 

and we can link that in the show notes. I can’t remember who came out with it, a 

foundation like the Case Foundation. They said millennials, younger generations, 

they don’t care about traditional institutions. Seventy percent of them said that 

they feel like if all nonprofits went away they could still figure out and solve some 

problems. So they care about causes. They don’t care about your organization. So 

create less content about your organization and create more content about your 

cause and be the expert. Like I keep saying, I repeat it, I just hammer it home, 
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be the valuable indispensable go to resource in your space. So if you’re a food 

bank, talk about food insecurity. Talk about poverty. Talk about the intersection 

of homelessness and talk about what it’s like to go to school hungry. Talk about 

your volunteers. Talk about the impact on the community. There are just so many 

things that you can talk about other than just, “We have a new board member. 

We’ve been in the community for 65 years. Blah, blah, blah.” The other pillar is 

those impact stories. Share stories of your impact and this can be challenging if 

you have confidentiality restrictions, but I worked at a domestic violence shelter 

as the marketing director. I completely understand. You can tell stories about 

your volunteers. You can tell stories about your donors, about your corporate 

partners, about partners in the community. For example, we told a lot of stories 

around the police department and the hospitals and how we were working with 

them, around college campuses. We told a ton of stories about staff. We just 

found those impact stories that convey that we are changing the world in a 

positive way and it’s all about the cause because I didn’t invent this, and I don’t 

know who said this. You might know, Beth. People don’t give to you, they give 

through you.

BETH: I don’t know who said that! I always say people don’t give to keep you in 

existence. They give to support their own impact. 

JULIA: But they care about the cause. There’s a problem that needs to be solved. 

There’s something that needs to change. There’s some help that needs to be 

provided and that’s what they care about. So we have to flip this from, “What 

can social media do for me?” you know what can they do for my organization. 

How can I get more fans and followers? How can I get more engagement on 

Instagram? How can I raise more money on Facebook? We always have to flip it 

to “How can we use social media to better educate our supporters, to build better 

relationships with them, to build our brand affinity, to show the human side of our 

organization and to share the impact that we accomplish every day?”

BETH: That’s so, so true and it’s interesting how many people I’ve had on the 
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podcast over the years really talk about this. This comes up over and over again 

to the point where it’s become one of my five pillars of participation, and this 

idea, I call it “be the facilitator,” is how I’ve kind of wrapped up people that talk 

about this idea of how to make sure that you understand your audience and 

what’s valuable and important to them and figure out how to deliver it to them 

and how to get out of the way. As organizations, we can get people to stop 

thinking that it’s about them because it’s not. It’s not and it’s like kind of if you 

peel off the layer of where you’re going and think of it as Facebook or thinking 

of it as whatever media it is and thinking of it still about this deep seeded what 

are the stories of how people connect to why they’re there. Like why are they 

involved? Why do they care? If you don’t understand your why, it’s gonna be 

really hard for you to create any kind of a content strategy on any platform.

JULIA: What I see is that organizations think that the tools are the strategy. So 

the software is not the strategy and I think …

BETH: It’s a tactic.

JULIA: It’s so important to understand. It enables you.

BETH: It’s so true, and it’s incredibly hard because I find that many people that 

are working in this role, you move into it from who knows where. I can’t even tell 

you how many people that I talk to are nonprofit marketing people now who were 

theater majors or philosophy majors. You know, we all came from different areas, 

and I always want to tell kids that are going to college today, “Don’t worry about 

it. Study something that fascinates you. There’s jobs out there that you’ll find. 

You can go work in nonprofits from all different kinds of amazing backgrounds.” 

I think all of that stuff comes and informs people and helps them come up with 

creative ways to look at solutions to things.

JULIA: Yes, I agree.
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BETH: I know one of the tactics that you’ve been really strong in promoting is this 

idea of kind of coming up with a focal point. Coming up with this focused go to 

place for specific area of expertise that your audience values. Can you talk a little 

bit more about how people can look at all of the things they may be good at and 

what their audience is interested in and find that place where they connect and 

overlap each other to really create something new and meaningful?

JULIA: Well, you need to understand who you’re talking to first. So I think a lot 

of organizations struggle with this because they have multiple audiences and 

that’s completely understandable. We have to talk to donors, we have to talk 

to prospects, we have to talk to the community, the media. We talk to people 

at large, but I find that if you are just genuine to one kind of core concept, 

which would be really what your vision, your mission and how can people help 

accomplish that maybe other than donating. So I’m working with sexual violence 

organizations and they provide free legal services to sexual assault survivors, and 

I just did an audit for them and they are amazing. They’ve been in the community 

for a lot of years, they’re the only national organization that does this, blah, blah, 

blah. Like the list of accolades that they generally deserve is really long, but 

in other communication materials, I don’t see the stories. Even with the names 

changed of the survivors and I’m not understanding. Like if I was an alien and I 

came down to earth, I wouldn’t understand like why are you doing this? Why is 

sexual assault a problem? I don’t know because their materials don’t talk about 

the impact that sexual violence has on the community, on people dropping out 

of school, on people quitting their job and that sort of thing. So I’m trying to 

re-frame it from the benefit, from the features part, like this is what we do. We 

provide legal assistance, blah, blah, blah to the benefits. Because we do this, 

this is what’s happening. So if your website can sort of function as your hub of 

information where if I didn’t know anything about the issue, you can convince 

me that the issue is first of all important to tackle, that there is a problem and 

that you are the resource on this issue and that you’re actually through your 

storytelling that you’re solving this problem in some small way. That’s really 

the three things that you should be using your digital marketing for and if that 
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happens, you’ll find that people that are passionate about your cause will become 

your advocates. So they’ll become your social media ambassadors because they’ll 

share this information because it’s important to them, and they want to make this 

idea spread. So it will get easier. It won’t be like pulling teeth to try to get people 

to share things. It will just become a lot easier. So I guess it would totally depend 

on your key audience, but just staying true to your audience and not really 

worrying about everybody else because clearly, especially with something like 

domestic violence or sexual violence, if the cause doesn’t appeal to  everybody, 

you’re going to get nay sayers. You’re going to get people that don’t think it’s 

real or all of these terrible comments that you might get, don’t worry about those 

people. Just focus on your core group of people, your audience, the people that 

get it, the people that want to participate and give them the tools to advocate on 

your behalf.

BETH: I think one of the challenges in getting people to that point is that when 

you work in an organization or who founded an organization, you almost have 

the cursive expertise. Like we all get so like I write stuff and then I’ll show it to 

somebody and they’ll go, “I don’t understand what you mean.” I write. This is 

what I do for a living, but I think all of us that are experts, it is so hard to know 

what would be interesting to the community, what they don’t know, what jargon 

doesn’t make sense. I always tell this funny story that when my son was having 

an exchange student from France to come stay with us, I said something, I went 

to say something very simple to him. I’ll say, “I’m looking forward to meeting 

you,” and my son said, “He didn’t understand what you meant,” because looking 

forward is actually an idiom, and I was like it seemed to me like the most simplest 

phrase. Oh, I’m looking forward to meeting you. Simple, obvious stuff. When that 

can happen in basic language, imagine how it can happen within the complex 

structure of people that get focused on what they do instead of why an outsider 

might find it interesting. So in the work that you do, your job is to help people 

find what’s interesting. What has helped when you’re dealing with somebody that 

has internal expertise and is coming from this perspective and saying, “Well, this 

is important, and this is what we need to tell them,” and they need to start to shift 
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and be able to look at it from the audience’s perspective. How would somebody 

go about doing that?

JULIA: It’s definitely more challenging than it seems. First I would encourage 

you to look at some of the myths and misconceptions and stereotypes around 

the issue, and we all have that. OK, we’re doing hard work. We’re working it 

with populations that often are disenfranchised, disadvantaged. They have a 

lot of stereotypes, a lot of misconceptions around them so think about what 

might prevent somebody from participating with your organization. I know 

with domestic violence, I remember when I was a development director there. I 

thought I would stroll in. I thought it was going to be so easy. I said, “Hey, who is 

not gonna want to give money to help women and children?”

BETH: Right, everyone would love to.

JULIA: I had a real wakeup call, a real wakeup call because I didn’t know the 

myths and misconceptions of stereotypes. I was a women’s studies minor. I didn’t 

know. So I was fresh out of college, pretty clueless, but when I discovered those 

myths and stereotypes and misconceptions, that’s when we really started crafting 

information. Like the top ten things you don’t know about domestic violence 

or why women stay or the impact on the economy. Things like that because 

people didn’t really grasp. There were just so many questions and same with 

the sexual violence nonprofit. I’m encouraging them to craft information around 

those questions. Why was she wearing that? Why was she out late at night? Why 

was she this? Why was he doing that? So craft some content and start thinking 

through any of the obstacles that your audience might have to participating 

with you. I think that would be the first one and then look at your organizational 

goals overall. So if your organizational goals this year are of course probably 

fiscal sustainability, but if they are thought leadership or volunteer recruitment, 

maybe you’re looking to recruit for your board members, start looking at your 

organizational goals and figure out how you can tell and collect stories that 

will knock down any obstacles of you achieving that goal. So if it’s volunteer 
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recruitment, you have a goal of volunteer recruitment. You’re going to craft some 

stories. We’re gonna think about what are the obstacles of people having to have 

to volunteer. They might be scared. They might be intimidated. They don’t know 

where to start. They might think they don’t have the time. They don’t have the 

expertise. I could list 45 reasons why someone might not volunteer and then start 

crafting content and start collecting stories around like knocking down those 

obstacles. Like this woman volunteers, and she only has an hour a week, or this 

volunteer came in and he was so intimidated to answer the hot line, but this is his 

story of how he overcame that. So does that make sense? So that’s the strategy.

BETH: Not only does it make sense, I think that’s really the big takeaway from 

this. One of the big reasons that I started this podcast is we were all talking about 

this word “engagement” and people were talking about engagement as it relates 

to things like getting likes and comments and shares, which are all wonderful 

indicators of the spread of your message, but sometimes we can get so caught 

up in execution of social media, that we lose track of what we’re trying to achieve 

as an organization, which is where this word “thrive” comes in. How do you make 

sure that when you’re putting your time and energy into something that this 

participation that you’re trying to build and attract is leaning towards the things 

that are important for you to stay in existence. I think the way you described it 

as how to build a content plan and strategy and to think all the way back to what 

are your goals for this year and what do people not know in the world that will 

maybe impede you from reaching those goals and how you can use your content 

to move people along this chain that actually is directed towards a goal as 

opposed to just purely directed towards reporting on how many likes you got on 

something.

JULIA: Absolutely. I always encourage people to look at their organizational goals 

for the year like you said, and if your organizational goal is just basic fundraising, 

then what are some of the reasons people may not give to you? Is it lack of trust 

in nonprofits generally, or is it you’re not showing your impact or they don’t know 

where the money goes? Maybe you’re such a big organization they don’t think 
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that $20 can make an impact. Maybe it could be something technical. It could 

be that the donation page on your website is terrible or there’s not a compelling 

case to give. It could be that you’re not showing that you’re a good steward of 

funds. I mean, there’s a million reasons, but I think working backwards from “Why 

wouldn’t someone participate in the way that you want them to participate?” 

and crafting all of your content around that and knocking down those obstacles. 

That’s what marketers do every single day. That’s what Apple is doing. That’s 

what any of the big brands are doing. They’re thinking about what’s gonna 

make someone not buy our product and then they also really care about their 

tribe of people. They care about their group of people, their core community 

members that are going to, they are one thousand true fans that are going to buy 

everything, advocate for them, share things, really cultivate that group of people 

and just give them the tools to be spreading the good word about what you’re 

doing. It’s so much more challenging than … it’s challenging in that I think we 

take for granted that we think social media is easy. It’s just something an intern 

could do. We just have to post on Instagram a couple of times a week, but then of 

course you do that for six months to a year and you’re not getting the results. It’s 

not translating into the results towards your organizational goals and that’s the 

missing piece I find.

BETH: Well Julia, this has been so enlightening, so helpful.

JULIA: Thank you.

BETH: I think it’s a conversation that we need to keep having about where things 

are going because media and technology and marketing all evolve all the time. 

So I think it’s important that we’re constantly looking at what we’ve done in the 

past, what we’re doing now and where we should be going in the future. So thank 

you for joining me today. If people have questions for you or want to learn a little 

bit more, we will be putting the links to Julia’s book on the show notes page, but 

how can they reach out to you directly?
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JULIA: Sure. I am on Twitter @JuliaCSocial. My website JCSocialMarketing.com, 

and I also have a Facebook group that’s free for nonprofits. We’ll put a link. I’ll 

send you the link. It’s Facebook.com/groups/socialmediastorytelling, and I’m in 

there all the time answering questions and posting resources.

BETH: Fabulous. We will put links to all those places on the show notes page. 

Julia, thank you so much for joining me today and sharing all of your knowledge 

with both me and the nonprofit community. To everyone who is listening, thank 

you for joining us and we’ll see you next time. 
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