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

I am talking to Nate Adams. Nate is on the board of directors and the chair of 

communications for an organization here in Philadelphia called YIP. Nate, thank 

you so much for joining me here today.

NATE: Thank you for having me, Beth. I’m excited to be here.

BETH: OK, so, Nate, what does “YIP” stand for?

NATE: YIP stands for Young Involved Philadelphia.

BETH: So I got connected with YIP through another person that I know on a 

board that I’m on who when we were talking about improving our organizations’ 

emails, said, “Oh, you have to see what Nate’s doing,” and she forwarded me 

one of the emails that Nate and his team wrote for an organization called YIP, 

and it was phenomenal. There’s a very distinctive and unique voice to it that I 

feel like a lot of people really struggle to get period, much less to get into email. 

Today we’re gonna talk to Nate about how you create that voice, but before we 

get into it, I always like to start off with a framing discussion so I can learn a 

little bit about what your thoughts are on participation. Nate, in the work that 

you’re doing for YIP and maybe any other places in your life, what does the 

word “participation” mean to you? How does it show up in a way that helps the 

organization that you’re working with thrive?

NATE: Sure. So I’ll answer that by giving you a little context about Young 

Involved Philadelphia. So we are an organization that aims to engage, connect 

and empower young Philadelphians with civic causes and organizations they 
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care about. So with that in mind, what participation looks like, for me is it’s the 

person who never thought they would be involved in a civic or volunteering for 

something focused in the improvement of the city, even asking the question 

about how they can do it, beginning this sort of opening up with themselves an 

idea of how they can fit into a civic life, and that’s a low bar for some, but I think 

that first step is critical. So what it looks like for me is somebody who didn’t 

think they had a place in civic life starting to imagine themselves somewhere in 

the fabric of the city. That is a good step and a good win for participation in my 

book.

BETH: That’s so great and it’s always so interesting to see how people are looking 

at it through whatever lens that they’re working on right now because it does 

evolve over time and it does change depending on what the goals and strategy of 

your organization are. So how long have you been involved with YIP?

NATE: Well, I’m starting my second term as a board of director, but YIP has been 

along for a long time. I first came to Philadelphia in the early 2000s, and YIP 

was operating even back then. That’s an 18-year organization and I come to that 

definition of participation because I see a lot of myself in that. When I first moved 

to Philadelphia, I was 18 years old and I didn’t see myself as an active citizen. 

I didn’t understand how the idea of citizenship could enter my own life and it 

wasn’t until years after the fact that I started to figure out what participation 

looked like for me, the causes I cared about, the things I wanted to put some 

weight behind and put some energy behind to see change and when I came to 

that realization, YIP was an organization that was still there. I threw my weight 

into YIP and I decided to make my focus trying to bring people like me to that 

larger conversation of what is civics and how can I get in touch with it.

BETH: Right. Obviously Young Philadelphians, it has some certain connotation. 

Getting beyond that demographic and sort of the numbers based, OK, we’re 

looking for people in a certain age range, how did you come to an understanding 

of your audience and a decision about what kind of person you want to focus on 
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within the scope of the boundaries of who your organization is for?

NATE: No, that’s a good question. Broadly speaking, we’re speaking about the 

Philadelphia area and adults, right, 18-35, but specifically what we found over 

time and we found this kind of through a combination of experimentation and 

observation and I’ll admit I bring some of my own personal viewpoints into it, but 

we found that we’re trying to reach two kinds of people, basically. The first kind is 

the person who is already plugged in and deeply involved in the causes that they 

care about. So this is somebody who has let’s say been volunteering for years and 

wants to move beyond sort of that boots on the ground and start thinking about 

systemic improvements about how we address food shortages and hunger in 

the city. That’s the first kind of person we’re trying to talk to. The second kind of 

person, and this is the kind of person I am personally interested in, is the person 

who have no idea what they want to do beyond a general sense of wanting to 

be involved in something, wanting to get into some kind of volunteer work, 

some kind of civic work, some kind of work that extends beyond themselves 

and improves or changes the fabric of the city and that’s the person I am more 

interested in because there is just such an endless amount of potential and such 

an endless amount of opportunity that I find harnessing that in people who want 

to harness that in themselves is the most exciting and the most rewarding. So 

broadly you’ve got everybody 18-35 in the city. We would love it if they would all 

talk to us, but if we get the people who are already plugged in or the people who 

just want to be plugged in, I think that’s a win for our organization.

BETH: I really feel like that’s so critical to being able to create a voice and get to 

that point. How did, out of all the people, because you’re right. There’s a whole 

lot of people that are 18-35 in Philadelphia. As an organization, how did you guys 

come to like making choices that those were your two personas that you were 

really gonna focus on?

NATE: Well, I think part of what we get to lean on now is we’re part of an 18 year 

organization. So we’re a pretty … not that 18 years is a long amount of time, but 
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for a volunteer-run nonprofit, we feel pretty good about that. So there’s a lot of 

institutional memory to be pulled from in terms of what worked and what hasn’t 

worked, but beyond that, specific for us, this current board made a decision 

not too long ago that we wanted to expand the scope in the reach of what 

Young Involved Philadelphia meant. We wanted to stretch out beyond people 

who already know what they want to do, people who are already going to the 

events we’re seeing them at. If you go to enough sort of civic-facing nonprofit-

sponsored events you might see the same people and one of the challenges 

we wanted to tackle is how do we bring people who aren’t in this room into 

this room and one of the ways we do that is trying to expand the tone of our 

messaging to make it more every man. To make it more approachable, to make 

it something that anybody even the person on the couch who has even just a 

thought of what they might potentially want to do read and say, “I can engage 

with that. that sounds like something I should at least follow up on.”

BETH: So how would you define the tone that you’ve decided to take with your 

messaging?

NATE: Well, I tell you this. On our best day and I don’t know that we always hit 

this, but on our best day, we’re looking for someone that’s low pressure, low 

formality, but high opportunity. So it’s a lot of tightropes to walk, right. We want 

to be encouraging. We want to be funny, but not cruel. We want to be realistic, 

we’re not being cynical. So it’s a high-wire act and the way that we manage it 

and I think we do it best is we write the kind of messages that we would write 

to ourselves. If you and I were just having a conversation and I wasn’t trying to 

sell you something, I didn’t have an agenda, I was just talking passionately about 

what I cared about, we try to write in that way and when people talk like that, 

they make jokes. They make off-the-cuff remarks. They will kind of have routes to 

the point they’re getting to and you don’t make the hard sale. You talk to a friend 

and you talk about what you care about. You talk about how you normally talk 

and we try to hit that mark in our messaging and so like I said, I don’t think we 

always get there, but I find that the messages we receive the best response on 
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are usually the ones that are the closest to that natural tone. 

BETH: Yeah. It’s funny because it’s hard to sometimes even talk about what tone 

and voice even really mean and describe it to people. I will often liken it to when 

your telephone rings, and it’s a number that you don’t recognize because we all 

have caller ID now, and you pick up that phone and you go, “Hello.” You have 

that sort of distance in your voice because it’s that process of evaluating who are 

you, why are you bothering me and how quickly can I get off your phone, and the 

person starts talking, and then if they’re smart, very quickly make some sort of 

connection to you. “Oh, I’m Bob, and I’m calling because your mother said that I 

should talk to you.” I suppose depending on your relationship with your mother, 

that’s either a good thing or a bad thing, but as soon as somebody makes 

that connection as to why they’re calling and why it interests you and where 

is that connection to you, everything changes. I have to sell all the time, so I’m 

frequently talking to people who don’t know me or don’t know why I’m calling. 

You can palpably feel the energy change on the other end of the line as soon as 

you’ve connected somebody to something that’s meaningful to them. So to be 

able to use email to do that is amazing because so many emails are so formal and 

stilted and they’re overly focused on getting people to do something that they 

want them to do.

NATE: I think you made a really good observation there, and I wonder how 

much of that is the form of the message. What I mean by that is I think there’s 

a philosophy, there’s a line of thinking about email and what email is for and I 

don’t know that it has evolved the way that it should. I think your metaphor about 

the phone call is a good way to look at emails now. If you look at the statistics 

about how organizations are trying to reach their members, email is coming back 

around in a way that would have seemed inexplicable five years ago even.

BETH: So true.

NATE: The newsletter sign ups and newsletter as a driver for connection has 
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become such a bigger issue in sort of the response to and reaction to the social 

media boom of the 2010s. So I think you’re right though. If you treat your email 

as it is someone calling you on the phone and saying, “Hello, who is this, I don’t 

know who you are,” that should be sort of the same strategy that you would use 

for an email. It should be the same strategy a person cold-calling somebody 

or calling a stranger would use to build a level of trust and authenticity, and I 

don’t know necessarily the rest of the world has caught up to that thinking, but 

I do think that what we try to do is establish that level of “You can trust us. We 

are familiar. This is not gonna be a stressful push or a hard sell. We’re gonna 

get through something together.” I think if you apply that kind of thinking to 

what you would a cold call to an email, I think you’ll see a different response to 

messaging.

BETH: The thing that I think is interesting is like your approach to this is an 

informality, but informality, even that has a very, very wide range. I was just 

actually reading an email message from somebody that I’m on their list and I have 

mixed feelings because I like what she talks about, I like some of her philosophy. 

Her style and her tone in her email is informal to the point of wanting … it reads 

to me like I want to be your best girlfriend and she writes things … she writes 

things like “Come on” like “C’mon,” and then she’ll put emojis into the middle of 

the email. For me, maybe it’s because of my age, like it goes too far. I want to 

learn from you. I think that you know stuff, but I don’t need to feel like you’re my 

best girlfriend and that we’re gonna swap nail polish together. That’s the feeling 

that I get from your emails, but very likely I am not square in her target of the 

person that she’s really trying to connect to. So I think sometimes when we talk 

about getting comfortable and getting personal, people think that that’s the only 

option, that you write exactly like you talk and sometimes that’s not appropriate. 

Being excessively casual, I’ve done some work with Wharton, and I remember 

when I was training them. Back in 2009 I was training them on using Twitter and 

I said things like, “It’s Twitter, and it’s fast and sometimes there are misspellings,” 

and they said, “Oh no, no, no. We’re Wharton. We don’t have misspellings.” I 
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thought this is gonna be a challenge, but it’s still important to know who you are 

and what does personal mean to you. Personal and informal don’t always mean 

the same thing.

NATE: No, and I think you’re right. I think it’s an important line to draw because 

there is a trap you can fall into where you send an email and you think this is 

too informal. This is too sort of stuffy. This is not the tone I’m looking for so you 

pivot all the way to the other direction and then you do the kind of things you’re 

talking about. You slip sort of in the moment pop culture into it. You’ll do things 

like emojis. You’ll try to talk as if we’re two people who know each other real well 

having a chat, and that’s not really quite the right move either because at the end 

of the day, this is an organization talking to an individual asking for something. 

Now they’re either asking you to look at this email, asking for you to attend an 

event, asking you to donate some money. So it’s not a one-to-one, individual-

to-individual relationship, and to try to recreate that, I’m sure there are words to 

do it. It never personally felt like my strength. So I think the focus becomes how 

do you talk as an organization in a way that is approachable. So you still have a 

goal and you believe in that goal, but how do you present that goal as something 

that’s more palatable and something more approachable than a full on mission 

statement and that’s the tone we’re trying to strike. I think you’re right. The 

anecdotal sort of idea of writing how I’d like to be written to, it works to a point, 

but you can’t go too far with it because then it will seem as you picked up, it will 

seem inauthentic or it will seem off and it could be not being in the right demo, 

but I think more to the point you picked up on the fact that this organization 

is trying to talk like an individual and in doing so, that’s a lot of risk because 

individual to individual communication varies so much.

BETH: I think in your case, you’re doing the writing but you’re also one of your 

target personas. I think that’s another thing that organizations really need to be 

careful of is making sure that you know who that person is and you can’t always 

rely on the person that’s writing to be an example or to think, “I want to write 
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how I want to be talked to.” Say there’s still a lot of people that kind of toss 

social media to the intern of the moment, and if that intern of the moment isn’t 

prepped on your voice, isn’t one of your target personas, you can end up with a 

voice that feels very authentic to that person, but isn’t authentic to who you are 

as an organization or sometimes they’ll go in the opposite direction where they 

think when did millennial turn into like an adjective. As someone with millennial 

children, they’re so sick of that word. People sometimes use it because they 

want to affect something that isn’t who they are. They want to move. In your 

case, one of the things that you’re trying to do is kind of evolve and turn the 

ship and attract somebody who is a little bit new and a little different for your 

organization. How are you balancing using this tone and this style to attract what 

you want today without alienating people that maybe joined the organization 

with a different persona, for different reasons, but are still valuable? That’s a big 

struggle for organizations. How do we get new without ruining it for the existing? 

Because I don’t want to say old.

NATE: Sure, no, no, of course not. No, that’s a question we think about a lot 

ourselves because the nature of our organization, we are a volunteer board. It 

is a volunteer-run nonprofit so people roll off every so often, but also people 

will sort of begin to age out of the demographic to a certain degree. We’re 

looking at, again that broad demographic 18-35. If you stay with YIP, if you 

join YIP when you’re 28, four years later you have a different perspective than 

someone who was your age when you joined the organization and that’s just a 

natural progression of life. There are some things that are in common and there 

are things that will bind you, but even from a communications perspective, the 

language used, the way you use it, would change a lot over the course of those 

four years. So it’s something we’re cognizant of and I don’t necessarily think it’s 

a bad thing for our organization. Our overarching goal on our best day, we bring 

you the tools you need to get involved with civic life. So there is a certain level 

of growth and progression naturally within our organizational membership that’s 

OK. The end of the day, the goal is not for people to stay with YIP and to be 
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part of YIP forever. It’s to get them into the world of civic life and whatever that 

looks like. It’s volunteers, if it’s being on a board, starting your own nonprofit. 

That’s sort of the end goal for us. So we want to move people through levels of 

engagement, but it is something we’re cognizant of, especially in our messaging 

and all I can say is that any success we have with messaging now, if I was to 

continue trying to do what I’m doing in the next 2-3 years and not change, I’d 

assume we’d see a drop off in our responses because there has to be a growth 

and a development as you grow and develop with your audience. 

BETH: I just have to take a minute to tell everyone that’s listening, if you 

didn’t catch it, rewind and listen to Nate say why he exists again, what their 

organization does and how clearly and simply that is articulated. That is 

something that I don’t believe has an age, has a style, has a gender. Everybody 

should be able to simply and clearly explain what they do in a way that their 

audience and people can really understand without having to sift through vast 

amounts of commas in a mission statement to understand why the organization 

exists. I love how you described that so clearly, but also from the perspective of 

why someone would want to get involved as opposed to why it’s important that 

you exist as an organization.

NATE: Thank you. I really do and maybe this speaks to why the communications 

is successful, but I really do believe in the mission of the organization and I really 

do believe in the strength of a feeder system. I think we said in a recent message 

that we’re trainers, not boxers, and I do believe in the idea of having a structure in 

place to give people who want to get involved the tools to do so. It’s empowering 

and it’s an empowerment that I wish I had personally taken advantage earlier in 

my life. So I’m not sure where this ties into the conversation, but believing in the 

mission and believing in the organization makes talking about it all the easier I 

find.

BETH: It absolutely does. Another thing you were saying is how people move 

along and eventually in your case they age out in your organization and even 
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with people who are listening who don’t have that situation where people age 

out of your organization, there is that channel of people moving from the outside 

to the inside or through an organization. How are you using your strategy or 

your communications to move people from being aware of your organization to 

interested in getting involved?

NATE: So anyhow, there’s a couple of different strategies we use for this and 

on a more boring tactile front, we have a pretty strong email retention system. 

So we have a couple of different newsletters, email newsletter, distribution list 

we use for messaging so as you … there’s one of just our regular general pool 

of members, which is about 9,000 deep, and then there’s a separate pool for 

those who are involved in some of our board prep 101 programming, which is the 

highest level of engagement. There’s another list for our supporting members 

and the members who donate to us on an annual basis. So we have different 

distribution lists for different levels of engagement, but more broadly speaking, 

the way we try to split the message in our email specifically is we try to keep 

the content at the top as broad and as open as possible and then we try to get 

more detailed and granular as you flow through our newsletters. So what that 

looks like for us is a couple of paragraphs at the top of our newsletter to try to 

draw somebody in. So if you already know about YIP, hopefully you’re in tune 

with our voice, you’re in tune with our messaging and you want to check it out 

to see what we’re talking about. If you’ve never heard of YIP, and this stumbled 

into your email box through, I don’t know. Somebody forwarded it to you or you 

just happened to look at it, hopefully there’s enough there to engage a person 

who has never seen us before and they want to keep reading and that will lead 

them deeper into what we have going on, the events our partners have going on 

and start to look for opportunities to connect the dots and flow elsewhere. So if 

you’re already engaged, you look at this and say, “OK, this is what’s happening in 

the city for the next two weeks. Where can I get involved?” If you’ve never heard 

of us before, you look and go, “Oh, look at this thing they do. I don’t feel ready 

for this, but I do want to keep keeping my eye on this for an opportunity to plug 
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in somewhere,” and both of those work for us in different ways. 

BETH: I can really see that that can be helpful and I love how you have … it’s not 

so much segments, but it’s a funneling down of people based on their interests. 

Another thing I hear from people all the time is they’re always worried about 

people abandoning and jumping off of their email list because they’re hearing 

from them too much, and often what I tell people is that it’s not that you’re 

emailing too frequently, it’s that you’re emailing too poorly, and that if people 

are interested in what you’re putting out there and if you have categorized them 

correctly in a way that is giving them what they’ve asked for, then they’re not 

going to run away.

NATE: No, you’re absolutely right. We struggle ourselves with the question of how 

often do we talk to our members, but I think the ultimate answer is if you have 

something to say and you have something meaningful and useful to that audience 

that they want to hear, to say, there is no too frequent. That said, I am amazed by 

some organizations that will send daily messages at the end of the day that I’ll 

look at and I’ll just go, “How the heck do you keep doing this every day?” We are 

a bi-weekly newsletter, and even that sometimes feels like a lot to me. So to do it 

every day, they have all my love, and I’m impressed beyond words how they do it. 

BETH: Right and you also said that you guys are an entirely volunteer team and 

people struggle with this even when they are staffed because as I often say, a 

lot of people that work in nonprofits are what I call slash marketers. You know, 

executive director/empty the trash can/do all the marketing. Like people have 

a lot of responsibilities, and in your case you have volunteers that have turned 

over over the years. How has that affected your organization? So your volunteer 

who happens to be working at this moment in time. So how have you evolved the 

communications from where it was when you came in and what are you planning 

for, nervous about, setting up so that things are sustainable, even when you’re 

gone?
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NATE: No, and it’s something that I think about a lot. When I came on board, 

I joined the board with a philosophy of sort of the way I pitched myself to the 

board when I first joined is that I was just a guy who wanted to get involved 

and felt like this world wasn’t enough for him. So I tried to bring an every man 

perspective to the board, and this came at the same time when we were trying 

to expand our focus in terms of who we’re reaching and how we talk to people 

because YIP has had in the past sort of a downtown reputation, a center city 

reputation. The idea of reaching sort of the young friends of our organization, 

but not going much beyond that and as the organization was shifting its focus 

towards trying to break that perception and reaching more people, that’s when 

a person like me who describes himself as I’m just a regular guy who has no 

connections, but is passionate about getting people involved, I become very 

useful for an organization like that with that specific focus. So I’ve tried to bring 

that every man sensibility and the idea of let’s not assume that our audience 

automatically knows what we’re talking about. Let’s speak to our audience on 

a basic level without getting too nuanced or too in the weeds or too industry. 

Let’s give them things to get excited about and then move them up into a place 

of deep information from there. So that’s sort of the effort I’ve tried to bring to 

the communications team in the last year and change. We’ve seen some success 

with that messaging. I do think a lot about what happens when I roll off of when 

someone takes over the reins of communications and what I land on is for our 

organization, it’s a good thing because the perimeters stays the same, but our 

audience does not. People grow. The way we communicate grows. The way we 

talk to each other changes and develops and I don’t think it would be good 

for an organization focused on engaging with the young to keep somebody 

who is not especially young in that role for too long. So I think the best thing 

I can do as a steward is to try to pinpoint the things that are important for the 

organization, find the individuals who are in touch with that mission, but are also 

able to talk about it in a plain spoken clear way and then give them what I’ve 

learned and give them the tools to take it the next step. I really enjoy what I do. I 

truly enjoy putting together this newsletter and working on our communications 
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and working on social media with the rest of the communications team, but I 

recognize for this particular mission, for this particular organization, there’s going 

to be a point where somebody else has to take the reins and I’m equally excited 

to train that person to give them the tools they need to take what we’re building 

and move it into the next step of communication, whatever that might be.

BETH: I feel like this has been a little bit of a therapy session for me. By nature 

I’m a little bit of a control freak and I am also on a volunteer board and in charge 

of the communications and have spent years crafting and kind of coming up with 

a core positioning statement and getting other people to understand that and 

integrating it into it and it’s important for me to remember that at some point 

other people are gonna come and take over the reins, and I don’t want to leave 

with that feeling of “God, now they’re gonna ruin everything I worked so hard to 

build up,” but I think it’s important for volunteers to think like you’re thinking. I 

mean, this is really good as a reminder that the next person is gonna come, just 

like I was once the next person and evolve it to be the right thing for who is there 

today and as a brand marketer, because I work as a volunteer myself, but I often 

work with nonprofit staff. Mostly what we do is we work with staff and as staff 

we’re always trying to say, “Let’s fix this one place and this is our brand and put a 

stake in the ground,” but to remember that even in branding, it’s a process not a 

project and that everything is always moving.

NATE: Yeah, the thing that’s helped me a lot is to just and again I’m not sure how 

widely this philosophy is felt. I might be saying the simplest thing in the world 

that you already know, but my personal view on all of this is that it’s a living 

thing, and it moves and it grows and if I don’t move or grow with it, then I’m 

not gonna be in service of that and sometimes it’s important to recognize that 

movement and growth means handing things off to somebody else and being 

OK with it looking different or feeling different or feeling strange to you because 

for my organization, I think one of the big hallmarks of aging in general is a 

disconnect with the young. Like a 40-year-old doesn’t feel like they can speak to 

a 20-year-old because the work view is so different. I don’t necessarily believe 

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


Contact Iris Creative at www.iriscreative.com • 267.468.7949

that’s the truth, but I also believe that it might be better to let someone more 

involved, more directly connected to that age group speak to that age group and 

it’s important to trust and to empower them to do so. So just because it doesn’t 

look right to you or sound right to you doesn’t mean it doesn’t hit the mission. 

It doesn’t mean it’s off base for the organization. For us specifically, it’s about 

growing and trusting the next generation and training the next generation. So 

it’s right in line with our mission in terms of what we want to do for Philadelphia 

citizens. We want the 18-year-old of today to be the 35-year-old 15 years from 

now making their own nonprofit. It’s about handing things off. So thinking of 

it as a living thing and thinking of it as growth has really helped me prepare 

for whatever comes next in terms of how we hand off communications for the 

organization.

BETH: I feel that’s such an important thing for us all to remember because many 

of the people that listen have some degree of a leadership role and it’s so hard. 

What I see a lot of times in the branding work that we do is that the decisions are 

often made by people that are at the top of an organization, board members and 

executive directors and CEOs and VP level people and it’s so much more effective 

when you’re trying to build a brand and trying to build a messaging structure to 

have all voices represented because when people that only come from one world 

of view, are the ones that have sign off ability, the websites do different things 

that people will say, “I like that” or “I don’t like that,” and that’s really where the 

decisions are coming from that get very disconnected from the audience and 

what they would like. So by bringing in people that have not just like an idea of 

what these people want, but can actually speak to that and can be like a living 

reminder of what works for all different audiences that you might have is really 

something that we need to be striving for I think.

NATE: I agree. It’s hokey. We’re not here for ourselves. We’re here for whatever 

our causes are and it’s very easy when you’re doing the work for that cause to 

get bogged down in the day to day, but I don’t give 20-30 hours of my week to 

this organization because I think it will be good for me. I do it because I believe in 
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the cause, bringing young Philadelphians to the table and getting them involved 

in the conversation. So that’s what drives me and by extension, that’s what drives 

our communications. As long as we’re working towards reaching that group and 

empowering that group, we’re succeeding.

BETH: If people who are listening would love to be where you are, would really 

love to be writing communications that have this strong sense of voice and are 

open to changing involving it, what is the best piece of advice you think you 

could leave people with to help them get to a really great place when it comes to 

connecting their voice to their communities?

NATE: I guess the number one piece of advice, and this is the thing I try to 

remember in anything I do is to remember who I’m writing for, remember who the 

end user of this message is and try to put myself in that person’s place. Are they 

gonna get a lot of emails from organizations? Yes. What’s gonna make them want 

to click on mine and what do I bring of value? Putting myself in that person’s 

shoes, it’s the last test before a message goes out. Is this something I would 

read? Is this something that I would connect with? If I can answer that question 

positively, if I can say, “Yes, this is worth reading,” then it’s worth sending. If you 

want a path to communications, I would recommend finding an organization 

that you are passionate about. Volunteer with that organization. You will never 

find a nonprofit that does not need volunteers, specifically with administrative 

work. If you don’t know any nonprofits, feel free to work out to Young Involved 

Philadelphia. I’ll find one for ya.

BETH: I can’t imagine any nonprofit if some volunteer said, “I want to help write 

your regular email newsletter,” would turn that down because it takes a lot of 

time, and it’s a lot of work to do it. I think having that persona in mind, whether 

that persona is you as the writer and if it’s not, make sure that you have it. Make 

sure that you take the time to figure out what that is and it evolves. It’s funny. We 

were just actually doing some research here in our organization and our previous 

personas were … we always say it was based on somebody named Susan, and it’s 
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amazing that we went and looked at our current audience, and it’s now Jennifer. 

So we’ve had to adjust our persona description to what a Jennifer would want, 

and every time we create something, that’s what we’re trying to think about. 

Not just is this the right choice, is this the right style, but is this even the right 

product? Is this the right program for these people? A lot of times people are 

surprised when we start talking about tone and understanding your audience 

that it bleeds out even beyond just your email marketing to what events should 

you be having for this person. It’s such a good guide from everything from how 

you talk to them to what you’re creating when you really understand who you’re 

communicating to.

NATE: Well, I think we agree that communicators probably should be in charge, it 

sounds like.

BETH: So Nate, thank you so much. If people had questions for you specifically, 

what’s a great way for them to reach out to you?

NATE: Yeah, the best way to reach me is through email. My email address 

is Adams@YIPhilly.org. You can also reach out to me at the Young Involved 

Philadelphia Twitter or Facebook pages or come to our website. Come to one of 

our events and shake me down in person.

BETH: Wonderful. I will put links for all the ways to get in touch with Nate on 

the show notes page. Nate, thank you so much for joining me today. I really 

appreciate you sharing all of your knowledge and experience with both me and 

our nonprofit community.

NATE: Happy to be here, Beth. Thank you.

BETH: Thanks for joining me and everyone, I’ll see you next time.
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