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

I have back on the show David Rhode from Pitch In For Baseball. David was my 

guest in episode 105 talking about his experience in managing a nonprofit that he 

was the founder of. Well, David is still with Pitch In For Baseball, and is now the 

CEO and founder, and he’s been exploring some really interesting and different 

models for connecting with his community. David, thanks for coming back on.

DAVID: Thanks for having me. It’s great to be with you. 

BETH: The way I often talk about this on the show is we talk about participation 

and you’ve already answered my question before about what participation means 

for you, but it’s been a couple of years since we talked. So I would love to ask 

you, over the past couple of years, has your definition of participation, what 

you’re looking for now or what’s working for you now in order to move your 

organization forward, evolved over the past couple of years?

DAVID: That’s a really interesting question. Participation for us as Pitch In For 

Baseball has always involved a couple of different things. It’s the folks that are 

engaged in collecting baseball and softball equipment that they provide to us, 

and it’s always the recipients that we are able to grant the equipment to. There’s 

participation always on both ends, but from our broader community, I think we’re 

always looking for a deeper level of engagement versus maybe more superficial 

participation. Less consumed with likes and follows than we are with how people 

get involved and sort of a deeper way people evolve, whether they’re doing 

grass roots peer to peer fundraising or they are engaging members of their own 

community on our behalf. I think it’s refined and evolved slightly, but it’s still 

fundamentally for us more the same than different.
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BETH: It’s so interesting that you should mention likes and follows versus what 

people actually do, because, honestly, that was one of the big impetuses for me 

starting this podcast. It started at a time when everyone had really embraced 

social media, was on board and was using it, but was really kind of focusing on 

how many likes, how many followers we were getting, but there wasn’t an easy 

way to translate that into those deeper things that actually showed that your 

organization was being supported by people. My question is, how do you create 

that conduit? For you, do you see a path from things like likes and follows or 

do people come to you in a different way and move through your involvement 

structure?

DAVID: Right, so we see a certain percentage of our community that follow us, I’ll 

call it aggressively. They’re passionate for Pitch In For Baseball, so they’re gonna 

be liking and following virtually everything that we do. So they’re the champions, 

they’re the ambassadors. I don’t know that we do a good enough job of arming 

them and engaging them in separate conversations and sort of acknowledge their 

identification with us as an organization. That’s probably an opportunity moving 

forward, but we’re certainly not worried about the numbers. We have a relatively 

narrow and defined audience. So that’s not as big of a concern for us. I think 

ultimately still it is about figuring out ways to get people to translate their level 

of interest into a concrete action step, and I think what we’ve become smarter at 

is figuring out … is not asking people to do things that we want them to do. It’s 

asking them to do things that they’re most interested in doing for us.

BETH: Woohoo!

DAVID: From that perspective, we’re not pushing water uphill as much as an 

organization. We really figure out how to get people involved in ways that are 

really sort of right-sized for them and that’s been a winning formula for us over 

time. Kids are a huge part of our support system. Kids doing community service 

projects that involve baseball and softball, collecting equipment, doing peer-to-

peer fundraising. That’s been a constant over the 13 years of our organization and 
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has only grown over the years. That group of people are very involved in social 

media logically. They are very much into Snapchat and Instagram and to a lesser 

degree Twitter and maybe to a lesser degree Facebook. Just knowing they are 

connected and vocal group and we’re catching them early in their philanthropic 

days and in fact this is probably the first philanthropic effort that they’ve 

engaged in so we have that audience and we really enjoy engaging with them 

and their parents are really proud and willing to support their efforts in a range of 

ways. That’s a really good community for us, and we really cultivate that.

BETH: I really feel like that’s such a huge factor, and, in fact, it’s one of the big 

shifts that I hear time and time again when I talk to people on this show. We call 

it the shift of being the facilitator, and when you can stop thinking how do we get 

people to want to do what we want them to do and start thinking about how do 

we facilitate their dreams? How do we figure out what they want and give them 

a conduit to do it? It skyrockets participation. It really makes people believe that 

you are there for them, and what I especially love about your work and that you 

connect with kids, it reminds me of when my kids were in high school, and they 

were in the beginning of that college process that practically starts in preschool 

these days, and everyone is talking about things like building up your college 

resume, are you doing volunteer work and what are you doing to round out your 

school because doing well in school isn’t enough anymore, and all these parents 

run around kind of ram rodding volunteer projects down their kid’s throat, and so 

we’re teaching kids how to falsify a resume in order to get something that they 

want, as opposed to engaging them in something that they’re passionate about 

as a way for them to sort of transform their experience with the world, which 

is what I think the intention of it is in putting it on college resumes, but it often 

seems to get co-opted on a quest for self. The way that you’re getting something 

that kids already love and helping them to figure out a way to do it in a way that 

gives back is I think such a step in the right direction in helping kids have a life 

long love of giving back.

DAVID: Right, and I think the … it’s interesting that you bring up this college 
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resume. We have when people come to drop off the equipment that they’ve 

collected, they come to our warehouse facility which is in Harleysville, PA, just 

outside of Philadelphia, and we give them a tour of our space, and we thank them 

profusely. They take pictures, and then we really give a speech that’s mostly to 

the parents. It’s “We are so happy that your son/daughter was involved in this 

project. We really want to encourage them to not do this just once, but to really 

maintain a level of involvement over time. It’s really something that can be part 

of their story as they apply to college,” and the parents are nodding their heads 

furiously and their eyes get really wide, and the kids have no idea what we’re 

talking about. We do see a pattern of a lot of kids repeating. I think what happens 

is if I’m sitting on the side of the admissions director looking at somebody’s 

essay or somebody’s application, I think they’re looking for authenticity, and 

authenticity is something that you can demonstrate by a pattern over time, and 

so if a kid has been involved in Pitch In For Baseball and Softball since they were 

12 years old, and they’re now 16/17 years old, that’s really a commitment. That 

really shows something and tells something about the individual. We encourage 

that level of involvement. Over time we’ve seen a number of kids really take that 

path and we’re trying to create more and more of those kids that have a deeper 

and longer connection over time with us. I think it makes a great story.

BETH: It really does. One of the reasons we decided to talk together today is that 

you have been doing something that’s really unique in getting things to really 

have people take notice. It’s a different way to fundraise, it’s a different way to 

connect with people and it does something that I think is really critical in an 

organization and that’s this idea of taking something that’s important to people, 

like baseball is important to people and moving it to this place where it’s urgent. 

One of the things that we find with this idea of participation is that people can 

think things are very important, like global warming. That’s important to me, and 

people can think things are urgent like I have to get my kid to baseball practice 

right now. It’s urgent, but until you kind of align those things and take something 

that is already important and then make it urgent, you don’t always get that spike 

of action and it can be hard for a lot of organizations to find things that actually 
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move their people so much that they’re ready to take action now and you have 

found a way to do this. Why don’t you talk a little bit about the project that 

you’ve gotten involved in and how you came to this work. 

DAVID: Well, Pitch In For Baseball is an organization that I started in 2005 and 

with the very simple notion of trying to connect people that had extra stuff 

maybe sitting in their closets and garages to people that needed it in under-

resourced communities, whether that was here in the US or around the world, 

and just as fate might have it, our first organizational meeting was September of 

2005, just about three weeks after Hurricane Katrina had struck the Gulf Coast 

region. The dynamic, and it’s hard for many of us to go back that far, but the 

dynamic in this country was, “How can we help these poor people in Alabama, 

Louisiana, Mississippi that were devastated by this terrible event, and what can 

we do?” So the initial focus obviously was on humanitarian aid, getting people 

through water, shelter, medical relief, etc., and that’s critical so no one is arguing 

that. What became very evident to us is there is this quality of life kind of 

secondary set of services and activities that very quickly get lost, and don’t very 

quickly get rebuilt, because the priorities around these first responses of shelter 

and food and whatever are just so overwhelming that people quickly say, “We’re 

gonna stop doing all these other things. We’re gonna stop worrying about kids 

playing in sports and going and playing in a band, and we’re gonna just put all of 

our energy into getting this big stuff fixed,” which is a very adult approach and 

not wrong, but if you take it from the perspective of the kids, it’s a terrible loss, 

and if you go back to when you or I were kids, whatever that thing was for you, 

for me it was sports, but if you had a game coming up, that’s all that you cared 

about when you were 9, 10, 11, 12 years old, and so what we found going back 

early on was people had this incredible desire to help in these communities that 

had been impacted by a natural disaster, but if it really wasn’t for blankets and 

foods and canned goods, like once that rush of stuff happened, what was the 

ability to impact these other quality of life events. Pitch In For Baseball, we’re 

sort of this facilitating organization. We just connect people that have stuff with 
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people who need it and it ended up that our very first projects really were across 

the Gulf Coast region in the spring of 2006, and that gave us the very first insight 

of how people saw their ability to impact something that was very concrete 

to them. They could be an individual family from anywhere in the country and 

know that if they had a few baseball and softball items in their possession and 

could get them to us and trust us with them that we in turn would get them in 

the hands of kids in communities that needed it. From our very first days as an 

organization, sort of our organizational DNA was to find in part by our ability 

to assist communities impacted by a natural disaster. So that’s really when we 

discovered that this was a big thing for us, and it’s gone on now for 13 years, 

culminating most recently and we’ll discuss it with our work in Houston, our work 

in Puerto Rico following the most recent hurricanes that happened this year.

BETH: Right, because the reality is there’s all different types of disasters that 

happen all the time. I mean, it wasn’t your original intention to be a disaster relief 

organization.

DAVID: Correct, and it’s relatively speaking a small portion of what we do, but it’s 

the type of work that gets the most attention. It’s some of the most rewarding 

work that we do. It’s some of the work that engages our funders the most, and 

for us, resources mean both equipment and financial support, and it’s the part 

of the work that we do that gets most of the attention within the media, so it 

creates the highest level of awareness for us as an organization. So there’s a lot 

of reasons for us to put attention to it because it does so much for the people 

that we help. It’s such an acute way of demonstrating the problem that we solve 

as an organization. So when Pitch In For Baseball comes in, and you take a group 

that used to be able to play, our theory of change was simple. Kids used to play, 

the storm comes, people can’t play, we provide the equipment, they go back to 

playing, and they’re feeling a sense of connectedness and hopefulness and in fact 

they use the words that we helped them return to a sense of normalcy. Our whole 

theory of change is epitomized by what we do in this disaster relief setting. For 

us, it’s the most important work that we do. It’s the most memorable work that 
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we do, but it’s actually probably is about 5-8 percent of the work that we do in 

terms of the amount of equipment that goes out the door, but it’s probably about 

70 percent of the attention that we get, and therefore it’s really critical that we 

get it right, and thankfully we do.

BETH: That’s such an interesting concept, because I know a lot of times when I 

talk with organizations about their brand or their positioning or even their story, 

there’s that desire to focus on “Well, there’s all these other things that we do, too, 

and we want to make sure that everybody knows all the things that we’re doing.” 

How are you using this disaster relief work, which probably has a little bit more 

press attention ability, like there’s a finite, there’s a moment in time which brings 

that urgency which gives you a reason to talk about this stuff that you’re doing. 

How are you using that to build connections with people, and then bringing them 

over from this urgent work into this other work you’re doing?

DAVID: Right. It’s a great question. The work we do in the disaster relief space 

enables us to attract new funders, new supporters, new followers to our program, 

to our organization and when they become part of the Pitch In For Baseball/

Softball family at that point, then they see the other stuff that we post on a 

regular basis, all the other types of work we do helping in other communities, 

very urban communities here in the United States where school programs 

are under-funded, where community-based programs are under-funded, 

internationally where there’s lack of basic and safe equipment. It’s really a way 

for them … it’s a trial strategy where they get to their first experience. Come for 

the disaster relief, and stay for all the other work we do. It’s not something we 

ever would say out loud in those words, but effectively that’s what happens. 

A wealth of new people that come into the family and then once they’re there, 

they get a bigger sense of who we are. Wow, you didn’t just help in this one 

community that had a tornado. That’s wonderful, but you did over 500 projects 

last year, of which disaster relief work was a handful of them. We helped 136,000 

kids play baseball and softball last year. So for Pitch In For Baseball, that’s an 
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incredibly broad impact in dozens of countries and all around the United States, 

yet disaster relief was, we probably did three or four disaster relief projects in 

2017 that were not an insignificant part of our work, but they far from defined 

us. It’s a way to bring people first to the organization and then expose them to 

the broader range of work we do. Again, we’re relatively narrowly in this lane of 

baseball and softball equipment. It’s not like we do this disaster relief for baseball 

and softball and then we provide all these other health and human services. We 

don’t. We’re a very clear-minded, focused organization in general so our brand 

has an elegance and simplicity to it, which is easy for people to understand and 

appreciate. So when they come in, they come in because they have a passion 

for baseball and softball, and then they’re continually reminded and reinforced 

that we do good work, and so they’re willing to just stay involved, and they keep 

getting these smiles that they put on their face every time they see a picture of a 

kid that’s collecting equipment for us or a kid that’s been transformed positively 

by now having the opportunity to continue to play baseball and softball, whether 

they’re more successful in school, whether they’ve made new friends or whether 

they discovered they needed glasses because they couldn’t see the ball and now 

they have glasses and they’re doing much better in school because they can see 

the blackboard and all those other things. I mean, it’s a range of content that 

we share with people as the result of the projects we do, but in many situations, 

people do come to us for some of these more high profile signature events that 

we’re involved in.

BETH: Can you talk a little bit more about your communications program? What 

type of vehicle, what type of things do you do to tell this broader story to bring 

people along further into your work?

DAVID: Well, we have a very intentional effort to engage partners and 

stakeholders. So for Pitch In For Baseball and Softball, we work very closely with 

Major League Baseball, we work very closely with Little League International. 

We work very closely with some of our equipment partners like Wilson Sporting 

Goods. We work with a number of Major League baseball teams, the Yankees, the 
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Mets, the Twins, the Phillies, the Dodgers, the Reds, and these teams have large 

audiences, and so when we do a project with them, we are very clear that one of 

our hopes our of the partnership is that they would be willing to help introduce us 

to their broader audience, and you know, have some very clear messaging about 

the work that we do when we’re partnering with one of these larger stakeholders. 

So our audience is fractional compared to what their audience is, but we really try 

to put time and energy around these moments where we’re engaging teams and 

players and folks that really have a really big platform. So it’s social media. It’s 

nothing unique. We’re on Instagram and Twitter and Facebook on a very regular 

basis, but when things get going, it’s because other people are pushing out our 

narrative for us, and so our communication strategy is around how to engage 

these partners on a more frequent basis, and then when we have projects that 

we do with them, normally these entities have greater bandwidth. They have 

more personnel so they can send people down to a project, and they’re filming 

or they’re interviewing or they’re taking pictures in places in ways that we can’t 

do. So they’re then able to put together a great video capturing the work that 

we’ve done in their community, and then we have that content that we both can 

share and then it becomes a permanent record on our website and other places. 

Engaging partners and their assets is a very big part of our communication 

strategy, and it doesn’t, it really doesn’t cost them … I don’t want to be foolish 

enough to say it doesn’t cost them anything. They’re already employing these 

people. They already own these cameras. They already have this stuff, and it’s 

really just a function of creating an expectation upfront that this would help make 

the project more special and tell the story in a professional way, and they’ve all 

been very glad to use those assets and bring them when we have a project. We 

don’t have to worry about that. We worry about getting the equipment, the right 

equipment to the right people at the right time and our partners help us tell the 

story and so that’s the biggest part of our communication strategies, engaging 

partners that have those big audiences.

BETH: I think it’s so huge. Two things out of that is, one is that you went into 

these partnerships, you go into these partnerships knowing that that’s what you 
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want out of it, that you have a clear goal that your effort of this partnership is to 

get exposure to their audiences, that you want to get access to those audiences. 

So many people I think often go into partnerships not really having a clear idea 

of what they want out of it and it can end up feeling lopsided and people often 

come out of partnership arrangements or collaborations feeling unsatisfied. 

That’s huge, really knowing what you want, but I especially love that when we 

talk about your communications, that you said that your main communication 

was to the partnership audience. I can imagine that people would think that 

an organization that’s focused on baseball would have said that their primary 

audience was like everybody that loves baseball, but that you strategically figured 

out that your way to get to everybody that loves baseball is by going through 

your partnerships and that you can really maximize your energy and effort by 

working with somebody else that already has access to the thing that you want. 

It’s so key in the ability to be successful, and it’s really knowing who is your actual 

immediate audience. 

DAVID: Right, and it’s the notion of critical mass and how to move the needle. 

We’re like most nonprofit organizations. We’re small. We have a staff of five 

people. We have an operating budget of around a million dollars. We are not 

a Fortune 100 nonprofit organization. We are not a hospital or university or 

whatever. When we say something to our 3, 4, 5000 followers or whatever, fine, 

but we’re really talking to ourselves and that’s not to denigrate our audience. We 

love the people that are connected to us and they’re our lifeblood, but when a 

baseball team or the league has 2,3, 4 million followers or whatever, that’s not 

really a mathematical argument when you can spend a lot of time talking about it. 

A fraction of those people see the name Pitch In For Baseball and Softball, it’s a 

hundred times, a thousand more times than what we can do if we were effectively 

reaching our same core audience. It’s really just it again goes back to what we 

talked about a few minutes ago, which is asking people about things that are 

easy for them to give. We all want money. Nonprofit organizations need financial 

resources. That’s the fuel that drives the engine, but if your only focus is on the 
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financial support, then you’re going to have a very short conversation with a lot 

of people and so if we can talk about us as an organization, Pitch In For Baseball 

and Softball, within our strategic plan is we need to grow three resources. We 

need to grow our financial support, we need to increase the amount of equipment 

we have and we need to increase awareness and to the degree that we could 

really move the longest term waiting for us is to increase awareness because the 

more people aware of who we are as an organization, then the more equipment 

and financial support will follow. We do really have a really clear and willing 

conversation with our partners about how to engage on social media. We do that 

early on. It’s not something we sort of shoehorn in at the end of a project, and we 

find it’s a very logical extension of what we’re doing. It’s not an uncomfortable 

ask.  It’s just doing it right and doing it at the right time and letting them in many 

cases take the lead on how that’s gonna come about and then it’s done. It’s not 

complicated. They have staffs of people that worry about this stuff. They’re not 

the people we meet with normally, but once we get connected with them, they 

just kind of take over and do their thing and they do a great job of it. 

BETH: I bet a lot of partners really appreciate that you want more of a 

relationship with them than just their check. 

DAVID: Right. I mean, it’s the ultimate understanding of our mission. Our mission 

is to help as many kids as we can to gain access to baseball and softball and that 

only happens if more people know about who we are and what we do. When we 

get publicity, we find not only do we get more financial support and equipment, 

but there’s also more people that need our assistance that find us and so when 

a story is broken, the first people we hear from are people who say, “We could 

use some help, too,” and so it really does get right to the mission and the heart 

of the mission of who we are as Pitch In For Baseball, which is helping more kids 

get access to the game and our partners want that very same thing. Yes, their 

support financially or the donation of equipment has a very immediate impact 

on our ability to execute a certain finite group of projects, but the awareness 

building has a more sustaining and long-term effect so we would obviously want 
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both the short term success of helping a group that needs assistance, and then 

we always want to be able to help the next group and the next group and the 

next group after that.

BETH: If there are people that are listening that say, “Wow, Dave, you’ve done 

a really great job with this, but we’ve never done anything like this. It’s never 

occurred to somebody to say we’re a small repertoire theater company. How 

could we utilize this model of disaster relief in order to kind of focus attention, 

focus our donors on the work that we do?” How could somebody who is in a 

completely different type of nonprofit utilize this methodology?

DAVID: Well, that’s a great question. I think the model is replicable and fairly 

easily so in the sense that to the degree that people play in the band or people 

are in drama or people are involved with pets or people are involved with 

whatever social service or youth engagement or community-building activity 

within their nonprofit organization, those same services exist in every community, 

and maybe we have the advantage because we have a global footprint so we are 

not limited by geography. Even though we are founded in the Philadelphia area, 

when something happens, when an earthquake and tsunami happen in Japan, 

that’s something that was not off mission for us to be there doing that. So I think 

if organizations do have a geographic limitation, that’s certainly gonna limit the 

time and space and opportunities for them, but many organizations can find 

sister or partner organizations that they can work with. That organization is likely 

to have had a major setback in their funding, and their support locally when a 

natural disaster happens. So maybe there’s opportunities to partner with a like-

minded organization and funnel support or funnel attention to their local needs, 

even if they don’t have the reach geographically to be in that market. So I think 

there’s a number of ways for people to engage. It’s really just a little sleuthing. 

The internet will connect you to any organization in a very short amount of 

time and then you begin to build relationships. The critical thing for us is it’s not 

obvious how to find those right people and so for us, that’s really sort of the core 

when we get involved with a community is finding the right people in that market 
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who have a sense of the market, where the needs are greater than we do because 

we’re not there and once you find that right sort of small group of people that 

can facilitate the actions on the ground, then things get a lot easier. So we tend 

to put some time and attention around finding those right connections, and I 

could talk a little bit about that in the case of Puerto Rico. Once we got those 

things in place and things are very easy and just doing the things we do every 

day, but doing them in another market. I think for organizations that are thinking 

we do or don’t have a role to play in a natural disaster, I think it’s more likely that 

they could. Not that they should, but that they could and once they get involved, 

they might find that it’s rewarding. It’s fresh content. It’s a way to tell their story 

in a different manner, and our experience is far from unique, so I think others can 

share in that and take the benefit of the same experience and translate it into 

their world very easily.

BETH: What would you say to somebody that says, “Gosh, that sounds 

really, really good, but disaster. That just doesn’t feel like the right fit for our 

organization, but we do want to find something that helps build that same 

emotional connection and sense of urgency that disaster relief brings for your 

organization.” What are other ways people could look at their organization and 

potential partnerships or potential things that would do that same thing in a 

different way?

DAVID: I think that the process to discover that is relatively simple, which is for 

us, we went back to … it’s a diagram that overlaps the thing that you are most 

passionate about, which for us is helping kids with baseball and softball, the 

thing that you’re best at in the world, which for us is getting equipment to under-

resourced areas, and then the thing that drives your economic engine, and for 

us, it was acting at the time of a natural disaster. That bottom circle of what fuels 

your economic engine, I think every organization can go back and see what are 

the moments in time which spurred the most involvement, the most urgency. 

To go back to your original comment as we started the conversation, which is 

helping kids play baseball and softball, is typically not an urgent activity. It’s 
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a nice thing. There’s nobody I’ve met in these 13 years that thinks what we do 

isn’t a wonderful thing, but it’s hard to make it an urgent thing, and so disaster 

relief for us makes our work much more time-sensitive and urgent. These kids 

aren’t playing now because of this thing that just happened, and we want to get 

them back on the field as soon as possible so that they can get back to being 

a kid again. That is a really easy story to digest, and people are like, “Great; 

let me figure out a way to help,” which is giving you some money, giving you 

some equipment and then let you do your thing. So I have to believe that other 

organizations can look at their own database of funding and their own history 

and discover the events that have moved the needle. They probably already know 

it, but I think, Beth, your insight is people tend to want to we want to support all 

of our programs and we want to talk about all of our programs and sometimes 

it’s best to just really figure out what things that we do, what’s the essence of 

our organization? When we do this, when does it say the most about us as an 

organization? When are we putting our best foot forward? We’re doing it when 

we do the following things and that’s when people respond the most. I think 

every organization can try to really dig deep, yet as granular as they can and 

figure out what are those moments in time for the organization. Then the second 

question is can they replicate them? We know unfortunately that disasters are 

going to happen at some point in the calendar at some point in the world. What’s 

not obvious is if those communities have baseball- and softball-related needs. 

Many times they do. Sometimes they don’t. For other organizations, if there’s a 

way to replicate those moments in time in a way that is not forced, but is in a way 

that is relatively natural, then they might be willing to look at the possibility of 

narrowing their focus and doing more of those things and less of some of those 

things that don’t move the needle even if they are legacy programs and have 

been around for a long time. Maybe it’s time to take a hard look at those things 

and say, “They’re not really helping us anymore.” Then try to put their attention 

onto a smaller group of activities.

BETH: I think that is so key. We talk about this with people all the time when 
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we’re getting people to really focus and position themselves well. Instead of 

saying where our new audience is and hoping that celebrity gets that disease, 

to really go inward and look at where exactly what you’re saying. What is the 

essence? Specifically, what are you doing that’s working really, really well, that 

if you poured energy into that, that it would really help you grow exponentially. 

It’s funny. It seems so obvious, but it’s actually not done that often, that there’s 

this desire to grow by looking for what’s next as opposed to building on what’s 

already working.

DAVID: Right. I mean, I think it’s a lesson I learned in my early days at Proctor & 

Gamble. You can try to fix the markets that are your weakest as a way to grow 

your business, or you can try to grow the markets that you’re already strongest 

in and the brands that historically have had the most success are the brands 

that put more of their resources into where they were already strong. There’s 

a reason why you’re struggling, and the amount of time, money and energy to 

turn that around is gonna yield you “x,” but if you put the same resources or 

maybe even sometimes less, into an already successful program, you might get 

a much stronger return on your investment. We really as an organization try to 

continually look at what works and what doesn’t and are willing to say, once in 

awhile, “That wasn’t such a great idea.” It’s not like shame on us. It seemed like a 

good idea at the time and as the expression goes, but for Pitch In For Baseball, 

we try to put the cold hard light of day on things that we do. We’re great at 

getting equipment to kids in need. We’re great at getting people engaged to 

help us. Even if we do things especially well, let’s try to figure out a way to do 

more of that, and many times you stumble on those ideas. They’re not always 

intentional, but you can come across something that worked great, and then you 

can continue to repeat that as often as you can. Why wouldn’t you?

BETH: Exactly, and those little wins are things you can look at over time and 

learn from and that move that I call from liker to lover is the cheapest and most 

effective investment that you can make in your organization, and it’s the easiest 

way that you can begin to focus in to find the thing that’s urgent to those people. 
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David, thank you so much for talking about the work that you’re doing and your 

project. If people had more questions for you, first I would suggest everyone go 

back and listen to episode 105, the previous time that David was on, which was 

also fabulous, but where is a good way for people to reach out to you today?

DAVID: People can always find a way to connect with us through our website, 

which is PIFB.org. We also have a sister brand, PIFS.org, and they can also find 

us on Twitter or Facebook under Pitch In For Baseball, Pitch In For Softball. We 

are very responsive. If people have questions we will get right back to them. I 

will get right back to them personally or another member of our team will. We 

love to engage people around getting people on the field to play baseball and 

softball. So Beth, thank you for having me. It’s really invigorating to talk about the 

work we do. I think your job of helping to drive participation across your brand 

partners that you work with in the nonprofit space is great, and it’s always fun to 

be with you.

BETH: Thank you so much, and I so appreciate you sharing this interesting take 

on project work with both me and our nonprofit community. Thanks so much for 

joining me today, and I hope everyone comes back next time. Thanks a lot.

DAVID: Thank you.
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