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

here with Jesse Lane, who is the chief marketing officer of an organization called 

PureCharity. In talking with Jesse, he had some really terrific ideas about this 

place where culture and innovation come together within an organization. I was 

really excited about some of his thoughts because I’m seeing in a lot of work that 

we’re doing, our clients are really seeing where culture and experience really play 

into their ability to deliver their services and align with their brand. This is a great 

time to talk about it, and Jesse, thanks so much for joining me.

JESSE: I’m excited to be here. Thanks, Beth!

BETH: Why don’t you start off by telling us a little bit about yourself and about 

the kind of work you focus on and how you came to this interest in the idea of 

innovation.

JESSE: Yeah, that’s a great question. Just a little bit about myself, I am married 

with two incredible little girls that are three and four and we live in northwest 

Arkansas around Bentonville, the home of the world’s largest company here, 

Walmart.

BETH: Really? I feel like I should know that!

JESSE: Yeah, I like to say that because people are like “Arkansas.” They don’t really 

think of it as a business culture, but that little startup wasn’t that long ago. It’s 

pretty cool. My background is in digital marketing and creative communications, 

and I’ve been in the nonprofit sector for about six years. Now I am at PureCharity, 

which is a nonprofit that helps other nonprofits grow their online donations. I 
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love it here, and you asked the question, how did I get interested in the topic of 

innovation?

BETH: Yep.

JESSE: I think it really started at another nonprofit I worked at called Seed 

Company. While I was there, the organization was going through a lot of change, 

and I would say it was about 20 years old at the time, and it was in need of some 

innovation. There was just this culture that kind of started to, not stall, but get 

comfortable in doing what has always worked. I was challenged by some of my 

leadership and just by some ideas that I had that, “Hey, we can’t afford to coast in 

this organization.” We really need to come up with fresh ideas and do new things 

and serve our donors as well as our mission in a different way, and so this kind 

of brought about this passion and this pursuit, and I wasn’t the only one. It really 

was a journey that me and several of my colleagues went on, to just say we went 

from “Oh, let’s just do this new idea,” to realizing that it’s not quite that easy, 

especially if you don’t have a culture of innovation. So that’s really what started 

me down this path.

BETH: That’s so interesting! I love that you talked about how the idea might have 

germinated with your leadership, but that it didn’t start to really take hold and 

get moving until your team and your community all embraced the idea.

JESSE: Yeah, absolutely. I mean, it couldn’t have just been one person or just the 

leadership team. There always was a desire in this organization to have a culture 

of innovation. It was a core value, in fact. It was there in the history for sure, but 

we could all see the signs that maybe it was lacking, and people were voicing 

that concern, and so there was really almost this mini movement, that was rising 

up and people were saying, “Look, we want to hang onto that innovation and that 

core value. What are we gonna do about it?” and so that’s when we started to ask 

how do you actually go about executing on these innovative ideas, how do you 

change the culture to do that on a regular basis?
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BETH: I love that term “mini-movement.” That’s so great. I really love how you 

describe it as part of a core value in the organization and how you begin to see 

that play out in the world. We’re actually going through core values work in  my 

company and one of the things that the person we’re working with is asking us 

to do is telling us things like report on how does that show up in the work that 

you do because if it doesn’t actually show up, you can say that it’s a core value, 

but it actually isn’t. If you’re not doing things that reinforce support and nurture 

something it doesn’t really show up. I think it’s really fascinating that you looked 

at it that way, but getting from this is something that we believe should happen 

to something that actually is happening takes a lot of participation. I would like to 

ask you what does the word “participation” mean to you in your work in this work 

around innovation? How does it show up in a way that’s helped the organizations 

you’ve been a part of really fly?

JESSE: Yeah, that’s a great question. I think … I get excited by the idea of 

participation when I think about participation that doesn’t require an ask at all, 

and not that asking is bad. Asking is good, but the type of participation when 

someone is in the tribe and they are literally lining up to say yes and so that type 

of tribe doesn’t come easy. I think it requires relationship, trust, mutual value and 

I’ve seen it in so many different ways. We work with nonprofit, we use it so it’s 

those who built the trusting friendship oftentimes with someone on our team or 

multiple people and they’re the first to engage and participate on social media 

and emails and at events. At that point they’re brought in. I really like the word 

“ownership” even to the point where taking ownership of the organization as if 

they were officially on the team. That’s the type of participation that I’m going for 

here that I’ve seen really make a difference and bring breakthroughs when people 

start feeling ownership, whether it’s staff or donors or partner.

BETH: I so agree with you. We often talk when we’re talking about getting to 

that place as our clients say, “How do we get people to want to do what we want 

them to do?” When people have really embraced and become part of a tribe, I 

like that stage where they’re actually grabbing their friend’s hands and dragging 
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them over because they want them to have the same experience that they’re 

getting.

JESSE: Yes, exactly, and that’s a great picture. I love that! That really does happen 

in the nonprofit space all the time, and it’s exciting and that’s the goal really.

BETH: Why do so many nonprofits struggle with being innovative?  You talked 

before about how you didn’t want to keep repeating projects because they were 

kind of working. I think it’s really easy for a lot of people to do that. This works, 

let’s just kind of keep it on cruise control and keep moving. I feel like I’ve seen a 

lot of times nonprofits, I’m not sure if they’re struggling with the willingness or if 

they’re struggling with the execution of it. What are your thoughts on why it’s so 

hard in our space for this to happen?

JESSE: Great question. I think there are a lot of reasons and it depends on the 

organization and the individual, but a few that come to mind, I think for some it is 

the idea that innovation is one that comes with actually a negative idea because 

they think, “We’re a nonprofit, we’re trying to be good stewards, we don’t have 

the funds or the team to fail or to take risks so that’s really not for us.”

BETH: That’s a really nice perspective, like that resistance to experimenting 

because it might be wasteful. 

JESSE: Unfortunately I’ve run into that sometimes. It’s frustrating for me. I don’t 

think that’s my natural tendency, but I see that a lot and it’s almost the scarcity 

mindset plus this kind of fear of the donors perspective or donors opinions on 

that innovation of failure onto this idea that if what we are trying doesn’t work, 

the donor might stop giving and so we can’t take the risk.

BETH: Wow! I did an episode on that a little while ago about this fear of failure 

and how it gets us stuck in the scarcity mindset and I think that’s one of the 

biggest problems that an organization can have when they start making decisions 

from a sense of loss as opposed to thinking of it as an opportunity to win.
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JESSE: Yes, exactly. You know, the truth is, I believe, that a lot of donors would 

be excited about an idea of innovation and new ideas and change if you actually 

stop to talk to them about that. If someone is feeling that way I would say go 

have a conversation with some of your investors and donors and partners and say 

what do you think about if we took a risk and tried some new things. Would you 

be willing to go on that journey with us financially? I think nonprofits would be 

surprised by what they hear back.

BETH: I completely agree, because a lot of times organizations will say things 

like, “We don’t know what people want?” and then the only feeling of the way to 

answer that is like send out a survey, which nobody wants to fill out a survey, and 

you don’t really get in-depth answers. We’re just completing some really long-

form interviews for a client project and when we started talking to them, they 

said, “You want to do a 45 minute interview? No one will give you that kind of 

time.” Yes, they do if they care, and those are the people you want to give you 

that kind of feedback, and it’s amazing how at the end of almost every interview, 

people said to me, “Thank you so much.” Like, thank you for taking the time to 

listen to me, to ask me questions, to answer me. I’m so glad the organization 

is doing this kind of research, and I’m thrilled to be part of it personally. Like I 

think that people forget it’s both research and community-building when you ask 

people to be involved.

JESSE: Absolutely. I love that idea. I think that has got to be, speaking of culture, 

really it’s related innovation. It’s just having those types of conversations all the 

time, making that a regular routine is really a healthy thing. 

BETH: Right. So innovation. It’s like big new ideas. Lots of people have big ideas. I 

can wake up every night with another big idea. Luckily I have a team that shoots 

me down constantly! Like let’s finish the last big idea before we move on to the 

next big idea. I’m an entrepreneur, and so I have no loss of this. I don’t have the 

problem of being afraid to be innovative, but it’s almost just as much a problem 

to be overly innovative and get a million wheels spinning, but never kind of 
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following through. In a nonprofit, where have you seen ideas that get stuck and 

why?

JESSE: Well, so I think that’s the other ditch you can fall in. So one ditch we talked 

about is you’re afraid to take risks. On the other ditch there’s a lot of nonprofit 

leaders, the founder types and entrepreneurs, they have a new big idea every day 

before breakfast and they’re so excited about them, they fall into this other ditch, 

which there is a lot you can say about it, but what I think it comes down to is that 

they have the big idea, but they don’t have a good process, or even like I said like 

we talked about, culture to actually execute on that idea in a healthy way, actually 

bringing those ideas to life, and so on some organizations, they have lots and 

lots of ideas, and like you said, they get stuck. Nothing ever happens with those 

ideas. They have the idea, and then they go nowhere. In some organizations, they 

have the idea, and then they chase them and they’re constantly chasing the next 

one and the next one and the next one, and they don’t have any kind of focus to 

actually finish or stick with something long enough to actually do it well.

BETH: The funny thing is I feel like I’ve seen that sometimes in myself, but also in 

work that when you have lots of ideas and you start them and you don’t put 100 

percent effort behind them, they end up sort of limping along so poorly that the 

team can only look at that and say, “See, see. You had a big idea. It didn’t work.” 

It’s the trying to do a million things at once or getting bored too quickly and not 

giving things the energy and support that it needs that can sometimes take the 

most innovative organization and crush it before anything gets fed enough so 

that it has the chance to see the light of day.

JESSE: That’s right ,and I think that is such a common issue, and I think part of it is 

usually the people who have the big ideas and are visionary and excitable about 

innovation, they aren’t necessarily the one to stick with something, put a process 

around it and actually execute and implement it. We always say around here 

“Visionaries need operators.”
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BETH: Oh, my gosh! So true! I feel like this is a therapy session for me. I mean and 

that’s one of the things we’ve done here. I have a million ideas, but I have a team 

of people. Like I have somebody in my office who is very much a realist or very 

much a process person that sometimes she’s the one that says, “OK, wait, wait. 

We’ve got to put brakes on that for now. Didn’t you say this was the priority?” 

Then also when something is a priority, I kind of describe it as some people are 

really good at looking out, and some people are really good at looking in, and 

those are both skills … one of the challenges I feel like I see and I’d love to know 

if you see it, too, is that it’s very hard to find both of those skills in one person. A 

lot of times I feel like one of those skills is valued more at an organization than 

the other.

JESSE: Oh, yeah. That’s so true. I think you just have to value them both, and you 

need both. Especially for a small organization, but sometimes I see … I’m thinking 

about a nonprofit locally that they, as they’ve hired on and grown their team, they 

keep hiring the same type of person. I know these are all great people, but you’re 

all the dreamers. You’re all the visionaries, and you really need someone to help 

you get some of those things done, and thankfully they have brought on a couple 

of people like that, but you tend to do that because you value certain things. You 

value what’s like you.

BETH: We always tell people, “Hope is not a marketing strategy.” Let’s talk 

tactically. We talked about big things. If you have gotten to the point where you 

have created this culture that is welcoming to new ideas, which is hard in and of 

itself, what’s working that you see in organizations and the work that you do to 

move these ideas out of people’s heads and get them out there into the world? 

What are some of the processes and tactics that people have put into place to 

make innovation turn into things?

JESSE: That’s a great question, and this is where innovation, this is where it 

actually happens, but it’s also the hard part. It’s the other side of innovation, 

and so I think it starts with redefining innovation and making sure that you 
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and everyone on your team, all the stakeholders, so maybe that’s your board 

or maybe donors, I understand that. When you talk innovation, you’re not just 

talking about these crazy big ideas, you’re not just talking about technology-

related ideas, but that innovation can also pertain to new business models or 

services or processes and functions even and so it’s really just redefining that 

and making an immediate change, which is really what nonprofits are all about. 

That’s why we started to begin with. So I think that’s the starting place, but then 

actually beyond that, bringing structure of some sort is critical and so bringing 

it out into the real world these ideas requires some kind of structure process 

and so whether that be a quarterly “Shark Tank” experience where people get 

an opportunity to pitch their big ideas to a panel of people who ask questions. 

That’s their innovative moment every quarter and it’s fun. Everyone is looking 

forward to it and planning for it. That’s a little bit of structure that starts to bring 

more energy to those ideas. That’s not enough to get them done, but at least 

you’re putting something on the calendar. Something that’s quarterly or maybe 

there’s weekly meetings where you say this is the time where everybody is gonna 

talk about kind of what they’re working on that is future-oriented that isn’t just 

related to the here and now urgent problems. So just having some time for it. I 

always say it’s good to invest in a sandbox or a lab of some sorts. Beyond just 

time, you need to have space for it to dedicate whether it’s as small as a box that 

is full of creative supplies or a whole conference room with white boards and 

movable furniture and inspiring magazines and have dedicated space for that. Go 

ahead, you wanted to ask something?

BETH: I love how you talked about the idea of getting people together to talk 

about what they’re working on that is future oriented and to me, I feel like that 

could help in so many ways. Yes, it might help get that idea out into light, but I 

feel like, I’ve been a manager for a bazillion years, and it’s so easy to let your day 

to day just become a task list. I’ve got to do this, I’ve got to do this, I’ve got to do 

this, and sometimes many of the nonprofits that we work with, it’s like there’s a 

million tasks. More than you can even realistically accomplish and it can be easy 
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to get discouraged and you feel like you’re just saying, “Would you like fries with 

that?” Like what do you need next from me? What’s the next pile that’s kind of 

stacking up on my desk that I still have to do and I feel if you put some time in to 

get people to talk about not what’s on your list today, but what are you hopeful 

for tomorrow? What would change look like? What would the future look like? 

Imagine how that could get people out of this sort of grinding mindset and have 

a little moment where they can see the light at the end of the tunnel. I can really 

see how that could potentially impact your culture and maybe even make people 

get those little tedious things done faster so that there’s more room in their lives 

to do the bigger things.

JESSE: Yeah. Let me unpack that even more. So at Seed Corporation, this 

organization I was a part of where there was this mini movement around 

innovation. One of the things we did was I was leading a team of about 35 

people, a creative marketing team, and to all these people I said, “I’d like you 

to prioritize innovation and give 10 percent of your time to thinking outside 

the box, thinking down the road in the future, thinking innovatively, working 

on something not related to the urgent, and it’s gonna be hard, and I know it’s 

gonna be really difficult to get beyond these fires that you’re putting out, but 

please try to prioritize that.” So a group of people, not everybody, but a group 

of people started meeting every Friday afternoon after lunch and they would 

dedicate the four hours in the afternoon, and they called it the innovation lab. 

So that’s 10 percent of 40 hours, and they would spend those four hours every 

Friday sometimes together in a full group dreaming and whiteboarding and 

coming up with cool ideas, and sometimes they would break apart. We would 

break apart, and we would go to our individual corners or in smaller teams, and 

we would actually start to do research on those ideas or start to build prototypes 

online or even sketch out prototypes, we had artists and creatives in there so 

they would design things and mock them up, and so the goal was not to just 

have a brainstorm session every Friday, because really that doesn’t have a whole 

lot of value. So we used that time not just for ideas, but actually to work toward 

implementation of those ideas and execution. So sometimes that just meant that 

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


Contact Iris Creative at www.iriscreative.com • 267.468.7949

the normal work type of thing, but it was all innovative ideas so it’s getting the 

job done, too, not just the fun part of brainstorming. We would just use that time 

to do that.

BETH: You know, it’s so funny because when you first said, “They gave four hours 

every Friday afternoon,” I’m sure me and probably a lot of listeners are like, “Oh 

my gosh! Four hours? That’s like a half day of my whole week!” and I never even 

thought about the math of the fact that four hours is 10 percent of a 40-hour 

work week, and when you look at it that way, that’s not really not that much 

time, and if I’m not willing to put 10 percent of my time towards moving this 

organization forward as opposed to just keeping its chin above water, then where 

are we going to be in a year or in 10 years. I mean, I think that it’s interesting that 

you put a little bit of math around it, and sometimes the thing that seems big 

or too big can get it down to “You know what? That is doable and valuable and 

important,” and you also didn’t leave it to “Hey guys. Hope you can make time 

for that.” You put it into something that was finite. You gave people the structure. 

Like here’s a thing you can join that takes up the appropriate amount of time 

and if you say yes, that’s supported. You’re not left on your own to figure it out 

completely and to try to fit it in with your work. I know in my company, when we 

just leave it vague, the regular list just fills up the time.

JESSE: Yep, that’s right and you know what was really cool was to start to see 

those ideas actually bring value because as they start to mature and form and 

shape, you get the chance to take them out of the lab, and actually, in our 

case, present those to the rest of the organization, and some of them were not 

these radical crazy big ideas. Some of them were, and they were really fun to 

talk about, but some of those were just like, “Hey, we’ve always done this one 

thing one way. What if we tried it this way?” and so it was innovative, but it still 

required stepping outside of the normal day to day to even come to those ideas 

and those conclusions. So it was fun to be a part of that, and another added 

benefit is there were a few staff members that would tell me that all week long 
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they would be thinking about and dreaming about and looking forward to that 

Friday afternoon. People that were kind of not excited about coming to work all 

of a sudden were, and so it really did have an effect on the culture.

BETH: That is so interesting. Like just imagine the employees that might have 

been one foot out the door and are like, “Wait a minute. There’s something 

here for me.” So getting to this stage where the head of a company is willing to 

say, “Take four hours on a Friday afternoon that isn’t related to your deadlines 

today.” Somebody that then could say, “OK, you’re gonna come out of this group 

meeting with these ideas. Now let’s actually implement them,” instead of patting 

people on the head and saying thanks for playing. What kind of changes can 

leaders make to create a culture where this kind of innovation is encouraged?

Jesse:I mean, there’s a lot they can do. I think one is modeling it themselves. 

Being a part of that time themselves or having dedicated time, like I said, 

dedicating space to it, like physical space that somehow even if it’s a small  little 

tub or a corner of an office or something you can carry around and say, “This kind 

of is our innovation supplies,” and then I would say maybe dedicating, if it’s a 

large organization, pulling together a task force or naming innovation champions, 

people that can bring accountability along the way and say, “Hey, I know I’m 

excited about this right now as a leader, but I really need accountability. I want 

this to become part of our culture,” and asking other people to come on side 

and help that happen all the time and make sure that it’s coming up in all staff 

meetings and planning sessions, which leads to I think the ultimate hardest thing, 

but I think really important is budgeting for innovation. Having that in your actual 

budget, that you say this is marked for ideas that are future oriented, that are big 

and innovative and actually putting your money where your mouth is.

BETH: How have you seen leaders and teams address the idea that failure is part 

of innovation? I feel like a lot of times when people think about innovation, it’s 

like you just hear like, I just did a podcast version of somebody’s success story. 

It was like I started this business and 30 years later, we’re Walmart. Like nobody 
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ever realizes that like the beginnings of stuff is sometimes ugly and messy, and 

it doesn’t look like it’s going to move forward. So how … it’s hard to create this 

culture of innovation, but I think one of the reasons it’s so hard is really creating 

a culture where failure is not looked at as a mistake or as a negative or as a fire-

able offense or any of that stuff. How have you seen in the organizations you 

work with address this issue of where failure fits in?

JESSE: That’s a good question. It is hard. I mean, it’s easy to talk about and say 

it all the time, but I think celebrating not the failure, sometimes I say celebrate, 

but what I really mean is celebrate the risk that was taken that lead to maybe 

something that wasn’t successful and not calling it a failure, obviously, and 

saying, “Hey look, this person failed. Way to go,” but to say, “They went for it. 

They worked hard on this idea. They took a risk and it maybe didn’t end up how 

we wanted it to, but we’re gonna celebrate and tell that story,” and kind of raise 

that as a flag and say this isn’t the kind of culture we want around here, and I 

think telling those stories as much as you tell the story that didn’t result in actual 

results, you’re telling those other stories just as often and celebrating them will 

start help make people feel comfortable in taking risks.

BETH: I feel like one of my favorite stories that I’ve heard about this whole 

concept of how to celebrate failure is by a guy named, get this, Astro Teller 

and he works for Google and he runs like an innovation lab that they call the 

moonshot lab, and he does this amazing, amazing talk about how they literally, 

you said I don’t know about whether we celebrate failure, they actually do. They 

literally, everybody goes out, you report on your failure, people clap for you. So 

they basically … I just love this idea of how they’re basically desensitizing people 

to those sort of visceral physical negative feelings that show up when this thing 

that you wanted to try didn’t instantly generate a positive result, and I think that’s 

part of it. Like you have to in your bones believe that this is moving you in the 

right direction.
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JESSE: No, that’s right. I love that. I love, like you said, desensitizing and helping 

people feel like this really is OK, and you got to believe it. You actually have to 

believe as a leader that’s the place to start. Are you OK with it, and if you are, 

how can you convince people?

BETH: Exactly, and for us, we often use the term, like you said, “mutual value.” We 

would often call that a shared vision so that everybody from like the leader to the 

volunteers to whoever is involved in your organization, do you have this belief, 

experimentation in innovation and moving forward and getting beyond just the 

day to day part of this shared vision at this organization.

JESSE: I think another, that’s awesome, and I love that. I think another way to 

do that is to think about these failures as really as foundations because you’re 

learning in each one and making sure that you are learning. So pulling out from 

each of those, hey, what did we learn from this and where do we go from here? 

Often times, really innovation comes from when someone sticks with it, maybe 

they pivot. Maybe they change some things, but they keep at it and they keep at 

it even after multiple failures and then they hit the breakthrough. I think seeing 

sometimes failure as just a first step toward a success story is a whole other way 

of thinking about it. 

BETH: Like the famous Edison quote. He said that I know 2,000 ways that a light 

bulb doesn’t light.

JESSE: Exactly, I love that!

BETH: Here’s an interesting question. How do you know when you’re basically, 

throwing good money after bad, when you’re working through an innovative 

process, how do people know whether you’re just going down this rabbit hole 

that you’re never coming out of and this isn’t going to work, and it’s time to just 

pull the plug and just move on to something new, versus how do you know when 

you’re just like on the other side of this door, like this one last thing, if you just 
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keep pushing a little further, it’s gonna come? I feel like that’s such a hard, it’s a 

hard way to know and in the work that you’ve done in innovation, have you ever 

experienced that, and what’s the barometer that you use?

JESSE: That’s a really hard question to answer. I think, let me answer it in a 

whole different way. I think the best way to avoid getting into that situation all 

together is this idea of throughout the process, from day one all the way, you’re 

getting in front of the user. So if that is a donor, for instance, that you are from 

the beginning saying, “Hey, what do you think of this idea?” They’re like, “I like 

it, but I don’t like this.” OK, well let’s follow what they like and then you start to 

build a prototype and start to put some form and shape to it. OK, now what do 

you like about it now that you’re actually seeing something? Oh, I don’t like it at 

all. Well, OK. Try another version. OK, do you like this more or not? So each time 

is this miniature little sprints, and you find you’re doing your user testing and 

each time you’re getting feedback. So what that allows you to do is never get 

too far away from something you know will work. So there’s almost like there’s 

miniature failures. Maybe you spent a week on and a few hundred dollars to build 

something and show it to the end user and the donor and they say, “Oh, I hate 

this idea.” You didn’t waste that much time and money. So it’s really not that … 

and then you kind of start over, but you really cut your losses early on versus 

what we tend to do and what some organizations do is they get excited about 

an idea and they chase it for months and months and months without ever really 

asking very many people what they think and really getting input. You mentioned 

surveys. I mean, that’s one way to do it, but I think actually getting a group of 

people to test it and try it out, that’s the value of prototyping, and then get their 

feedback every step of the way. Then you’re not gonna go too far in the wrong 

direction. 

BETH: I mean it’s so true that it’s so easy to work in this bubble where you have 

this great idea that seems like a great idea to you. I can’t even tell you how many 

times I’ve watched Shark Tank and the entrepreneur is up there going, “This 

is brilliant. It’s gonna change the world,” and I just think, “Oh, honey, no.” The 
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entrepreneurs on the show will say, “You’re not listening. This isn’t gonna work,” 

and they walk out and they say things like, “They just didn’t get it,” and I’m sure 

the reality is sometimes that’s true. Sometimes that audience didn’t get it, and it 

really does always come down to getting that feedback from the person that is 

your perfect audience. You can’t just go to like a random donor or like the person 

who happens to be around at the time. When you’re innovating, if you don’t think 

about who this is for and then ask them, “We designed this for you. Do you like 

it?” You really do risk that failure turning into a mistake as opposed to that failure 

turning into clarity.

JESSE: Yeah, that’s right. You know, what we used to do is we’d aim for between 

7-10 people and we would try to make them a diverse set of the target audience 

and like you said, try to have that perfect person in there or as many of those as 

you can, but also trying to get the spectrum of …

BETH: The next level out, the next level out.

JESSE: Yeah, exactly. You have a group, when you have 7-10, you have a group 

wide enough and diverse enough to really kind of represent and obviously it’s 

not a sample size for research, but it is enough to really get a good feel and 

then you say, “Hey, we’re gonna be going through this project maybe for a few 

months, maybe even a year. Will you be a part of the team that throughout the 

process we can check in with and get feedback,” and people will volunteer to do 

that. In fact, I think you’re gonna see … if you do that with your donors, you’re 

gonna see donors get more engaged with your mission, be more involved, more 

participating at a whole new level because you’re saying, “We don’t just want you 

for your money. We actually want to engage you in the behind the scenes in a 

unique way.” So I think it’s a really cool experience if you do that.

BETH: I love that. That’s definitely feedback that I’m hearing from a lot of the 

donors that I’m interviewing lately. They didn’t just want me for my money. I wish 

they would share their thinking and make me feel like I’m part of something that’s 
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being created as opposed to just, “Give us your money so that we can create it 

for you.” That doesn’t feel good. So, if somebody wanted to be more innovated in 

their organization, where’s a great place for them to get started? Do you have a 

tip for somebody who would love to be thinking this way?

JESSE: Yeah, well I think it starts again with just setting some realistic definition 

and goals and structure around this for your organization. So maybe you just 

start by carving out budget and time and space and maybe the next month you 

say, “I’m gonna spend four hours a week. I’m gonna go somewhere different than 

my office and I’m gonna just start to really think this way,” and I would encourage 

you to invite others into that with you and some, maybe just to hold you 

accountable, some people also that you think would get excited about this. So 

I’m just gonna try this out. I’m gonna get started on this. I’m gonna invite others 

to join me. I’m gonna empower … if you’re a leader, I think you should invite the 

whole organization to think creatively and innovatively. Unfortunately sometimes 

people think that’s just reserved for certain types of jobs. To shape a culture, 

you need to invite everyone in and so whatever that looks like, start small. Start 

somewhere and just set some goals and get some accountability and just kind of 

see where that takes you.

BETH: That is awesome advice. Jesse, thank you so much for joining me today 

and sharing your ideas with both me and our nonprofit community. If people have 

more questions for you, where are some good places that they can reach out and 

connect?

JESSE: Sure. Well I first want to mention we have a report we recently released 

The State of Good 2018, and it actually touches on innovation, which is some 

of the inspiration for why we see the need here, but it also touches on lots of 

other things, challenges in the industry, the health of the industry. So I created 

a little landing page for the podcast listeners. You can go and download that at 

PureCharity.org/dp for Driving Participation, and so if they go there, they can 

download that and if they do, they’ll get emails from me introducing myself. They 
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can follow up that way. My email is JesseLane@PureCharity.com. You can look me 

up on LinkedIn. There’s a lot of places to find me.

BETH: Well, I will put links to the landing page and to you on our show notes 

page which you can find at DrivingParticipation.com. Thanks again for joining me 

today and thanks everyone for listening.

JESSE: Thanks. This was a lot of fun.
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