
Contact Iris Creative at www.iriscreative.com • 267.468.7949

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

I am here with Gregg Banse. Gregg is the Director of Marketing and Business 

Development at the Lake Champlain Maritime Museum, and I have to say I’ve 

been to Lake Champlain and it is an absolutely lovely area. So I love talking 

to people about these more unique places that maybe some of us haven’t 

discovered and Gregg submitted this terrific idea about how to build a killer email 

list to the NTEN community and I wanted to make sure that this idea, which is so 

important and so much something that we all struggle with, gets shared with all 

of us in the greater nonprofit community and for those of us that maybe can’t get 

all the way out to Portland to get to the NTEN Conference this year. Gregg, thank 

you so much for joining me and sharing your idea with all of us out here working 

on marketing and communications in the nonprofit world.

GREGG: Hello, Beth, and thank you and hello to everybody. I very much am happy 

to be here.

BETH: Gregg, tell us how you ended up doing marketing and business 

development work at the Museum.

GREGG: Well, that’s a long convoluted story, but …

BETH: I usually ask people, “How did you wander into this work?” The highlight 

version.

GREGG: The highlight version is I stumbled into it during work a long time ago 

when the engineering company I worked for purchased an ISP, which had internet 

connections and along came with that was a web service and websites and that’s 
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what got me started into the basic building of websites and figuring all that out. 

That was before Google and then when Google came out, there was change in 

the optimization and then clients were asking, “How do we become number one 

on the search pages?” which the short answer back then was “easy,” but now 

it’s not so easy. So after 20 years of just rolling and learning with the industry as 

it grew, marketing became a part of it, a more complex service that I ended up 

learning more about how to do.

BETH: You, like me, have been doing this for more than a little while. How do 

you keep up with it all and keep fresh? You and I are not what they call “digital 

natives.” My business is a year older than Google and I always say, “But they did 

OK,” but there’s this whole keeping up with what’s happening. So what do you 

look to? How do you keep your knowledge fresh and evolving?

GREGG: Great question!

BETH: A question I didn’t prepare you for!

GREGG: That’s OK. Back when I was doing this work as a consultant on my 

own, I was doing all of it. Everything from the building to the marketing to all 

the after market stuff and that worked fine up until the internet really got a lot 

more complex and so I figured out many moons ago that I had to actually start 

specializing and so through that process, it’s been more about focusing on the 

services that my clients at the time really needed and for me, now I that I work 

for the Museum, I focus on what’s within my job realm and so I’m marketing only 

on a limited platform, but there are over 7,000 different digital platforms out 

there for marketing, and it’s impossible for anybody to be able to do all of them. 

So we focus only on the ones that we need to know to reach our audience and 

that makes my life a lot easier, and I do keeping up with what’s going on by 1) 

trying it and 2) there are just a handful of forums and online environments that I 

keep tabs on to kind of just make sure I’m not falling too far behind.
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BETH: I think that’s such good advice because I feel like a lot of times as 

marketers we’re caught in between doing what’s next and doing what’s working 

now. Everyone has to figure out their own right place, like where’s the right spot 

to sit between innovation and what’s effective in keeping you alive today.

GREGG: Boy is that the truth! You’ve got so much that you’ve got to do in a day 

to day job, but on top of that, you’re trying to stay a little bit ahead or at least be 

prepared for the next curve ball that’s gonna come at you. 

BETH: Right. I guess what led me to focusing on participation, the same thing. 

I couldn’t be an expert in everything and I became really fascinated with this 

idea of how do you move people from being aware of you to being engaged to 

actually taking the important actions that an organizations needs to do well. 

In your world, in the work that you’ve come to do at the Museum, what does 

participation mean to you guys up there and how does it show up in ways that 

makes you thrive?

GREGG: Participation is one of those key things that I’m constantly looking 

for whatever label we use. I look at it from the point of view of is my audience 

actually engaged with one or more aspects of our mission? We have a wide 

variety of members so whenever they’re interacting with us, either with social 

media or in person or coming to the Museum, I’m looking for those telltale signs 

that show that they’re not just there to participate. They’re there to actually 

engage, to hold our attention, to talk to us, to ask questions, to support us in 

ways that are more than just something that’s just a quick 30 seconds, throw a 

$20 bill out and hand it to us. That’s not what I’m looking for. I want to know that 

their mind is with us, that they’re thinking about us and they’re thinking about 

what we’re doing. So that’s what I look for in participation.

BETH: I love that. I think it’s so interesting that everybody has different meanings 

to it, that to some people it means a specific dollar amount, some people it 

means showing up to certain things. There’s lots and lots of different ways to 
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look at it. In all of the different ways, there’s still people and you need people 

out there that are interested in paying attention. You have a really deep long 

background on the digital side of things. One of the things that I feel like I’ve 

noticed over the last years is people wanting to move from doing print to doing 

more digital. Often when I talk to them, I’ll ask them, “How many people are on 

your list?” and they say, “10,000,” and then I ask them, “Terrific, so you’re gonna 

drop print. How many email addresses do you have?” and I get “600,” and I think, 

“Wow, how’s that gonna work?” and so this transition of wanting to do more 

digital, wanting to do more online communications and actually having access to 

current viable names that actually arrive in people’s mailboxes and in mailboxes 

that actually get read is like the new struggle of communications. So, how are you 

guys dealing with that?

GREGG: That’s a very good question. When I first got here to the Museum, we had 

a list of maybe a few thousand people, but it was a combination of names from 

various sources that hadn’t really been qualified. So that was my mission. Number 

1: get a real check on my list, and so I pulled in a lot of different email lists that 

were squirreled away. People gathered emails in different places, and I brought 

them in and I really refined out email system so that it was able to exclude the 

people that were bouncing or give them the option to unsubscribe if they really 

didn’t want to be a part of it. So that was step number one. Step number two is 

identifying the people that really don’t care about email and don’t really want 

to become contacted by email. They like having a piece mailed to them or they 

like the phone call that comes to them as “Hey, how you doing? We’re doing 

our annual campaign here. We’d love to have you re-up.” So there’s got to be a 

combination of the personal touch as well as the digital automation and that’s 

finding that sweet spot is not easy, but I think it’s necessary for us to be able to 

survive

BETH: So you just told us about something that is really terrifying for a lot of 

people. You used the word unsubscribe. A lot of times I think when we’re thinking 

about the work concept of building a killer email list we think about the growth. 
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How do we get more people on? You started by talking about after the two 

things 1) gathering the little pieces of contact information that were all over the 

place and pulling them all into one central place. That’s hands down the most 

valuable step, number one, but you’re right, step number two) is getting rid of the 

people that just ended up being there, but aren’t actually interested. Did you get 

any pushback with the organization from doing that?

GREGG: I got a little bit of pushback. My point to them was that it’s not about 

quantity. It’s about quality. Working with people, I’ve locked them in to an email 

list and 20 percent of them really don’t care about what we’re telling them or 

giving to them, that I’m earning not necessarily enemies, but I’m certainly not 

making any friends by doing that. I’d rather them be able to have choice and 

select the unsubscribe button than I would to be forcing them to listen to us in 

some fashion that they just don’t want to.

BETH: It’s so true and it’s funny. I like how you talk about it from the actual 

personal side. I often talk about it from the technical side, that when you have a 

list of people that are not opening your emails, that are potentially sending it into 

their spam folder that that is sending signals back to the email service provider 

that you’re sending emails that people don’t want and that that can then reduce 

the rating of you as an email server or as a person that emails, which can then 

make people that do want your emails have their emails then go in to the spam. 

On the technical side, people are often surprised that’s what happens, but I really 

love your perspective on the personal side that when you start sending people 

things that they don’t want, you’re not making friends. It seems so obvious, but 

it’s not something that we talk about.

GREGG: Exactly. That’s the one thing about the digital world that a lot of people 

I think make their mistake on, which is relying on the tools to do the job and just 

assuming the tools are gonna take care of that relationship for you. It won’t. It’s 

really about the connection. You’ve got to take the time to understand what your 

users are looking for from you and be able to address it and give it to them if you 
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can. If you can’t, maybe it’s time to part ways.

BETH: Right. How did you go about figuring out your audience and who wanted 

what and prioritizing? A lot of the people that are listeners I’m sure … not 

everybody has the capacity to actually send their newsletter. They can’t always 

segment those into different groups. So how did you guys balance the capacity 

of people that you have to do this work? Do you do any segmenting? That’s a 

complicated question. Let’s start with how did you figure out who your audience 

was and what they wanted?

GREGG: OK. I’m one person, and like I said when I first got here, I gathered all the 

different email addresses. In our particular case, we have multiple audiences. I 

knew that just coming in the door because we had multiple programs that were 

diverse enough that I suspected that I was gonna have very different audiences. 

What I did was I used an email program and then started segmenting the list into 

different topic areas that were related to those programs, and as I was working 

on that, I was very careful not to reach out to those individual lists with content 

that was not related specifically to that topic. An example would be we have a list 

for people that are involved with our metal arts workshops. They have an interest 

forging and that kind of thing. I never sent out an email to them, and I still don’t 

obviously, about education programs or about our diving. That’s not stuff they’ve 

indicated they have an interest in. So by doing that, that allowed me to focus the 

content on something I thought they liked, and they gave me the feedback as 

well because then I could start looking at the analytics to see are they actually 

opening these, are they clicking through, all that kind of extra information 

because now I had a very narrow source of content that was going in, excuse me, 

going out and that helped me proof the value of that content that was related 

to them. Other than that, it’s really kind of a shotgun for me to start someplace. 

There’s no one way to do any of this and there’s no guarantee you’re gonna get 

it right coming out the door. As a matter of fact, instead 50 percent of the time 

you’re not gonna be right.
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BETH: Can I just like tattoo that on all of us? That’s the thing. I think the whole 

idea of experimenting is so valuable and we’re all afraid to do it. It’s like everyone 

wants everything to work perfectly the first time out and it’s a struggle, but the 

beauty of email is you have plenty of chances.

GREGG: Yeah, exactly. You’ve got to be able to have … that’s the ultimate point 

is that you have to have a way to benchmark and then be able to manage, to 

monitor what’s going on to see how successful or not successful you are and 

make adjustments.

BETH: OK, so what you did is something that I think is another thing that really 

makes people really nervous because the kind of thinking we all have is that 

you’ve got these blacksmiths, but you never know. Maybe they’d be interested in 

the diving. So I would hate not to show them about what we’re also doing in case 

they could potentially have an interest in something else and then I lose out on a 

sale. Like there’s a lot of that mindset. How did you get past that mindset?

GREGG: Well we have … our lists are mostly topic-centered, but then I have a 

specific list that’s the general e-news. Everybody that comes in the door through 

one of our forums or any other way typically get signed up for the general list 

and they can unsubscribe from any of it anytime they want. Any time somebody 

fills out a paper form, on that form there’s usually a list of all the topic lists we 

have plus the general one and they can choose any one they want to sign up for. 

Also online, I’m sorry, online subscription list has all those as well. So you can go 

and re-subscribe to something or unsubscribe from something on that list, but 

it always shows you all of the options and so I’m focused on making sure people 

were aware of the options, but had the choice, to have their opportunity to 

choose which ones they want to belong to.

BETH: And so how’s it working since you’ve done it that way?

GREGG: It’s been doing great! I’m seeing how … it has allowed me to do two 

things. One is to see which topics are most important to the museum, what 

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


Contact Iris Creative at www.iriscreative.com • 267.468.7949

people are really looking for and second, it also gives ma a chance to make a 

direct correlation between any campaigns I put together. If I push for a particular 

area, do I get the corresponding email sign ups or are people signing up for that 

particular course and opting in on the email. There are multiple ways of checking 

it to see how it goes, but it really depends on what you do, how you set it up as 

well as how you push for it.

BETH: That’s so important. I like the fact that you’re starting over here with an 

email and some of them have specific actions that are tied to them. That’s the 

thing that we’re always talking about when it comes to participation, that opens 

aren’t enough. If your terminal metric is how many people open this email and 

you’re determining that your effort was successful based on that, it depends on 

whether that was your goal. Does your organization thrive when people open 

emails or does your organization thrive when people show up at things?

GREGG: Exactly. There’s got to be a way to make the correlations. For us, the 

goals are typically tied to an event or some kind of conversion. I want them 

to sign up for something. I want them to buy something. So I look for that 

conversion first, and second, if that doesn’t work, did they click through? Did they 

interact with us in some fashion? Even if they got to the form and then decided 

it wasn’t for them. That’s the next step down. The last one is opens. If they did 

actually open it, that means they’ve got some interest. Some of this is guesswork, 

but for me if they open it, they’re interested in something. We have something 

that caught their eye.

BETH: Right, and so getting from I’m sending out an email, I’m able to track 

who opened it all the way through the conversion, it’s providing a level of really 

valuable information. What are you using to do that because a lot of us are using 

sort of baseline emailing tools and focusing on the newsletter and just pushing 

that newsletter out. What’s been this value in being able to connect what you’re 

sending out in a newsletter over here to a back end to where you’re actually able 

to see that conversion?
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GREGG: Let me start off by saying I’m not a scientist. A lot of this is seat-of-the-

pants learning as I go and to do a lot of what I’m getting to right now, I use a tool 

that allows me to basically monitor all of that, but it also allows me to add some 

forms of automation to it to help speed things up a little bit. So for example, 

if I have an email newsletter going out to one of my topic lists, and I see that 

somebody opened it up, but didn’t actually click through on the special offer 

form or some course or woodshop we offer, then I have the ability to write an 

automation that says OK. If they actually opened it, but they didn’t click through, 

give them a day and then send them another email and ask them why. I don’t 

have to think about that. That’s something that I just set up and do. It’s step-by-

step kind of making the plan ahead of time about what it is I want to know about 

the reason behind the choice they made. So a lot of it is just trying to take a little 

piece of strategy, build a tool to support it and then be able to analyze the results 

of it. 

BETH: That’s such a key thing. I was actually having a conversation with a client 

the other day about creating a strategy and I kept asking them what do you want 

people to do, what do you want people to feel or what do you want people to 

know? Like what is the purpose of this communication? It’s complicated. Strategy 

and tactics is a very blurry line, and people will say, “What’s your email strategy?” 

and the answer to that is, like what people want to know is “What do you put in 

your emails and how often do you send them?” but strategy is actually something 

a level above that, which I believe is tied to what is the outcome that you’re trying 

to create for yourself and what is the outcome that the person is looking to have 

by interacting with you.

GREGG:  Yeah, exactly. I think of it in terms of what’s the overall perception I 

want people to have of our Museum and we have a very … we’re mostly laid 

back people here and we’re not pushy. We have a lot of things that we let slide 

just because that’s just the way the business is, but it’s also the way we deal 

with people and so everything that we try to put together, anything I’m putting 

together in email and/or in print has a little bit of that feel to it. So I’m trying 
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hard not to dictate exactly what the strategy has to be because there is no such 

thing. It really is seat of the pants just figuring out what this particular person 

or audience type is looking for from us and if we can give that to them, then I’m 

happy to give it to them. If I can’t give it to them, why? Is it something that’s 

internal or is it something that I’m not offering to them that appeals to the. That’s 

another level that I have to think about. So it’s always with that costly analyzing 

who you’re talking to and engaging them where you can, but then also bring that 

right back and thinking a little about what can we do to change to help them. 

BETH: You’re using a lot more automation. Automation is another word that can 

make us uncomfortable. It’s not gonna seem personal. How are you implementing 

this automation? Obviously it’s saving you time, it’s more efficient, but how are 

you doing it in a way that isn’t alienating people and isn’t making people feel like 

they’re dealing with a chat bot?

GREGG: The automation is as anyone can probably guess, it’s gonna be as 

complex as you want it to be. Again I start with basics and just make sure I’ve 

got the basics covered and for me that means handling recurrent tasks like I 

really want these people to open these email, but if they didn’t, why didn’t they? 

So I want to give them an option to tell me. So that’s a chance for me to have 

automation. The automation I’m using is really a simple decision-type automation 

that looks at an event and makes a decision, did they or didn’t they do something 

and then I can trigger the automation to run and send out another email or do 

something else with it, but I try to keep it relatively simple. Part of the reason 

is I’m still learning about what works best for our audience and the second is if 

somebody actually has to come in behind me, aka the buzz test, we want this 

whole thing to be easy to pick up and run with it. A lot of it is I’m just trying to 

choose automation that are recurrent, but always keeping my thumb on what’s 

going on with our communications. All of our outbound email, especially that’s 

program directed, sorry, program specific, I put the director’s email addresses in 

there so it comes from those directors and I encourage them to contact us if they 

have any questions whatsoever. So it’s not just coming from info@. It’s Elizabeth 
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or Gregg or whoever.

BETH: And I’m sure people who are listening are dying to know: what is this tool 

that you’re using?

GREGG: It’s Active Campaign. 

BETH: OK. And so for people that are listening that may be using Constant 

Contact, could you give a little bit of sort of theory of what of these things 

couldn’t you do in something like a Constant Contact that made it worth jumping 

up to something because we use something called Ontraport. We have a tool 

that can do a lot of the same stuff and it’s definitely more expensive, it’s a more 

complicated build. There’s layers that add on to it to get to the point where it’s 

more efficient and more effective. What made it worth it?

GREGG: It’s a good question. The Constant Contact is a great tool for 

just straight-up email lists. If you had different lists you won’t be able to 

communicate. It tells you open rates, it tells you click-throughs and all that good 

stuff. What it doesn’t have in it is the ability to do complex automations. You 

can’t do the kind of if then else automations that I use and have found invaluable 

in what I’m trying to do. That’s like the number one differentiator for me in 

choosing those two. After that, it becomes do you need to have a customer 

resource management tool? Ontraport has that kind of tool set behind it. Active 

Campaign does, too, but it’s not as robust. So there’s a lot of the give and take of 

what is it you really want this tool to do, but for me, it came down to I want that 

automation. I want to be able to monitor what’s going on and I needed the ability 

to also plug it in to other online services and trigger again these automations 

based on how something else may happen in for example, Stripe or on my form. 

So these are all different pieces of flexibility that made it nice for me to work with 

it.

BETH: Exactly and I think that’s why it is so important to talk about it because 
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it’s not that any tool is a good tool or a bad tool. It really comes down to what 

are you trying to do and have you reached the max capacity of what this tool 

is designed for? It’s a great tool for sending out email. There’s nothing wrong 

with it, but sometimes people will say things like, “Well, this is what I want to be 

doing,” and when you can’t do it with the tool that you want, tools at some time 

can become a limitation and you have to look at it and it’s painful to change over 

to a new system, but it’s important to look at it like what is it limiting, what are 

you trying to gain. In our case, we teach a lot of online classes, and I wanted the 

ability once somebody has said, “Yes, I’ve registered for a class,” to stop sending 

them emails that say, “Please register for the class.” It felt more personal to be 

able to say, “We recognize that you registered for this class, and now we’re gonna 

send you emails to prepare for the class,” as opposed to continuing that. So it’s 

funny. We use the word “automation,” and on the surface can make something 

seem very impersonal, but in a lot of ways if used well and thoughtfully, it can 

actually be more respectful and responsive that demonstrates we know what you 

did and we’re giving you what you’re asking for now.

GREGG: Absolutely. Another thing that I’ve run into as a consultant many times 

in working with different organizations is that they have the feeling they want to 

buy the big fancy tool with all the whoopty doos because they may need to use 

some of them.

BETH: Exactly. I’ve made that mistake!

GREGG: Exactly. The poor person who is actually trying to figure out how to use 

this tool is totally paralyzed by all these options, and they don’t really know what 

to do with it. So it becomes ineffective. It blocks the organization from moving 

forward because it’s got too many options for them whereas if you start simpler, 

it’s a much easier way to get started into this. 

BETH: I’m sure people who are listening … we said we were gonna talk about 

building and creating a killer email list and we’ve talked a lot about once you have 
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the names what do you do with them, and I think I’m really glad we started that 

way and did it that way because the reality is a big part of creating a killer email 

list is making the people that you already have really happy and it’s not always 

looked at that way. We tend to automatically think of creating a killer email list 

is creating a big email list, but I love your philosophy of treat the people that we 

have really, really well and make sure that they’re getting exactly what they want 

so that they read and open and take action on whatever you’re sending. However, 

I don’t want to wrap up without saying now that you’ve learned all of this, now 

that you know who you’re looking for and who your audiences are and you have 

all these great things set up to give them what they want, how are you growing 

your list?

GREGG: We grow our lists in multiple ways. I don’t look for big wins. I look for 

little wins. It’s always a little bit at a time. Every time we have an event, we have 

our paper list sign up sheet out there to let people sign up. It had visitors coming 

on to it every day. So those email sheets out there were getting filled up every 

day. Our online sign-ups come from a variety of workshop sign-ups and that 

kind of thing. So take those people out and put them into the topic specific list 

as well as the general. And then I have the email sign-ups right on our website. 

That’s about as far as I go with trying to promote people signing up on our lists. 

I don’t feel that I’m at a point where I want to go anymore aggressive than that 

because it’s again coming down to quality versus quantity. I’m looking for people 

that want to hear what we have to say, and those are the folks that are the most 

important to me.

BETH: I so agree and I feel like the answer for where that stopping point is gonna 

be different for everyone. By putting out like a Facebook ad saying, “Sign up for 

our stuff,” we’ve tried that and we get a lot of people and they’re just people that 

sign up for stuff, and it’s so funny because we all think email is free. Like this is 

a free thing that doesn’t cost us anything, but the reality is the more names you 

have on your email list, like there’s levels that you hit that it’s gonna cost more, 

and I’ve seen people do two things. I’ve seen people just bring people onto the 
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list willy-nilly and having no idea of what quality they are, and you’re paying for 

all these people and the vast majority of them aren’t listening, opening and you’re 

going into spam, and I’ve also seen people do the opposite thing. Something for 

example, they’ll use Mail Chimp, and Mail Chimp is free for up to 2,000 names, 

and I’ve actually talked to people that say, “We want to keep our list under 1,999 

because we don’t want to pay for Mail Chimp,” and I think, “Really? So you want 

to make sure that you’re communicating to fewer people because you don’t want 

to pay $25 a month to get up to the next level or $50 a month or whatever that 

there are costs to communications, versus the thousands of dollars that it might 

cost to mail something, but people still do that. It’s kind of a mindset shift and 

that’s really interesting, but it still ultimately comes down to when you have this 

list full of everyone, you have a tendency to try to accommodate everyone, and I 

love how you’re balancing growing your list bigger, while making sure that you’re 

finding out what people are interested in so you can deliver it to them, and you’re 

letting them choose, which isn’t as hard as people think it is lots of times. Even 

Constant Contact will let you create a list where people can choose which list 

they opt into.

GREGG:  Yeah, it’s scary. I think for some organizations, especially if you’ve 

inherited a list and you give them the choice and all of a sudden your list 

drops by a few hundred or 1,000 people because they finally got a chance to 

unsubscribe. I went through that, but I knew that was gonna happen because I 

felt like it was necessary for people to be able to choose what they wanted.

BETH: And it’s amazing, like we’ve even seen … we did a printed, like an annual 

appeal campaign for somebody a number of years ago and they had a list of 

49,000 names, and we asked them, “How many people have given to you? 

Where are your big givers coming from?” and the answer was like 280 people 

and they’re printing and mailing 49,000 pieces of mail. So we had them cut 

their list down to the people that had only given in the last two or three years 

like more than once, and it took the list down to about 4,900 or 4,600. So that’s 

by a factor a huge shrinking and their goal was to get 10 percent more money 
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and by shrinking the list and telling an amazing story to people that really cared 

about them, they actually reached 20 percent more money that year. So they 

exponentially reduced their size and doubled their goal in what they were able 

to achieve. So that’s the thing I always try to get people to remember. Like what 

is the outcome you’re looking for of this list and so when you’re thinking about 

growth, how can you grow in a way that is gonna help you reach those goals 

and make sure that your goal isn’t just like a number on a spreadsheet of how 

many names you think you want to make you think you’ve reached the next run. 

If somebody is out there listening to this and they would really love to grow their 

email list in a way that is going to help them thrive, what would be the best piece 

of advice that you could send them today?

GREGG: Great question. A couple ways of coming at it, but what I think it comes 

down to is 1) start simple. Start with trying to figure out what is the number one 

goal or thing that you want to achieve and that doesn’t have to be the number 

one, but pick something that’s relative to the business or organization of what 

you’re trying to do and focus on making that as good as you can get it and then 

on to the next one, and just keep doing that, but then again, every time you’re 

adding on, try to think about the big picture of what it is you’re really trying to do 

and bring these pieces all underneath of it so they all help achieve that one big 

mission.

BETH: I absolutely love that advice. I don’t know if I’ve ever talked about it on 

the podcast before, but I read lots and lots and lots of business books and 

hands down, my favorite book that I’ve ever read is called “Essentialism” by Greg 

McKeown and I love the subtitle even more than I love the title of the book. The 

subtitle is “The Disciplined Pursuit of Less,” and what the whole book about is 

getting small wins over time. In the end, you often end up further along than the 

person that was looking for the big bang out of the gate.

GREGG: I totally agree with that because nobody has all the answers right out 

of the gate. You have to keep working at it and learn on the fly as you go. Every 
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expert I have ever talked to about anything has never ever once told me they had 

all the answers as soon as they started. It’s impossible. You start with something. 

You try, you learn, you move on to the next one.

BETH: It’s so true and when you do it that way you have all of that information 

to help you try. I am a recovering big banger. I always feel like I have to know 

everything and it has to be perfect before I release anything out into the world, 

and I have literally spent like six months in my house writing a full course on 

something before I released it and it flopped. So now we do tiny little things 

and see what people like, and we learn from it because it’s ultimately about 

what serves your audience and how can you delight and amaze them and give 

them what you want and there’s no way to imagine that in your head and deliver 

something perfectly without taking all of those little do you like this, how about 

this, how about this and that learning over time is so much more impactful. 

Maybe it doesn’t play well on TV, it’s not what’s necessarily gonna get the 

glamorous news coverage, but all those companies that have a scene in the New 

York Times scrolling on the bottom of their websites that have now closed. That’s 

not where you’re gonna get your wins. Your wins come from learning about your 

audience and figuring out how to deliver. I love how you told your story today. 

Thank you so much for sharing with me. If people had more questions for you and 

wanted to learn more, how could they reach out to you?

GREGG: They can reach me by my email, which is GreggB@LCMM.org.

BETH: Terrific. So I will put a link to Gregg’s email on our show notes page. Gregg, 

thank you so much for joining me today and for sharing all of you knowledge with 

both me and our nonprofit community.

GREGG: Thank you very much.

BETH: Thanks, everybody, for listening. Hopefully you will join us next time. Take 

care.

GREGG: Take care.

www.iriscreative.com
http://iriscreative.com/
mailto:GreggB%40LCMM.org?subject=

