
Beth: Hello, and welcome to Driving Participation. This is Beth Brodovsky, and I am here 

today recording with Amie Simpson, and we are recording on December 1, which is 

#GivingTuesday this year. I am so excited to have Amie join us today because Amie last year 

purchased one of our downloadable #GivingTuesday toolkits from my nonprofit toolkit site, 

and they did really, really well, and she took what she did last year and is evolving it in-house 

this year, and they’re doing some really interesting things that I think will give you all some 

great ideas about what you can do for #GivingTuesday. So Amie, thank you so much for 

joining me today.

Amie: Thank you for having me Beth.

Beth: Happy #GivingTuesday to you!

Amie: Happy #GivingTuesday as well!

Beth: Yes, thank you. Everyone that is going to be listening it will be a couple of weeks after 

so for all of you listeners, I hope you all had an amazing kick off to your giving season, which 

is #GivingTuesday and if you didn’t invest in it or think about it this year, Amie is going to talk 

about even a school as big as Temple didn’t have enough time to do much with it last year 

and how they took that tiny little investment of time and just hit it out of the park and what 

they’re doing with it next. To start, you know I always like to find out how people wandered 

into this world. So, Amie, how did you take your path into nonprofit communications?

Amie: Sure. Well, I actually started out in private equity, and I enjoyed the work that I was 

doing there, but I was doing it more on the investment side, you know finding investments for 

people, and I liked doing that, but I wanted to do it for the greater good, and so I went into 

the nonprofit sector. I started out at the the Histiocytosis Association, which is a rare blood 

disease, based out of NJ. I enjoyed my work there and that was my first time ever working 
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on a #GivingTuesday campaign and seeing the success from that, it was just electric. You can 

instantly see in a day how many gifts people made, how much money to raise and from there 

on it was addicting so I knew that I wanted to advance myself more and challenge myself a bit 

more and I always loved higher education. I love that there is always the sense of advancing 

yourself, challenging yourself. So the opportunity came up for me to start at Temple University 

as a development associate last year, about a year and a half ago, and I jumped on that and 

since then have been promoted to assistant director and just been taking on projects here 

and there. #GivingTuesday, a day of giving and many more, but yeah I’m happy to be in 

higher education and now raising money for a greater good.

Beth: Amie, you’re giving me hope. My son is actually going to be graduating from Temple 

University in May and going into institutional asset management. So you’re telling me that I 

have some hope that maybe some day he’ll come over to the nonprofit side of things?

Amie: Yes. Maybe some day.

Beth: Here’s to hoping. So Amie, you work at a university and you work a lot with alumni and 

all kinds of different communications. What does participation mean in the work that you do 

and what kind of things in Temple’s engagement with their donors and their student body, 

what are they looking for when it comes to participation in a way that helps Temple grow and 

support itself?

Amie: Definitely. I think that’s a great question. Here at Temple we have been, along with 

many other universities, we have this huge focus on alumni participation and thanks to US 

News and World Report. We do, everything that you’re seeing right now, is Temple’s moving 

up in the rankings, and we love that, and we’re proud of that, and we’re proud to be a part 

of that, but in addition to that, we really want to get our alumni participation up. So Temple 

University has been given the goal, we’ve given ourselves this goal of increasing our alumni 

participation rate by 10 percent by 2020, so every year we create this increased goal and 

we’re really trying to get more people engaged, get more people involved and that doesn’t 

just end with OK, we got more people to make a gift. It’s also how many people can we get 

to come out to homecoming activities, alumni weekend activities? How many people can we 

get to volunteer their time, and it is definitely a challenge. We are finding here at Temple that 

if we make it a challenge it’s more exciting if we have all 17 schools and colleges compete 



against each other and say who can raise the most or who can volunteer more, that seems to 

be generating a sense of camaraderie even though we are challenging people against each 

other. It’s just an exciting thing to the Temple community. In addition to that, I would say 

social media is something that we’re really trying to utilize here at Temple to create the sense 

of camaraderie and participation. That’s something that we struggle with, but that was one 

reason when we came across the 7-Day Countdown to #GivingTuesday toolkit, that was where 

we were instantly engaged and like this is a very versatile tool that we can start to get that 

social media audience excited, engaged and did exactly that.

Beth: That is awesome! You know it’s interesting. Last year I talked to the Widener alumni 

engagement team, and Tina Phillips said to me that alumni participation is a really important 

metric, and I remember thinking “Of course it’s an important metric for donations,” and I 

thought it was really interesting. What she actually said though was that it was an important 

metric to an alumni, the more alumni that participate actually correlates to how well they 

value their education.

Amie: Exactly.

Beth: Are you seeing that too?

Amie: Yes, yes, 100 percent. We see that the people that really value their education are 

asking to be advocates for Temple University and they want us to give them things to post on 

their social media platforms and get the word out and it’s great to see that and we’re really 

trying to get more of those people that are excited to be more involved.

Beth: Yeah, and I think that’s really interesting, and it’s an important note because you are a 

school that has alumni, but that translates to other organizations that maybe people are still 

involved in the organization, that if you’re seeing that participation really does translate into 

increased giving, but also increased value for what they get and what they got out of the 

organization, I think that’s an important thing to note. It makes it a really valuable metric.

Amie: Yes, it really does. It’s pretty exciting to watch it all happen in front of your eyes.



Beth: So Temple didn’t get involved in #GivingTuesday the first year or the second year. You 

had been there for just a couple of months around this time last year. What was the topic, 

what was going on at the school that made you guys say “You know what? Maybe we should 

jump in on this this year”?

Amie: I was really pushing for it because I saw the success that we had at the Histiocytosis 

Association. It was also this push for social media as well, and we were completely clueless 

about how do we get people excited to give on social media, so it was “All right, we have this 

audience, but how do we talk to them and make it relatable.” We wanted to do something 

exciting and something different, but it was very last minute idea so that’s kind of why we 

weren’t ready. We didn’t have any resources we could go to so quickly on a last-minute level 

to get up and running in time. 

Beth: I think that’s an important thing for everyone to hear because I think a lot of times 

people think that large organizations have all the resources in the world all the time to do 

everything that they want. I think it’s helpful for them to hear from you that nobody has all the 

time and all the money to get everything they want and universities and our work with them, 

one of the things that also happens is if you want to try something new, the approval cycle to 

have somebody say “Yes, we’re gonna go through and get the budget approved and get the 

buy-in,” can often kill some ideas before they even get off of the launching pad.

Amie: Right, and I mean even though we’re a large institution, we still have a budget and we 

still have to be aware of that budget and so that’s why social media is such a great tool to 

use. Social media and email is free, essentially, and it’s a way to get your message out to the 

masses. We’re really trying to create campaigns that are completely focused around an online 

aspect so that we aren’t putting out additional funds and that seems to be the way that our 

young alumni are going anyway and those are the people that we really want to engage, our 

young people and educate them. This is what your impact, this is how much of an impact you 

can make. 

Beth: So the social media campaign that you used, if anybody hasn’t seen it, I will put a link 

to it in the show notes so that you can see what they used last year, but to give you an idea 

of what it is, it’s a campaign that is social media posts that are for the seven days leading up 



to #GivingTuesday, plus a thank you post for either the Wednesday or the Thursday. Sean 

King when he was on the show told me about the term “ThankYouThursday,” which I just 

thought was really sweet. So to have a way to make sure that you report on how things went, 

but the overall focus and the reason we did it was because I think a lot of us when we are 

marketing, with a capital M, focus on telling people about ourselves and what’s going on 

with us and what we are doing and that doesn’t always connect with people on social media. 

People are on social media to share and talk about what’s going on with their lives so we 

wanted to experiment with creating a social media campaign that let organizations connect 

with what other people are thinking about and caring about this time of year, which you 

know the whole reason #GivingTuesday exists is because of Black Friday, which is all about 

shopping and getting ready for the holidays and Thanksgiving and just that whole cycle 

around these American holidays that we have right now and it doesn’t obviously seem like it 

would be connected to a nonprofit or a school of higher education. How did you get that sort 

of through to people that that was going to be okay when you, did you pick it because you’re 

like “Well we need something, and this is done,” or was there any push back on the fact that 

this isn’t about higher education? What happened there when you thought about using this? 

Amie: We didn’t surprisingly have any push back. The feedback that we received from our co-

workers that run social media was that we really wanted to capitalize on general themes and 

create a sense of togetherness so the tool kit really helped with that and that was actually our 

first time ever posting something that was a general theme and it did fantastic. I mean people 

shared it. People commented on it. People actually had a conversation going back and forth 

with it, which was the first time for annual fund that we had posted something that had to 

do with giving back, but it was generating this conversation piece and creating a sense of 

togetherness so it was fantastic to see and because of that, that’s why we decided to basically 

replicate the tool kit that we used last year to make it in a way that it was more Temple-

branded.

Beth: OK, I’m going to get to that, but I have a couple of technical questions I want to 

ask you first. In general, in your normal social media communications, do you have a lot of 

participation? Do people normally share and talk about things on your social media sites? 

Amie: Facebook, people tend to share a little bit more. I don’t know if it’s because it’s as 



simple as clicking. Twitter we struggle with a little bit. There’s not as many people re-tweeting 

or liking a Twitter post, but Facebook we really do have an intensive camaraderie. Instagram 

we’re starting to build up a little bit more. That’s a little bit trickier because it’s really just 

pictures than text. LinkedIn we do great as well. Our alumni association group on there does 

really great, and we have advocates on there that also send out messages, and people get 

really engaged, but I would say Facebook is the best place that we are creating this sense of 

participation and sense of togetherness and that’s thankfully in part to our alumni relations 

department. They’ve really been up on the alumni Facebook page in addition to our strategic 

communications department that handles the Temple general Facebook. They’re very quick to 

post things and make people engage and know what their audience is. 

Beth: And that really is key, knowing your audience. I can’t emphasize enough. I mean if you 

don’t get that right then it’s really hard to get anything else right. 

Amie: Exactly, yes. 

Beth: In comparison, you normally do get posts that people do share and talk and have 

conversations. Was this right up there with that or was it kind of different for people?

Amie: No, this was right up there with that, which is great because our past giving posts 

haven’t been up there because they haven’t been about general themes and about 

togetherness and putting questions on them. We thought that if we were in that mindset, if 

we talk about us and we talk about the ways you can help Temple make a difference, then that 

would make people feel together, but it’s not really Saturday? One question that we put out 

this year is can you name a Temple-owned business, a Temple alum that owns a business near 

you? That generated some conversation as well so it’s really how can we take Temple, but 

put it into their lives and show them that even though you’re not here on campus anymore, 

Temple is still around you and there are still people in your community that went to Temple 

and are making a difference and impacting your life.

Beth: I think that is really, really good. How many alumni do you have?

Amie: We have I believe it’s over 300,000 right now. 



Beth: I think it’s important for people to know you have a huge audience in general. How 

many people do you have on your Facebook page?

Amie: That I would have to check because we have two different Facebook pages. 

Beth: It’s more than 1,000?

Amie: Right, oh yes. 

Beth: I mean we’re talking you know like there’s a lot of people. I think one of the things I 

wanted to talk a little bit about is scale does matter. Part of the reason I think that you did 

really well was because you did something different. You’ve been doing all these giving posts, 

give to Temple, give to Temple and people are like “Yeah, we know,” and the minute you 

flipped over and were like “Hey, we want to know what’s going on in your life,” all of a sudden 

they started perking up and talking, but the “they” is a big amount of people, so I think it’s 

important for anyone else that’s listening that maybe doesn’t have 300,000 people on their 

list to know that anything you can do in between your asks, to boost and to grow your list 

and attract these people. It gives you more of a pool of people to talk to when you do put 

something out there. 

Amie: Yes, and it makes you more engaging. It doesn’t make you also that handout every 

time. It makes everything relatable to them. 

Beth: Last year you put these seven posts out, and in addition to the graphics, one of the 

things that we include in the tool kit is a plan that gave a bunch of ideas for what you can 

write. It’s great to have the images. It’s funny. I was traveling in Paris this summer, and I had 

recorded a podcast and wanted to tweet about some of the stuff that I was doing and I 

wanted to make custom images with words over top of them using an online tool called Word 

Swag, and I was so excited to test out this new mobile tool that I could make pictures on the 

go and I had my great pictures and then I didn’t know what to say. I was like, “I’m a designer, 

not the writer.” I really got stuck on the words and one of the things that we’re recognizing 

when we put these images out there, it’s like, yeah, you need the images, but some people 

are good at the images and some people are good at the post, but you need the combination 



for it to really work. We gave a bunch of ideas. I’m just curious. Was that helpful in addition 

to having the images ready to go to have a couple of ideas of how you could ask people 

engaging questions?

Amie: Yes, it 100 percent was helpful. Not knowing how to go about this, it was great to 

have kind of it felt like someone there to hold your hand and walk you through it so that was 

reassuring because it was a shot in the dark for us. We had never done this. So even though it 

was not higher education focused, we still felt that there were general themes that we could 

use and everybody could use versus want to. It was great to have that direction because here 

it was we didn’t have a writer on staff to do any writing so we didn’t really have anybody to 

ask, like does this work? Do you think this would work? So it was nice to have something to 

go off of. We used some of them. Some of them we tweaked a little bit thinking about our 

audience, but it was just great to have that guide with you.

Beth: Yeah, like a base. You did the emails, you did the Facebook posts. What else did you do 

last year besides the Facebook posts?

Amie: We did Facebook posts, Twitter posts and then we also sent an email out.

Beth: I think that’s huge. Like I love you did what you say. OK, these are a bunch of images 

we’re gonna throw up on Facebook and call it a day. You really thought how can we take this 

and embed it in what we already do to get it in front of as many of our people as we possibly 

can.

Amie: Exactly.

Beth: So when you did email, did you just send one email or did you do this sort of seven day 

count down in emails too?

Amie: We only sent one email and the reason for that is here we’re only given X amount of 

solicitable emails a month so our solicitable email count for December is pretty full because 

of calendar end and you want to get those tax credits in before the end of the year, so that’s 

where our emails were really focused on. So we only did one email on #GivingTuesday. It was 



the morning of to get that message out, but having said that, there are other ways that you 

can do that if you are in a similar situation to us where you can only send X amount of emails. 

I mean you can still send emails out through LinkedIn and that doesn’t count against you so 

that entire pool of solicitable alumni on LinkedIn can get a message.

Beth: So how do you do that? So are you on LinkedIn? I always wonder how people are 

handling this. Like you’re an employee. I use LinkedIn all the time, but this is my business so 

there’s really no line between me talking about my business and me talking about me. I do it 

all day long. You’re an employee. You might some day win the lottery and maybe someday 

leave Temple. So how do you guys have that set up? Is it through your personal connections 

or through a group? What do you do on LinkedIn?

Amie: Ours is through a group so there’s an alumni association group on LinkedIn and from 

there we do have advocates so maybe the class of 1985 has somebody that’s very involved 

and they would love to post to the group about how they made a gift today and they hope 

that you will also support #GivingTuesday and make a gift.

Beth: Oh, interesting!

Amie: We try to line those things up because we’ve noticed that it works better if it’s peer to 

peer as well, but it makes it more relatable and, you kno,w maybe it’s even “I know that guy. 

He made a gift. I want to be on the same level as him and make a gift, too,” or “Maybe next 

year they’ll ask me to post to the group and make a gift.” So we’ve had great success with 

that and we do that similarly with Facebook. We created our own tool kit this year and gave it 

to all of our advocates and asked them to post throughout the time frame. This year we went 

from seven days to five days. So we gave them everything and they could post it on their own 

social media platforms. 

Beth: Fabulous! So tell us a little bit about how you took what worked last year and evolved it 

into your own thing this year.

Amie: Sure, so last year the reason that I loved everything is because it was incredibly simple. 

I think somebody that doesn’t have any design expertise or knowledge can do this on their 



own. I went to our, we have a photography database so that’s how I found images that were 

specific to Temple. I would recommend doing that, getting pictures that have your audience 

in them, show excitement, show togetherness, show family and from there I took those 

images, copied them, pasted them into Word. It’s as simple as that and then overlaid them 

with words or our logo. We created a specific #GivingTuesday logo where we capitalized the 

“T” and “U” in Tuesday to make it look more Temple. So we put that in the image and then 

we took similar questions to last year like what lines are you waiting in this Black Friday? How 

long have you been out today shopping? What’s the best deal that you got this year? We put 

those questions in the content of a post and it just created a conversation.

Beth: I love it. One of my favorite pictures is the kid in the Target shopping cart. They’ve got 

a picture of one of the kids wearing a Temple t-shirt sitting in a Temple shopping cart and 

another kid pushing them. Was that in your database or did you send a bunch of kids out to 

take that picture.

Amie: No, that was surprisingly in our database. That’s one plus to being Temple and being 

so large. We have so many students everywhere and so much going on that I was able to 

find that image, but if I needed something like that, I would have sent out a photographer 

or probably gone out myself and be like “Hey, let’s get in the cart and I’m gonna take your 

picture,” but yeah. We do have a great photography database.

Beth: My absolute favorite one that you created that goes way beyond whatever I came up 

with is the Small Business Saturday one. So you mentioned that before, but I love how you 

really did take that and customize it to what would a Temple alum care about? They care 

about the fact that you’re supporting and promoting their businesses and their alums and 

other people. You know you graduated from this school and now you’re working. It’s nice that 

you’re giving a little love back to those people. I think that that is such a great way to use the 

power and the breath of what you can do, but also make people really demonstrate to them 

that you care about the fact that they can use their degree.

Amie: Right, and we care about what businesses they have, too, so it’s kind of they can post 

on that post and say “I own this business located here,” and it’s more publicity for them, but 



it’s also us keeping up with out database as well and making sure that we have that in our 

database to be like “OK, let’s add that to our list of Temple-owned businesses” because we 

do look at that. I’m planning an event here in February, and I’m hoping to have it posted by 

a Temple alum at a Temple alum business because you know a world without Temple, what 

would that look like? So let’s see what a world with Temple looks like. 

Beth: I think that is brilliant. My heart always goes aflutter when I hear people doubling up 

on their marketing efforts. So you created a piece of content that makes people excited and 

feeling engaged and wanting to participate and basically give you exactly the information you 

know you need for two months for now. That’s brilliant! I love that! I love it because it doesn’t 

take anything away from how awesome it is for an alumni to be able to promote their business 

on Temple’s news feed and you’re saying “Hey, we’re inviting you to do this” so it doesn’t 

look or feel swarmy or self-promotional, which all of us that are business owners always, we 

always worry about being too obnoxious about it. So you guys saying “C’mon in. List right 

here that you’re gonna do it. We want to promote you,” and when you go back and ask them 

for something, you’re not going “Hey, thanks for signing up for our list. Now we’re gonna ask 

you for a million dollar gift.” You’re saying “Hey, can you just do something small like be the 

host of an event or open up your space and let us bring other Temple alums there to come 

see what you’re doing and help out your school at the same time.” It’s so synergistic. I just 

love that. 

Amie: Thanks. Thank you.

Beth: I can’t wait to see. You’ll have to come back to me in February and let me know how it 

worked out.

Amie: Oh, I definitely will. 

Beth: So let’s also talk about these ambassadors that you’re talking about. I know that I talk 

about ambassadors a lot. We had Justin Ware on in episode 22 that talked a lot about how 

to create an online ambassador program and I feel like more and more this year people have 

been talking about that and seeing the benefit of it, but you specifically said how you created 

images and content and words and you basically packaged it up and hand picked the right 



people to get that to. So talk a little bit about how did you find those people? Who are they? 

What exactly did you give them?

Amie: Our alumni relations department actually finds those people, and I believe they do it 

by putting out an email each year and asking each scholar unit “Who would you recommend 

based on your communications with people to put out a message to Temple? Do you know 

of any people that are eager to be involved?” and then they get put on the ambassadors list 

and that list, I want to say maybe it’s 100 people or more, we have kind of two going. We 

have an alumni ambassadors list, but we also have a students list as well, so we rake that out 

and we’ve been creating tool kits so we give them everything that they will need: the talking 

points in case somebody comes to them and asks them questions, pictures, content to post 

up on different platforms, logos and we really try to tell them when we’re sending out emails 

so that they can maybe follow up an email to their friends or their group and say an email just 

went out today about #GivingTuesday. I would really like you to check it out and think about 

making a gift. We really try to give them as much information as possible and send it out to 

those groups and then ask them to get the word out even more on their platform and their 

channels. It’s done great. It really has done great and it’s getting your community excited 

about the work that you’re doing, but in a very effortless way for them to get the message 

out. It’s beautifully packaged and you’re giving it to them. I mean don’t get me wrong. It takes 

a little bit of time on our end to put it together, but it’s really not as hard as you think or as 

tedious as you would think it is.

Beth: So, how do you actually deliver this stuff? Is it all up on like a shared drive or a dropbox 

or do you embed it all into a Word document? What’s the stuff that you actually give people?

Amie: We are huge fans of Google Drive here so we put everything up on Google Drive and 

then share everything with a group or share that link and send that link out to everybody. 

Once it’s up on Google Drive, we really break it down into its different platforms so I put a 

large PDF file of all the speaking points and communications that are going out and then I’ll 

break it into folders where I’ll have Facebook, Twitter, Instagram so that you’re not getting 

confused and you see what’s in those folders and then I’ll just have images separately because 

what we found out this year was that it was a lot better on mobile phones if you didn’t have a 



picture and then words overlaid on the picture because it didn’t seem to focus correctly on a 

mobile phone.

Beth: Interesting.

Amie: Yes, it was a good thing to learn. So we found out this year that it was better if we had 

our picture and our logo on that picture, but then the text we put in the context of the post. 

Beth: Got it. That’s good to know. I think that’s perfect. I love Google Drive. It’s so easy to 

organize things. Did you literally write out specific text, like tweets where you checked the 

word count and make sure that it would fit so you could just copy it and paste it?

Amie: Yes, we did. It’s great to Google Twitter Word Count and I can actually send it to you 

and you can send out, what we have is a piece of paper that tells you the size requirements 

for Twitter and Facebook and Instagram and a number word count that you can put out too. 

That’s basically my bible when I’m creating anything social media related, but yes. We even 

write out the Twitter post to the exact word count that you need so it’s as simple as copying 

and pasting.

Beth: I think that’s really a key. I think the hard part for a lot of organizations is that people 

come to them and say “We want to support you,” and the organization says “Great. Thanks. 

We really appreciate your help. Please share our stuff. Please share our message,” and it’s 

like, OK, that’s so generic. People have that desire to help, but they really just want you to 

give them a specific thing to do so that they know that they’ve helped and know when they’re 

done helping. I think even though people love you and think that you’re great and want to 

help you, they have lives and other things that they want to do and they really do want to 

kind of have like this is the part of my day where I’m helping you check off my list. Know that 

I’m done and I really did make a difference and then move on. That sort of open-ended help 

sometimes makes people not want to volunteer in the first place because they’re not really 

sure how much you’re gonna ask and if they don’t really know when they’re done, it can be 

frustrating to really have them feel like they’ve accomplished anything. So being able to give 

them, like here’s a specific task. Take this picture and these words, copy it and paste it, it 

makes them feel better about what they’re doing, but it also reduces the friction that tends 



to come when people have to think. I know it’s a horrible thing to say like you don’t want to 

make people thing, but the minute people have to make a choice, like it slows them down 

and if they’re doing you a favor, anything that’s slows them down is gonna make them decide 

that they really need to go pick their kids up from day care right now and they don’t have time 

to do this. 

Amie: I definitely agree with you because just today we had some people post on social 

media for us and as soon as they did, we got emails like “OK, I did it and I made a gift,” and 

I think it’s exactly that. You want to make sure “OK, I’m done now, right? Is there anything 

else?” I think if you don’t make it open-ended and you say “These are the four posts I need 

you to do,” then it completes that story, that circle that you’re trying to have them put out 

there and I think you need to be very honest and up front about that, like this is what I’m 

asking of you, this is the first post, this is the last post. So communication, just with anything is 

always key, but especially if you’re gonna have advocates putting out that message, you need 

to think about how they’re going to take that message. Are you clear on what the theme is, on 

what the messaging is, on what the purpose and the goal is? Because they’re out there trying 

to get to the goal with you so just because maybe they are not in the office with you doesn’t 

mean that they shouldn’t be filled in on as much information as you’re privy to.

Beth: I think that’s such a great piece of advice. I love that because you’re right. These 

people, they’re coming on this ride with you, and if you want to get them jazzed up and 

excited about the cause to let your organization into their news feed stream and have them 

say “Not only am I willing to give to you, but I am clear enough that what we want that I’m 

gonna ask my friends to help me get it.” If they don’t know what to say and it’s just “Hey, 

help us,” they may not feel as comfortable inviting their friends in to help them, help them do 

what? Why?

Amie: We’re gonna do it again.

Beth: Right. People always need to connect to that, like what is the reason for this? And when 

they can understand and feel like they get it, they’re great and they want to do it as long as 

you say “do this.” We all have this tendency to feel like we want to give people choices. You 



know, like my mother cannot make a decision. If you give her more than three carpet samples, 

those 12 carpet samples will sit on the floor for months with no decision, but if you give her 

three, she’ll make a decision that day. There’s a book I talk a lot about. Of course I’m not 

going to remember the author’s name at the moment, but it’s called “Paradox of Choice.” 

It’s a great book and it’s exactly about that. In some circumstances, giving some people less 

choices or no choice to make actually makes them take action because they don’t have to 

make a decision or thing about anything.

Amie: Exactly, yes.

Beth: I love that you put it all right there in a package. Now during the course of any 

campaign, like this #GivingTuesday campaign, will you just send them an email at the 

beginning and just say “All the stuff’s there. Use it as you want,” or during the course of a 

campaign will you send them another email that says “Today we want you to do this, and 

tomorrow we want you to do that”? How do you guys interact?

Amie: No. I guess I feel that they are busy and they have their own lives, so we prefer to send 

them everything ahead of, I would say a week before the campaign and they have everything, 

all the posts. Even the thank you post, which from them, obviously we’re not going to give 

them the results, but we can still make a general thank you. I would say that that’s a really 

important thing to stress is that whenever you’re creating anything like this, always make 

sure that you have a stewardship piece to complete that circle because people can give, but 

I think very few people are thanked for their gift and people want that thank you. That was 

their hard-earned money that they made and then gave to your institution and your nonprofit. 

We still need to thank them or they’re not going to know that we’re appreciative of that and 

do it again. So I always like to have that final piece be a stewardship piece and you can make 

it very general. Thank you for participating in #GivingTuesday. You helped make an impact 

today and then the institution or nonprofit can post that big number on their website or send 

out an email to everybody who gave that day saying thank you for making a gift. This was our 

goal. We exceeded it or this is where we came in and keeping that sense of togetherness and 

making them feel like they did make an impact. 



Beth: I really like that. That’s a really great idea to say the school or the organization will put 

the big impact number up so the school will share that, but if you’re gonna have a bunch of 

ambassadors, to have each of them make sure that they thank their community, their peers 

for participating is just as important. I love that. I need to make sure that I add that into the 

campaign tips for next year because that’s a really strong point. I love that. 

Amie: Thanks. 

Beth: So Amie, if somebody says “This is really awesome. We want to try to do something 

like this next year,” or if all the people that bought the #GivingTuesday 7-Day Countdown 

this year say, “That was fabulous and a great way to get involved and we want to get more 

customization next year,” what would you suggest would be a really great first step for 

anybody that maybe either hasn’t gotten involved in #GivingTuesday yet or wants to take 

what they’re doing to the next level?

Amie: Well, I think if they haven’t gotten involved yet, I think the best place to start is the 

7-Day Countdown toolkit because I think that that lays the platform for how you’ll create 

it and build up on it next year. I think ways to build upon it is to really make it branded to 

your institution or your nonprofit, so find those heart-stirring pictures, find those celebratory 

togetherness, maybe even athletic pictures that follow the general theme. So one of the 

images that you liked of ours was the kid in the shopping cart. Well, that’s great. We can 

use that for Black Friday so trying to find similarities, but getting that message out and that 

feeling of togetherness while branding it with what you have. So I think the pictures are really 

what speaks mountains in what we’re doing this year and what we did in past years. So I 

would tell people to start looking out for pictures. If they don’t have a photography database 

like us, maybe start gathering those pictures and getting ideas of you know when you go to 

events, keep an eye out for this or maybe pose people a certain way, this way. I think that the 

images were really what makes people want to share them and have a conversation pieces 

with the rest of the community, but I think then also creating and engaging content and it’s 

not as hard as you think it is. It’s not having a team that writes exceptionally, it’s just being an 

everyday person. What’s something you want to talk about? Outside of work, let’s say you’re 

not working. It is Small Business Saturday. Are you out shopping on Small Business Saturday? 



It’s like having a conversation with your best friend. Think of it that way and think of it as 

easy a conversation as that and what would you like to be asked and what would make you 

engaged. I think it’s just thinking in a more general way of how would you want to be spoken 

to and speak to your audience that way. Start there. 

Beth: I love that. Ultimately what you’re saying is stop speaking to your audience as your 

audience and start trying to get to know them and think about them as people and it’s hard 

to do because we focus on segments and there’s all these different types of people, but you 

really do know your audience and if you think in advance about what pictures people might 

want to see next year, you can really start planning and coordinating and pulling those things 

together. One organization that is using the took kit this year is called Equilibrium, and they 

are a horse therapy organization and I was looking at what they were posting online and 

there’s the one post in the series that’s about the people, there’s crazy people that shop all 

night and then wait in line. That’s not me, but there’s a lot of people that absolutely love 

that and I look at their posts and it says “What do you do while you’re waiting in line,” and I 

thought next year they could stage a picture of a bunch of horses in line, like kids and horses 

waiting in line to maybe get into the ring or they could do exactly what you did and take the 

general structure and the campaign plan and just take that to the next level by swapping out 

the picture that’s there for a picture that’s customized to them and still use the concept and 

just make it even more personal as you go.

Amie: Exactly, and I hate to say it, but it’s as simple as that.

Beth: I love it when people say that things are really simple, but I also love that you said even 

the year before when you didn’t have the time to just even come up with an idea, that even 

using something that is broad and sort of culturally interesting to people did a lot to get into 

their world and get people to connect and interact with you. So this year, all I can say is I 

hope it only does even better and you double up on #GivingTuesday.

Amie: Thanks. I’m excited to see what comes up today.

Beth: Thank you so much for sharing your process in getting involved with #GivingTuesday. I 

think it’s fabulous and hopefully #GivingTuesday will be over by the time this actually posts, 



and I can’t wait to share your success with your program, and I hope it’s just a fantastic kickoff 

to your end of the year for you.

Amie: Thank you. Thank you for having me as well. It’s been a great time with you.

Beth: Thank you.


