
Beth: Hello, this is Driving Participation and I am Beth Brodovsky. I am here today with Caryn 

Stein, who is the Vice President for Communications and Content for Network for Good. I 

have been in contact online with Caryn for ages, and we got to meet last year at the AFP 

Conference, and I’m thrilled to have you on with me today Caryn. Thanks for joining me. 

Caryn: Thank you so much, Beth. It’s a pleasure to join you today.

Beth: Network for Good does all kinds of amazing things and we are going to talk today 

about the idea of marketing and communications and content and building a system to help 

the tools of marketing really benefit an organization, but before we jump into our topic, tell 

me a little bit about how you wandered into this world of nonprofit communications. 

Caryn: Definitely, first of all, I love that you ask this question. I think it’s so important for us to 

all come to the table and bring all these different backgrounds and experiences and so how 

I got to this work is my background is really focused on digital media, digital marketing and 

online communities and that’s how I started. I started to get into kind of the path that I took 

through a company called iVillage.com and we focused on women’s communities online, and 

it was a really fascinating time because it was so focused on digital media and editorial vision 

and bringing people together and communicating en masse to thousands and thousands 

of women each month, but we really were focused also on understanding how to connect 

people and inspire them to take the next step, inspire them to share their stories, inspire them 

to connect with one another or tackle obstacles such as parenting or relationships or health 

issues or things like that and bringing people together and this was really at a time where 

there wasn’t Facebook and there weren’t tweets happening all over the place. This is really 

pre-social media and so it was a really fascinating thing and I really loved it and I loved the 

mix of marketing and psychology and really seeing the affect of my work. When I learned a 

little more about Network for Good, I realized that I could take the experience that I had there 

communicating with these communities setting up digital marketing campaigns and apply 
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that to help nonprofits and I felt by doing that I could extremely expand my impact and have 

an even greater impact to up the magnitude of what I was doing and why I was doing it and 

so Network for Good’s mission really appealed to me because I felt like by taking what I knew 

and helping nonprofits and helping Network for Good reach more nonprofits, my ability to 

really have an impact that made a difference would be much more achievable. 

Beth: You know, that’s so interesting that you ended up going from an organization like 

iVillage, which I remember when that started up, into the actual nonprofit world. It just makes 

me think in hearing you talk about it how over the last few years, the lines between the actual 

work that a for profit and a nonprofit do these days, it’s not quite as cut and dry as it maybe 

was 10-15 years ago.

Caryn: Right. I definitely think so and that was one of the things that I was very passionate 

about and we’ve been really passionate about back here at Network for Good for quite some 

time is really trying to understand how do we take the best of both worlds and put them 

together to get something even bigger and better and so we’re a big believer in taking an 

idea “business savvy” and applying it to nonprofits and that’s not to say throw out everything 

that you’re doing. It’s really to say in a smart way take the things that might work for you and 

help make you more efficient because as we all know, most organizations don’t have unlimited 

resources or to the extent resources that a for profit company might have and so it really 

behooves them to think about how to be more sufficient, how to be more sustainable and a 

lot of these principles about marketing and taking some of those business tactics help and 

especially if you don’t have that background to rely on something that’s already really tested 

and tried and true is going to help you just make that much more progress and so I think it’s 

critically important and we are definitely a big believer of that here at Network for Good. 

Beth: No, I absolutely agree because it’s clear that the for profits are looking around 

everyplace that they can learn to be better and more targeted and they’re clearly wanting to 

do things like build the sense of community and togetherness and shared purpose that always 

has been part of a nonprofit organization so they’re definitely seeing there are things they can 

learn from nonprofits and there’s some commonalities so if it goes one way it has to go, it just 

logically has to go the other way as well.

Caryn: Right. I think we’re going to continue to see those lines blur even more and I’m 



excited about that. I think you see like you said for profit corporations, you’ve taken some 

of that sort of human interest and we also see that going a little bit further and corporations 

taking up causes and really championing things and offering their employees ways to give 

back and so there’s that piece, and then I think we see this interesting shift in the sector, 

too, of nonprofits and organizations coming together in collaboratives or coming together 

in different ways. There are so many different types of organizations now that you really take 

the best of both worlds in terms of social enterprise and corporations who are really trying 

to put the best of doing good and really kind of pushing the business forward and putting it 

together. I think it’s exciting and I think that in some ways it’s the only way that we will see true 

change in some of the issues that we’re trying to solve. 

Beth: Yeah, I think you’re definitely right and an organization really can’t do any of the good 

that it wants to do if it doesn’t figure out a way to sustain itself. 

Caryn: Right, right, and I think that’s hard for a lot of organizations. There’s so many great 

people so passionate and I think a lot of this culture is a culture of starvation and it’s a culture 

of ‘we’re trying to do great work, but we don’t really want to ask for money and we feel 

a little bit strange about that maybe that’s because we’re not professional fund raisers’ or 

that we’re not from that background or that we feel like people are too busy or they don’t 

understand our mission or cause or whatever things might go through our minds and I think 

that’s the wrong way to approach it. I think it’s really let’s own who we are and own the power 

of the sector and really do whatever we can do and take risks and try new things. It may feel 

different from the traditional model to move forward and I think when we start to do that we 

start to see results and I think that’s a really key thing, when I think about the nonprofits that 

we work with and those that I talk with throughout the year, I’m always just encouraged by 

anyone that will come to the table and just be very honest about their opportunities and their 

challenges and what’s working and what’s not and be very willing to try something because to 

me that is a huge indicator of the viability for that organization going into the future.

Beth: No, and the idea about marketing that you were just talking about and communications, 

this jumps into that area because not all nonprofits are comfortable with the word marketing, 

the idea of marketing and that feeling that marketing means that they are maybe pulling away 

from what they believe is their center. So can you talk a little bit about you know what you 



believe marketing really is and how it can benefit an organization?

Caryn: Yeah, definitely. To me, marketing is really the ability to reach out and affect someone. 

Ultimately to me, that is what marketing is and that can take many different shapes and forms 

and it can have different you know intentions so yes it’s like any tool. You can use that tool 

to do something quite amazing and noble and all those things or you can take it and use 

it to sell a chocolate bar, and hey, I love chocolate and there are all these things and so I 

think about if you really think about it, I like to back that out and really think about you know 

marketing being a lot about branding and being a lot about how do we position ourselves 

in the world so that people understand us, so that people really receive the message that 

we’re trying to send because at the end of the day, in order to be able to get someone else 

to do something, hopefully become involved with our cause, make a donation, come to a 

volunteer event, advocate for our issue, you have to really get their attention and make them 

feel something and you can’t really do that without marketing. You can’t really do that without 

establishing your message and your brand and being very consistent over time when you’re 

communicating with people that you’re trying to reach and to me that’s what marketing is and 

I know we’ve had this conversation, Beth, in terms of there is this sort of strange feeling in the 

nonprofit sector. Sometimes I think we’re making progress so I think that’s good.

Beth: I think we are, too. 

Caryn: I still think there is this hesitation saying “marketing is a thing that big companies use 

to sell product,” and yes, this is true, but marketing is much bigger than that and marketing 

is much more important than that and you know, to me, ultimately you can’t have really good 

fundraising without really good marketing because really good fundraising is really good 

marketing and you know I don’t know any organization that is succeeding that isn’t leveraging 

a really amazing marketing strategy. 

Beth: Yeah. I feel like it’s almost that people look at marketing sometimes like it’s a trick, 

like you’re tricking somebody, or that for profit companies are using it to manipulate and 

trick people into buying their product and it’s easy to feel that way when maybe you see 

the product they’re trying to sell is not something that you wouldn’t necessarily value or 

respect. Maybe it’s a sugary product, maybe it’s a TV show, maybe it’s something that has that 



consumption value that you personally don’t value or the world doesn’t need or whatever, 

but the same principles can be used to connect people to get them to follow and embrace a 

product that is really valuable and to use marketing to find your drive and to find people that 

believe what you believe and really want to come along for your ride. 

Caryn: Yeah, and I think the other thing that marketing does is that it enables your audience 

to identify something in themselves that they may not even have thought about before or may 

not have even realized that they could accomplish, and so I think that is extremely important 

for nonprofits and for fundraisers because ultimately marketing is a way to help those people 

realize what they really want to do and what they really want to do is help. Everyone wants to 

make a difference, whatever fashion that might be and so yes, I think marketing has this bad 

rep because we see this every day. We’re so bombarded and it becomes overwhelming and 

listen, marketing has plenty of stories that has given it a bad rap.

Beth: Absolutely.

Caryn: I’m not sure that Mad Men and all of that has helped because it shows that side of it, 

but really is a mechanism. It’s really a tool and a quite effective tool and it’s really just about 

communicating. Any time that you are communicating with someone else, anytime you’re 

sharing an idea, you’re presenting yourself to the world honestly. That is marketing. How do 

you choose to present yourself personally to the world? That is a choice. That is your ability 

to connect with someone and that is marketing. People carry themselves differently and that 

gives off a different message and I believe in that. I believe all marketing is personal, right 

down to your every day activities, and so I look at it in a very broad sense. 

Beth: You know it’s funny, too, because I was just down in Florida visiting my son this weekend 

and we saw Malala, which I’m going to completely mangle her last name. You know everyone 

knows who

Caryn: Yeah.

Beth: And so this name Malala, I’m sure I’ll mess up her last name if I try to pronounce it, but 

I’m sure many people who are listening know exactly who I’m talking about and know what 



she’s trying to do and my son had recorded the new show that Stephen Colbert is doing, 

I’m sure I’m not even going to remember the name of that either, but we were watching the 

Stephen Colbert show and he had her on as an interviewee, and then later in the weekend we 

were watching the Global Citizen Festival that Beyoncé was on, and Coldplay was on, and in 

the middle of it, Malala came on with these five lovely young women and shared her message 

and a week or so before that I went to see a movie with a friend, completely different topic, 

just a regular movie, and there was a promo for the movie that she’s putting out. You know, all 

of this, it’s marketing and it’s content all at the same time, but you bet this is this woman that 

is working to try and get her message heard by using any piece of media that she possibly 

can. I personally can’t think of a single nonprofit who wouldn’t love to have those forums in 

order to spread messages about the causes that they care about. 

Caryn: Yeah, definitely. I think you make a really good point, too, that sometimes it’s 

also about using the channels and things that are familiar with people. You have to start 

somewhere and if you give them a reference point, whether that’s through a channel or an 

access point or through some type of theme or message, you’re reaching them in a way 

that they’re already open to you and whether we like it or not, we’re already open to these 

marketing channels, we already expect to see messages come across and I think that’s also 

a bonus for nonprofits because you’re getting people in a mode where they’re already used 

to this. They are expecting this, and I think nonprofits have a really interesting opportunity to 

come in and take that channel and create something really special that does stand out. That’s 

the other challenge, that people feel like there’s so much marketing. I’m being bombarded 

by messages. Why should I even bother because I’m going to be swallowed up by the shoe 

commercials or whatever, but I think this actually is an opportunity for nonprofits to be able to 

stand out because it isn’t so common at this point. I would love for it to get to a point where 

it is so common we have to solve that challenge.

Beth: Right, that would be great.

Caryn: Yeah, I don’t think we’re there yet. 

Beth: I always say to people whenever I go to Vegas, you fly in over Vegas and everything is 

lit up and there’s neon and glowing and screaming everywhere and I just think if there would 

be like one wooden building with a plain wooden sign, that would probably stand out, but 



instead everyone is trying to outdo everyone else with the theatrics and the lights and the 

shine and piling it on top instead of going off and doing their own thing. 

Caryn: I think that’s really interesting, Beth. I think you actually see that in some respects even 

in the corporate marketing world. 

Beth: Absolutely. 

Caryn: Well, I think the other thing too that you start to see is you have these over the top 

commercials and there’s like music and flashing and all these things and then you see really 

the pieces that I think stand out and I think we’ve seen this happen in terms of critical acclaim 

and all these other things is the pieces that stop and tell a story, the pieces that actually 

touch us on the human level, and you see these come actually from major corporations. 

Nike has these really amazing commercials about the power of an individual to do more than 

they thought they could. A big mega corporation like GE has these really interesting human 

stories, and I don’t know who of us are really going to go and buy a magnetic resonance 

imaging machine or a wind turbine, but they tell these stories and you actually start to form 

this positive association with that brand and I think that those things stand out. You find 

yourself watching it because it is different. It’s not you know a sound blasting for 30 minute, 

and then price flashing on the screen, and we’re on our way. I think that stands out and it 

stands out for two reasons. It’s different from some of these other high volume marketing 

tactics, but it also stands out because those are the things that affect us, and I think all of the 

organizations in the world, nonprofits have the best stories, the most real stories. They don’t 

have to make these stories up and they have this power to really grab someone’s attention, 

touch them, affect them, be very relevant, be very authentic and real and that is how you 

communicate. 

Beth: So Caryn, in the work that you do, how do you see participation as a factor? What 

matters? What kind of things are people counting that helps them sustain themselves as an 

organization? 

Caryn: I think that they have the more traditional metrics of, for us we focus a lot on digital 

campaigns, but we’re looking at individual fundraising in a much broader sense and you’re 



looking for things like what is you response rate? What is your open rate? What are the 

metrics that you’re using to foster engagement over time so that you can grow those people 

into donors? It’s definitely about fundraising results for sure because that’s such an indicator of 

someone taking action that’s meaningful, but I think for us it’s really to think about what’s the 

long view here. What’s the long view? One of the things that I think is critically important for 

everyone to think about is not just the initial conversion point for a contact or a donor, but the 

retention of that person with the organization. How long are they going to stay and support 

your organization, whether they’re giving to you financially or supporting you as a volunteer or 

advocate? What is the way that you’re going to measure that? I think that that ultimately is the 

true measure of success and sustainability because we spend a ton of time even in marketing 

for corporate organizations to acquire, acquire, acquire and grow our audience and do all 

these things, but sometimes we don’t spend as much time as we should or we really need to 

to think about how do we do more and retain the people we already have in our audience and 

so the tendancy is to get more and more and more because we know that upfront thing feels 

good. We know that that is easily measurable and it may feel a little bit easier, but I think to 

be truly sustainable we have to think about things like monthly giving and retaining donors 

over time and I think having pieces in place to measure that, measure their engagement 

over time is going to be a really good indicator of your ultimate success in marketing and 

fundraising. Does it stick? Is it a one-time episode or is this something that you’re building 

over time that becomes a really meaningful relationship between your organization, your work 

and your impact and those individuals that are making it happen?

Beth: Absolutely. I’m sure everyone that’s listening is thinking “Yes, this is exactly what I want. 

Tell me how to do that, Caryn.” So we’ve been talking about marketing and we talked about 

participation and that this long term building somebody that’s going to be the right person 

that gets attracted to your organization and then gets engaged and stays involved so that 

they can give back with sustainable interest to your organization. How can people build a 

communication system that can support that transition? So first of all, let’s just talk about what 

is a marketing system and how does having something like that help support making that 

happen? 

Caryn: Yeah, I mean to me it means a few different things. I think it means definitely having 



a strong marketing plan. What are you going to do? When are you going to do it? Who are 

you trying to contact? How are you going to reach them? What are your goals? It’s really just 

getting down to basics and really starting to define what you’re trying to accomplish and how 

you think you’re going to do that, so I think it comes down to having that plan and I think 

you can over lay that communications system on top of it and to me it’s around that story that 

you’re trying to tell. What is the work that you do? Why does it matter? What do you hope to 

be able to do? How can the individual donors come on board and be a part of that? I think 

you have to get really clear about what those core messages are and if you’ve ever done 

any kind of branding work, you go through that and a lot of people stop short, especially in 

the nonprofit world at getting their vision statements and their mission statements and their 

boiler plates locked down and that’s great and that’s certainly useful, but they have a limited 

value really in marketing because you have to kind of boil those down and make them be 

real, usable text and content and so I think it’s about getting really clear on what those core 

stories you tell are. For most organizations, I really recommend that you focus on a few things. 

You focus on a few key stories. You focus on a few key impact points because that’s really all 

people can handle. They can’t handle this long list of things that may or may not resonate 

with them, and so I think if you can boil your marketing plan down into a few things and 

your communications plan down to a couple of stories that are very strong, you can start to 

use those in many different ways. What is your core message and how are you using that in 

advertising? How are you using that to continue to use that story on social media? How are 

you using that in maybe a direct mail piece that has a beautiful photo? How does that photo 

illustrate the story? So over time it becomes part of who they are, it becomes part of their 

identity as well and so each time you trigger that, you trigger that same feeling or you trigger 

that same desire to do good in the world and so to me it’s about taking one core message 

and starting to adapt that over time and you can start to create a matrix of how that works 

and it has a couple of different ways you can do that. So it might be, especially in the digital 

marketing world, a lot about character count. It’s about how long is that story and does it fit 

the channel? So I think it’s taking that story and adapting it for social media and whatever 

networks you’re using. It takes that and say how do I adapt it to email? How do I take that 

same story and adapt it to my direct mail piece? To me it’s about how do you really do that 

and focusing in on a couple of key messages and I think that helps to really add clarity to 

your marketing and it actually makes it much stronger. I see a lot of people kind of wanting to 



throw everything out there and see what sticks and there’s certainly room for experimentation, 

but I think 75-80% of your core marketing or core outreach and communications should really 

be tied back to whatever that central message is that you’re trying to say. Leave the others 

for some experiments and do some testing and see if there’s something else that starts to 

come back and have great results, but I think if you can stay focused and just start to adapt 

those messages over time, then you can say all the way from trying to get awareness to 

getting that donor in the door and then continuing to communicate with that donor through 

their acknowledgment, retention plan and updates and events. How do you just keep that 

message going? I think to me it’s all about consistency and it’s all about evoking emotion in 

that supporter. 

Beth: We see the same thing, that consistency and getting that emotion. How do you 

respond to, a lot of times what happens is that internal people that are communicating get 

bored and get frustrated and feel like they’re being repetitive and feel like they want to bring 

in a new designer to give a new look to something or the person that was working there 

leaves and a new person comes in and doesn’t like anything that the old person was saying. 

How do you deal with that, sort of that internal desire for change and freshness when it really 

is that consistency that works and sometimes just at that point where you’re hitting like I 

cannot see the same story anymore? I can’t look at that same color anymore. It’s just about 

that point where the people that are outside of your organization are like “Oh yeah, I think 

I’ve seen that before.”

Caryn: Yeah, I think that’s always a struggle and as you know I struggle with that, but you have 

to remember that your communicating that same message for a reason and if that message 

really is the strong message that ties back to what you’re trying to accomplish, it’s going to 

reinforce that consistency and the other piece about that that we all have to keep in mind is 

that even though you yourself probably saw it, 20, 30, 40 times, no one else has and I think 

we often think like everyone is paying attention to the messages that we send and sadly that’s 

not always true and so that’s why it takes 3, 4, 5, 6, 7 times for those messages to really sink 

in and have someone take action so keeping that consistent helps reinforce that idea, like you 

said, “Oh wait, I remember that. That’s the organization that does this, and I remember they 

had such a great event last year.” 



Beth: Okay Caryn, we just talked about that core message, taking what a brander develops 

for you or what you develop internally in your organization and you’ve got those core 

messages, and I loved your idea of taking those statements that may have been written in a 

lovely way to read, but not so great to use in practice and turning them into stories and get 

so much more comfortable for your board members and your different constituents to connect 

with what you’re trying to do. That’s the message piece. Once you have that as part of your 

communication system you need to move forward and start executing communications. What 

would you say would be the next steps, the next components in a marketing system that any 

organization would really need to have in place to really communicate effectively?

Caryn: Yeah, I think the biggest thing is we talked a lot about being consistent and some of 

that is through the message itself. How are we always coming back to that same core theme 

and as you start to develop those whether it’s talking points or a social media outreach or 

your appeal, how does it go back to those key messages and so the other way that you really 

need to be consistent is to make sure that you have that frequency and make sure that you’re 

communicating that message at a regular clip often to the people that you are trying to reach 

and so I think that having an editorial calendar or communications calendar is really important 

to keep yourself organized and to keep yourself on about how much you are reaching out to 

different segments of your audience and again whether that’s through events or phone calls 

that you’re making or email appeals, whatever that is, your newsletter, just make sure that 

you’re tracking over time and planning out those communications will really help because it 

will really quickly help you stay organized and on track, but it will also help you assess what 

makes the most sense for my organization and when you start to look back, it’s not just a 

forward planning tool, it’s also a way to go back and look at what you’ve done and what’s 

worked and what’s not and so I think that’s critically important. I think it’s also important to 

understand who is doing what in the organization as it relates to communications. A lot of 

organizations, especially small ones, everyone is doing everything and I know we’ve both 

had that experience as well, but it can get confusing and so I think it’s really important for 

everybody to sit down and understand what their role is. Are we all on the same page? Sit 

down with your board and understand what are we saying and when are we saying it so 

everybody just knows because I think that’s going to save you a lot of stress in the long run 

and I think the other piece then is just to go along with the message. What are all of the other 



pieces that help reinforce that message so your website, your collateral, any kind of print 

material that you have, images, you have video and video I think is so powerful because I 

think it can be so real. I think the tendency is to get the select video created. I actually caution 

against that. You want it to look nice. You want it to be something that folks can play on 

their phone or through their laptop, but at the end of the day you need to be real and I think 

people can make really good videos that are authentic for not very much money and I think it 

could be another way to just reinforce that message. Just get your board members on video 

and tell the story of why they decided to join your board. Get a donor to come on a video 

and do a little testimonial about why it’s so important for them to support your organization 

and I think those sort of help you to reinforce stories and help you understand maybe how to 

tell that story in a different way that might resonate a little bit better than again, maybe the 

original carnal of creativity from your marketing agency or a brand consultant. 

Beth: You know, I think it’s really important what you’re saying and I want to make sure 

everyone is hearing the kind of things that you’re saying. You started with making sure that 

you have a clear and focused consistent brand message and then that you have language and 

messaging as a way to put that out. Then you talked about a plan and a content calendar and 

now you’re talking about actual content and images and videos and words, the things that 

you’re then going to be putting on here. You have not mentioned a single shiny object yet. 

Caryn: I don’t believe in shiny objects unless I’m shopping for a new bag or shoes or 

something like that because I feel like you don’t need it. Ultimately the shiny object you 

should be focused on is that really compelling story that everything else flows from and I think 

that to me the shiny object may be in this situation is the idea that by doing all of this you’re 

really setting yourself up for success to be able to have your message distributed by other 

people who are not in your office, but I think that by being consistent and putting together 

all this material and doing it on a regular clip and having it be told in many different ways, 

but still underscore the key message, you actually give your supporters a lot of inspiration 

and opportunity to see that happen and be able to then take that message and be able to 

communicate it on your behalf, whether they’re doing that organically or whether they’re 

doing that through your prompting like through an advocacy campaign or through a pure 

fundraising campaign. It’s going to be much easier for them to do that if they see you having 



that same consistent message over time. They get it, they know it. You’ve drilled it into them 

and so they’re going to be much better advocates and spokespeople for you and so you’re 

really investing this communication system and all of these messages into something that’s 

really building an army of advocates that are just going to be able to echo what you’ve built. 

Beth: That is such a great message to share with people, and do you have any tips for 

people? We said in the beginning was a lot of times in a nonprofit you’re doing this yourself, 

you might not have training. Not everyone has the time or the budget or even the interest 

in using outside help for some of these tools. In organizations that you work with and what 

you’re seeing, how are people doing all of this? How are people managing to create these 

marketing systems and these marketing tools? Do you have any tips for anybody that may not 

have as much outside help as they would like?

Caryn: Definitely, definitely. I think one thing that you mentioned and I’m going to grab 

onto for a minute here is that they may not have it or they may not want to have it, and I 

think that’s something we have to get away from in terms of you know there’s a resistance. 

You don’t want to have to ask for help and I thik that it’s really important to do so because 

we probably have some really great help right in front of our faces that we don’t even think 

about so I think that’s really important and so that’s one of the things I would say is that if 

you’re a small team and you don’t feel like you have a lot of resources, maybe this particular 

thing is not your strength. I would say number one really assess who is around you, whether 

those are other staff members, whether those are trusted advisers that you’re working with, 

whether it’s folks on your board or people they know, volunteers, partners, whatever they are 

and think about what are the strengths? What are your strengths? Get real honest about that 

and then think real hard about where are the other treasures in your network and don’t be 

afraid to reach out. The worst thing that could happen is that they say no and so I think there 

are a lot of untapped resources in the nonprofit sector, whether they’re within organizations 

or kind of in the networks of those organizations and so that would be number one. Number 

two would be to be really clear about what’s really important to you and what’s not and be 

real clear about what you’re trying to accomplish and stay focused and get specific and have 

a plan and anything that falls outside of that plan isn’t going to get done and you have to be 

willing to let some stuff go and beyond that, rely on a lot of the free resources that are out 



there. There are a ton of free resources for nonprofits, whether that’s pro bono help, there’s 

some online directories where you can find help and of course through volunteer match you 

can find volunteers and you’re probably going to discover some great talent there and then 

through organizations like Network for Good and other platforms out there, a ton of free 

resources that can help you tap not into just nonprofit fundraising experts, but marketing and 

branding experts from across the world really, and I think that’s really powerful that nonprofits 

have access to that and sao they’re kind of a resource. I would say to take advantage of that 

as much as you can, but do the first two things because that’s going to help you again stay 

focused on what you’re trying to do so don’t feel like you have to do everything because 

doing everything is actually going to result in you doing nothing and so I think that getting 

real clear on what you’re going to do and getting real clear on what you’re not going to do is 

really important for people to just survive and really to do great work. It’s better to focus on a 

few things and do them really well than to try to do everything and not make a difference.

Beth: Yes, that really is the critical message. You’ve said so many valuable things and getting 

realistic about what you can actually handle. Trying to take on too much, I always say trying 

to do everything for everyone is going to kill you, literally. It will suck up all your money, it will 

distribute your stuff too thin and it will actually do the opposite of everything you’re trying 

to do and have you seen anybody have any success or any tips for people that a lot of times 

the person that’s trying to do this or maybe the person who is listening to this show is the 

person that has to execute. They’ve got to put all this stuff together, they’ve got to make the 

decisions about having it, but there also might be a board, there might also be a senior level 

person involved and there’s always somebody it seems at an organization going “Why don’t 

we have a fill in the blank,” or “You need to go make us and do this,” and there’s that desire 

to chase the next thing or they worry about being left behind. Oh my gosh, we’re not on 

Periscope. We need to be doing that without really taking a look. So can you give people just 

some deep cleansing breath advice about how to handle the constant worry about missing 

out on the latest things that are coming up that could potentially be wonderful opportunities, 

but might also pull you off an excellent job at your core or at what you’re already doing. 

Caryn: Yeah, I think again it’s really focusing on the basics and if you don’t have the core 

marketing plan, if you don’t have those communications pieces in place, doing any of those 



other things is not going to work and so I think that’s the one thing I would say is that running 

after that without taking care of the core stuff is just going to end up with you wasting a 

bunch of time and being more frustrated. 

Beth: That’s great advice. 

Caryn: I think that we mentioned earlier that set aside 10% of your time or your budget or 

whatever it is or your marketing plan and leave that maybe a little bit open and say “We’re 

going to leave this 10% of our outreach open to new channels,” so it’s contained and so you 

can say this is our marketing plan. Here’s what we have going out this year, and we know this 

works because we’ve analyzed our data and we’ve gotten feedback and we know this works 

and this is the way we’re moving forward. We have this segment here that we’re going to use 

to test and experiment and so if it fits in that experiment and we can do it, we’ll do it, but I 

think it gets back to coming back to that plan and making sure that upfront everybody is on 

board with that so you can just say “Hey, we all agree this is the plan and that sounds great, 

but we just don’t have the resources unless you’re going to give us a grant that allows us to 

hire someone or purchase this advertising,” or whatever it is to do it, we just can’t do it and 

I think that at the end of the day it’s sometimes hard to do. If you have that plan it’s easier to 

say “Hey it’s not me, it’s the plan we all agreed to.”

Beth: Right. My mother would always say you could always blame it on me. 

Caryn: Exactly, and then I think once you do start to collect more information and insight 

and if you are doing some testing, again it’s about referring back to the data. It’s not me. It’s 

not my personal opinion. I think that might be a good idea, but what we’ve seen so far is 

that doesn’t really work. If you have any other ways that you think it might, let’s talk about it 

but remember our plan. It’s going to help us stay on track. It’s going to help us use the best 

and keep us most efficient so I think it’s kind of coming up with these things that you get 

everybody on board with upfront the best you can so that it’s a little bit of an insurance policy 

against that because you just can’t and I know that everyone means well, but when those 

topics come up it’s kind of like my hair just stands on end. I can’t even do it and I think a lot 

of people feel that way because every one of us wants to be able to try everything new and 



I guess the other thing I would say is if there’s a fear of missing out, and you think “Oh my 

gosh, I should be on Periscope and that would change my nonprofit site,” a) maybe, b) doubt 

it, and I think if that’s really going to happen, it’s going to happen and the adaption curve of 

those things you get those early adapters and it sounds great and we’re all trying to keep up 

with what’s new, the average person is going to be lagging behind, and so you’ve got time 

to think about it. You’ve got time to think about it and certainly I wouldn’t be worried about 

missing out because at the end of the day the way you’re going to make the biggest impact is 

having those strong messages, a clear marketing plan and then everybody on board with who 

is doing what and when we’re doing it. 

Beth: I think you made some really, really important points, that link back to what you said 

in the beginning about creating a plan that has measurement and things that you can look 

back to to see if they’re working. Sometimes when people think about marketing, they 

don’t want to do it because it feels like rules and structure, and “I don’t really want to have 

to go in and figure out the metrics,” or they don’t have any background in that, but even 

something as simple as doing your email marketing is going to give you some metrics without 

you even knowing it. It’s just built into an email marketing system so that you can see what’s 

working and what’s resonating, which will give you that sort of permission to say this clearly 

worked with our audience. This didn’t as opposed to having to react to everybody in your 

organization that says I really want to put out messaging that says this, or I really like this 

color or you know we’re bored of how this looks, but your email message and your open rates 

is going to tell you what people want and what they don’t, but I also love that you talked 

about saving 10% of whether it’s your budget or your energy or your activities. Taking 10% of 

that and doing some experiments with it because it’s important to have the metrics to check 

and follow what works and be able to tell the people that want to go rogue ‘you know what, 

maybe not because this is what’s working’ but on the flip side you can get so locked into 

here’s what the numbers says that works, that you’re afraid to try anything new that may work 

better, but we don’t know. To say no we’re going to try a totally new message in our annual 

fund letter and then there goes all of your eggs in one basket so that’s kind of a risky place to 

say we’re going to experiment. I love those two kind of connected ideas of having some ways 

to measure so you have some opportunities to say no and to keep things on track, but also 

having sort of your experimental budget so you have some places to say yes and that then 



what you learn from that can get fed back into your plan next time. 

Caryn: Yeah, I think you hit it there, too. It’s really about how do we make this feel less scary, 

less risky and that’s another, you really gave another vote for more frequent outreach as 

well. Yes, year end is going to be huge, but don’t wait until December 31 to start sending 

those messages because a) that is an all in one shot and b) you’re not learning up to that 

point so use these next weeks leading up to the big campaign or the year-end campaign to 

understand what’s working and track it and make sure you have the system in place. You’re 

using the right platforms and technology to really ultimately make your life easier. You can’t 

do it through Outlook. Sorry. A lot of those systems are going to do that work for you. They’re 

going to give you that report or that dashboard so set yourself up for success and then 

you have a little bit of time to really work with some new tactics or new messages as you’re 

sending out different campaigns. 

Beth: Well, I think that is an excellent note to leave people on. If you have one thing to do for 

the year, get some of those things set up. Make sure you have some tools that give you some 

information and connect with people regularly so that by the time you have to do something 

big that matters, you have the information that you need. That’s a great message. Thank 

you so much for joining me today. This was great. I got some new insights and I hope that 

everyone that’s listening did as well. Thank you so much for sharing your ideas with both me 

and the whole nonprofit community. 

Caryn: Thank you so much, Beth. This has been a lot of fun. 

Beth: Caryn, where can people get in touch with you if they have any questions or want to 

know more about Network for Good? 

Caryn: Definitely check us out at NetworkforGood.com. Tons of great resources, webinars 

and you can check out our fundraising software if you’re looking for something to help you 

get through these big campaigns and give you that data to rely on. You can definitely reach 

me through email. My email address is Caryn@NetworkforGood.com and you can also catch 

me on Twitter Caryn74 and I’d love to have you and continue this conversation if you have 

questions. 



Beth: Wonderful. Thank you so much. I really appreciate you joining me. 


