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

with Howard Lake. Howard is the publisher of UK Fundraising and Howard recently led an 

really interesting session on creating graphics that are for social media, but really designed 

to support fundraising, and so I’m thrilled to have the opportunity to have Howard come on 

today and share some of what he shared over for his UK audience with all of you that are 

listening. Thank you so much for joining me today, Howard.

Howard: Thank you very much, Beth.

Beth: Start off by telling us a little bit about how you got into this work. How did you wander 

into this world of nonprofit work?

Howard: I have been a fundraiser since 1988. I worked for some nonprofits, including 

Amnesty International, Oxfam and Afghanaid. We worked inside of Afghanistan and I got into 

that by accident, which I think is true of most fundraisers. As a student I set up a fundraising 

group for Oxfam and we did very well and when a staff position came up at Oxfam I managed 

to get it so very luckily I haven’t looked back. In terms of the digital area, that really excites 

me. Again I was very lucky, early days when I was a fundraiser at Amnesty International, in the 

evenings I did a part time master’s in information science. This was the early 1990s so I got 

access to the web or the world wide web as we called it in those days. I was just astonished 

by it. I have no tech background. I did a degree in medieval history, but the ability to connect 

people just made me know that this was going to be very, very significant and out of that I 

created UK Fundraising, a website for professional fundraisers back in 1994. So that will be 

21 years old next month, so I’ve got 21 years experience of actually running a website and 

interacting with fundraisers, but also very many other social channels that are out.

Beth: So that’s a really long time to run a website that is a company. A lot of people have 

websites that are, I have a company and so this is my brochure online about what they do, 
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but that’s not what you did. You created something, like an actual resource that lives online. 

Where did you get the idea that that back then would be something that would be valuable 

to the nonprofit community?

Howard: I think it was not really based on statistics. It was based on my own experience. 

Afghanaid I’d been the sole fundraiser for three years. I knew from all the training sessions 

and conferences that I went to that fundraisers by default were fabulous at sharing their 

experience and their ideas and also data and stats. The could tell you what worked and what 

didn’t for them. So it was really just a case of this was the website that I would have loved 

to have had when I was a sole fundraiser, to be able to connect me to other fundraisers who 

could at least talk me through some of the problems that they solved and I was experiencing 

now.

Beth: It is amazing how much stuff comes out of the feeling of this is a tool that I really could 

have used so I’m going to build it.

Howard: Indeed. There was no big market reserved, merely a personal and professional need 

and luckily my hunch was right and it’s grown since then and lots of other people have set up 

similar resources as well.

Beth: It is a terrific resource and I’ll be sure at the end that we give you all the connections 

and share how to look and go find it and talk a little bit about what is available on it. 

Howard: Thank you.

Beth: So in the work that you do with providing these resources to a community, what does 

the word “participation” mean in your work? What matters? What do you guys count?

Howard: I think there’s two elements to that. One is participation on the website and I love 

featuring news, ideas, comments from anyone that’s got something useful to share with 

other professional fundraisers. That tends to be other fundraisers themselves, but it also 

includes commercial organizations right from the large big international organizations like 

Blackbaud right down to one person fundraising consultants so it really is an open house. The 

website, if it’s successful, I think will continue to attract the participation of people with useful 



information and advice to share for free. That’s the other great benefit. The site is commercial 

and makes money from advertising, but accessing it is free so it’s available even to the 

smallest nonprofit with no budget to pay for subscriptions to a new service.

Beth: Oh, that is really interesting! So what are you doing to get participation? What kind 

of things, do people just naturally find it and want to talk and share? A lot of people that 

have blogs or websites, they would love to have people comment and discuss and they have 

forums and communities and a lot of people, what I hear all the time is gosh, it’s so much 

work to get people to participate online. Have you done anything that seems to have really 

worked?

Howard: It is. I fully agree. It’s very hard to actually get people to put their head above 

the parapet and comment. I think it’s getting harder. There are more sites out there now so 

people are not going to contribute to all of them perhaps as much as they did 5-10 years 

ago. I think there’s also the element that some fundraisers are concerned about professional 

reputation for their organization. If they are commenting in public on current fundraising 

legislation, fundraising ideas, they may be reticent about appearing to represent the 

comments or their comments may be taken as official comments from the organization, but 

no I don’t have any secrets. It’s just engage with people, respond to them. When anyone does 

respond, you know, thank them. Answer their question or comment on what they do and then 

that tends to build up and give the idea that it’s a live community and other people will chip 

in.

Beth: How are you staffed to do that? So how do you manage the people so that there’s 

somebody there to respond to them?

Howard: It’s me.

Beth: No, really?

Howard: I am the only employee of Fundraising UK Limited, which is how I wanted it. I didn’t 

really ever want to develop a big digital agency and that would have been a very different 

style. So there’s one employee and over the years I’ve learned the hard way how to track 



comments, how to tract interactions on other social channels as well to make sure that there is 

some moderately great response. I don’t work 24 hours a day. I do have a life beyond it, but 

particularly with the development of mobile devices and you can send content pretty well, 

keep up to date who’s mentioning you and yeah, reply occasionally at unusual times.

Beth: Right, so of course I have to ask you. Like what are the best tools? That’s one of the 

questions people ask me all the time. Is there one tool that I could plug in that’s just going to 

funnel everything directly to me and tell me what’s happening and sometimes the answer to 

that is yes, how much money do you have.

Howard: Indeed.

Beth: But if spending $10,000-$15,000 on a tool that’s going to dashboard it all together 

for you isn’t realistic, I would love to know what are some of the tools that you’re putting 

together to help you?

Howard: I agree. I think yes there are certainly some very high level, enterprise level tools 

that some of the bigger charities, nonprofits are using, but know there are plenty of free or 

incredibly low cost tools, and I’ve tried lots of them in my time and the ones I currently rely 

on and I tend to use TweetDeck to manage quite a few of the social channels. I keep hearing 

HootSuite is still outpacing TweetDeck, so one day I’ll probably move to that so that’s a 

dashboard and both of them offer free basic versions. In addition the tracking on the web, 

in news or other blogs, I still use Google Alerts. Free service from Google, saving you, it just 

sends you a daily …

Beth: Are you getting good response from that? I have found that over the last couple of 

years Google Alerts doesn’t seem to be capturing everything anymore.

Howard: It’s definitely not everything. I fully agree. I didn’t mind that because my searches on 

Fundraising UK, fundraising in the UK, there’s just more and more content so actually I don’t 

think anyone, even if there’s a team here, I don’t aim for comprehensive coverage. I just aim 

to try and be aware of the news stories that I need to know or the mentions of us that more 

than one person makes so Google Alerts, yes, I agree. I wouldn’t rely on it entirely. It’s one of 

several tools. 



Beth: That’s a really good point, that you’re not trying to be comprehensive and I think going 

into choosing which tools you are using by knowing ahead of time what is your strategy, what 

is your goal, it will probably help you choose the right tool and the right process for you.

Howard: Yes, yes absolutely. I think the other one I use, again primarily Twitter, which is my 

favorite areas of focus, given there are so many excellent fundraisers sharing advice there. I 

use Twilert.com.

Beth: Oh I don’t know.

Howard: It was available, it is very similar to Google Alerts and it sends you a daily email 

listing all the tweets that result from your search term. I use it to find people talking about my 

organization’s name that link to my website. Sometimes people link to my website without 

mentioning my Twitter and it’s useful for that and it formats them so you can reply from this 

long list of tweets. You can favorite it, you can re-tweet or reply direct from there so that has 

been pretty handy to find out what’s going on.

Beth: I always love to get somebody on that’s going to tell me someone that I didn’t know. 

I didn’t hear of that one. Years ago there used to be one called TweetBeat that did that too 

back in the day, but it just sort of died off and I like, just one for you, when Google Alert 

stopped working really well for me, I found a site called TalkWalker, 

Howard: What?

Beth: TalkWalker. It works exactly the same way as Google Alerts, but it started to bring back 

like more, I was getting more relevant stuff than I was getting from Google Alerts at the time. 

That’s another one to try that I really like too. I’m with you. I love TweetDeck. I think that’s a 

really great tool. I have trouble with Hootsuite and nothing against them. They’re a wonderful 

company and it’s an amazing thing, but something about the way Hootsuite is organized, 

it’s sometimes hard to know what’s going horizontal and what’s going vertical and grouping 

and organizing, it’s a little chaotic for my brain. I’ve had better luck with the monitoring 

using SproutSocial, but that may just be a personal preference. It’s easier to sort of sort and 

separate things in SproutSocial for me, but it all depends. Ultimately it all comes back to what 



are your goals and what are you trying to do.

Howard: Yes. What do you feel comfortable with? I agree.

Beth: Absolutely. So you’ve been doing a lot lately with the image side of social media with 

the content creation and really helping people understand how they can create their own 

visual content in a way that does more than just keep the internet busy, but actually can help 

support people’s fundraising goals. Why don’t you start by talking a little bit about why is that 

important?

Howard: It’s important because it gains impact. You need your fundraising message to stand 

out. Yes, you all have powerful, compelling fundraising messages, but text on it’s own on 

almost any social channel sadly is limited. I love text. I love the skills of writing long copy for 

fundraising, direct mail. They are very, very able text wranglers amongst fundraisers, but today 

as you just look at your Facebook feed or your Twitter feed it’s image-based. Yes, I’m not 

saying anything new so I started looking at how charities were using images to get attention 

and in the various ways. Were they campaigning with them? Were they reacting to donors 

on an individual basis with images? Were they supporting ongoing appeals, new campaigns 

and really just try to learn from what the early adopters were amongst charities, NGOs and 

nonprofits.

Beth: Yeah, I mean and people are doing some really interesting things. In what you’ve been 

seeing after you did that review, are there any trends? Are there any sort of this is what you’ve 

learned from looking at all of this stuff? What seems to be working well? 

Howard: I think images per se can work very, very well. If you’re not using them, if you just 

have a quick look at your Facebook feed from your nonprofit, what proportion of posts 

that you put up there have an image accompanying them? If it’s less than half, then you are 

probably missing out on the opportunity. You need to stand out and that’s looking at your 

page. Obviously most Facebook content appears in other people’s feeds. They’re not looking 

at your nonprofits page. In terms of trends, I think it’s just sort of old-fashioned fundraising 

has come back. People now remember how to convey a visual fundraising message effectively 

so you will have a very simple image. You have an image usually of a person assuming you’re 

dealing with humans and are not an animal charity. That said, if you do work with animals 



you’ve won already.

Beth: Right, exactly. I always say whenever you’re at a ball or an event or something and 

someone passes their phone around the room, everyone wants to see pictures of your puppy. 

Nobody wants to see pictures of your kid.

Howard: Exactly. So true! So yes, animal charities by default have a great, great advantage in 

this and many of them are exploiting that very well. So yes, just very good advertising lessons 

are being applied to images now so they tend to be straightforward. The best ones tend to 

focus on an individual, not a group of individuals. They usually have a call to action, a very 

clear call to action and usually some overlay. You’ve got to have a call to action and some kind 

of context. So I’m just looking at one now. There’s one by Save the Children and talking about 

refugees. So there’s an image of a child huddled up on what I am assuming is his mother’s lap. 

You don’t get to see his full face, but you sense the insecurity. You’ve got about 5-6 words 

on that image together with the Save the Children logo and some of that is a call to action. 

It’s a text to give. So yeah, it can be very powerful and if you wrote that out, you describe the 

child and what he was experiencing, sadly it would not be as compelling and be able to get 

noticed as much.

Beth: Yeah, it’s definitely true. So what you’re saying is rather than taking a picture and just 

posting the photo, what seems to be working well is this sort of combination. I call it almost 

like a postcard. An image with text embedded into it that is a strong message that helps 

support it so when that image gets shared or passed around or maybe separated from the 

text post that you would write that goes with it, the context stays there. 

Howard: Exactly. It’s that separation, which can happen. People will do that. Supporters will 

find these things and they will share them and use them as they will and that sometimes gets 

divorced from the original link to your fundraising campaign, your page or whatever. So yes, 

that’s why I think you need to sort of own the image, which in the first place means that it is 

your image and that you can do that. Yes, you’re effectively branding your image and making 

the campaign, making the image work on its own if it needs to.

Beth: So what are your thoughts on adding things like your logo or your URL into these 



images? Like how brandy should or could someone go before the image starts feeling like an 

ad versus content?

Howard: I think that’s particularly a good question for nonprofits. Does it feel too slick? Does 

it feel too much like a commercial advertising campaign? Sometimes that works and that isn’t 

a bad thing. Other times yes it may look too smooth. I think some of the better campaigns 

and even some of the bigger nonprofits I think will admit this are the homemade image or 

sort of the in-house image. I know in the UK one of the biggest charities is Cancer Research 

UK and one of their digital staff told me at least a year or two ago that almost all of their 

imagery that they were posting on social was taken in house on their smart phones. Yes, they 

have commercial photographers. Of course they do, but for a lot of the day-to-day supportive 

images, images supporting a campaign or a deadline, it was done in-house and that’s what I 

recommend these days. Fine, there are professional photographers out there who can create 

your official image for your big campaign, but for the day to day updates, reminders, I think 

you can do it yourself.

Beth: I think that’s really, really great advice because we see things like in the US. Charity 

Water has an astounding photographer. Their photography is absolutely beautiful and their 

work is in Africa and developing nations so the only way they can get that is to be able to 

afford to send the photographer out to Ghana or wherever and take these images and tell 

these stories. That’s a lot of resources to do that and that can be incredibly powerful as 

part of an advertising campaign or you know a capital campaign. Anything. Even a public 

announcement type thing, to have that really planned out message of here’s who we are, but 

there’s no way that anyone can afford to do that for the volume of talk that has to happen 

on an ongoing basis and honestly, I always tell people it’s not about the money. If you did 

have that kind of money, if everything you did in the entirety of your communication was a 

packaged up thing, it really sets a very different tone for your organization than using media 

that’s about personal connection in that really personal way. So it’s important for people to 

know what do you use in you know in an ad or on TV or in your annual report and what should 

you be using on Instagram. They’re different media and so they often need different content 

for it. 



Howard: I agree with that. 

Beth: The other challenge then is great, now we just told them it’s great. You’ve all got smart 

phones. You’ve got a staff. People are taking pictures, your donors are taking pictures at 

events. All things are happening. People are sending you things. That’s great, but now we 

have to get things sized properly for a million different formats and then we have to write 

words and get them onto the image so they at least look good because I don’t know about 

you, but there’s a line between super polished. An agency like mine does this for you and 

then there’s on the opposite end it looks like your 12-year-old kid helped you do it, which 

often people don’t understand that there’s somewhere in between this looks like boots on the 

ground. We did it ourselves and this looks like so rough that I’m not sure I trust you because 

you people don’t look like you know what you’re doing. You know, can you talk a little about 

that sort of gray area between homemade and oh geez?

Howard: Absolutely. I’m not saying images, photos, work by themselves. A bad image 

is probably worse than no image so no. Just because we’ve got cameras in our pockets, 

handbags, whatever. It doesn’t make us good photographers. There are some basics that are 

required and yes I would suggest most of them involve simplicity, focusing on an individual 

and thinking about a story, composing it and there are some basic photographic skills. Rule 

of thirds, putting the focus of the image either in the middle or more interestingly 1/3 to the 

left, 1/3 to the right. There are lots of ways of making sure an image looks good. For example, 

so many people do take square photos on Instagram or Instagram is now relaxed and square 

photos work well on social, but they really don’t work well to illustrate a blog for example. So 

the good old horizontal landscape image still works well, yet many people still take vertical 

images and even worse, vertical videos.

Beth: Exactly and unless you’re on Periscope, vertical video just doesn’t work, and even they 

are starting to get some horizontal in. You know a lot of times what we recommend to people 

is, generally what I recommend is to get up close and eye level. Especially we see a lot of 

people that take pictures of children. When you take a picture of a child, you’re angling down 

and it looks terrible or at a lot of events there’s a whole bunch of people seated at a table 

and it doesn’t look good or they’ll take a picture of a giant room full of people and there’s no 



focal point, but on the flip side, if you with your camera get too up close, you become limited 

with how you can crop the picture when you’re done. So what I am generally suggesting now 

is if you really have no ability to crop or re-size this picture once you’re done, try to take the 

picture as close to what you would want to use for the final as possible, but if at all possible, 

find one good tool that will let you crop and re-size images at a minimum so that you can 

back up when you take the picture, take in enough extra space so that you can crop it square 

for Instagram and crop it horizontal for your blog.

Howard: Yes. Spot on. Good advice. You need to have an image you can use ideally more 

than once and that means making it bigger than you actually need. You can always trim a 

photo, but you can’t expand it around the edges if you don’t have that content. 

Beth: Exactly and also like you’re suggesting and I suggest this as well that a photo needs 

to have some text on it so another thing people don’t think about when they’re taking the 

picture is, we call it the dead area. The whole reason in general in design is what we call the 

golden section. You called it something, but in general a picture does look good when 2/3 

are taken up with the main image area and there’s 1/3 of white space or quiet space, non-

activity area. You might even need to expand that a little bit more depending on the text that 

you plan on putting there so you’ve got to really be thinking about when you’re taking these 

images even yourself, leave myself some room so that I can use this for something more than 

just a straight photo in an annual report.

Howard: Yes, exactly that. It’s the initial photo has to be, you have to remember how you’re 

planning to use it and where and on what channel so yes some blank space around the main 

focus, usually a person or people, absolutely yes you need to plan that as you’re taking it. In 

other words, also take several photos.

Beth: Good tip, yeah. My dad’s an amateur photographer. My mom always joked that we 

thought he had one eye when he was growing up because he was always looking through the 

camera and back in the day before digital, he used to always say film is cheaper than shoe 

leather. That’s one of his classic phrases. You know, basically it’s always easier to take more 

pictures than to have to go back and try to recreate something that’s over. 



Howard: Yeah, which actually brings me to another idea. There’s so many different kinds of 

images out there, it doesn’t have to be a photo, an image of someone or a place. Plenty of 

images that work well can be just text. For example, the quotation, the compelling quotation 

from a donor, from a beneficiary, from a service user. Actually seeing someone else’s words as 

an image, possibly on a background can equally work just as well to support your fundraising. 

Beth: We’ve had huge luck with that. I do this podcast every single week so everyone I talk 

to says something really valuable and interesting so we get each podcast transcribed and 

somebody goes through and looks for the really helpful statements that are in it and we now 

have a template for Facebook, one for Twitter and one for Pinterest because we’re basically 

have a vertical, square and horizontal template set up and we now pull out the quotes every 

week. We tend to do them in batches and put a quote. We pre-decided what the standard 

look is going to be so you’re not making a decision every single time and we just pop them in 

and we use a tool called, do you know Meet Edgar? 

Howard: I’ve heard of it, yes.

Beth: It’s awesome! It’s a great, great tool. It’s called Meet Edgar, M-e-e-t E-d-g-a-r, 

MeetEdgar.com and what that does is like all the other Twitter and social management tools, 

it lets you schedule, but what Meet Edgar does is it lets you put a folder at 2 o’clock on a 

Thursday and just keep filling that folder. So however much stuff you have in that folder will 

just keep rotating the contents of the folder so we have a quotes from podcast folder that’s 

on a couple of different days a week and it just cycles things and it’s been great for content 

building because you know everyone that’s out there listening is doing things like writing blog 

posts that are what we would call evergreen content, things that are interesting to people at 

any point, doing these image graphics and then writing a post about them so if you’ve written 

a blog post, take that image and put it in something two months from now, it’s gonna recycle 

it and just bring it back up. Anything that you can do to have create a content once and 

maximize it as much as possible is gonna save staff time and make the investment that you 

put into it pay off so much better. 

Howard: Absolutely. I fully agree. It’s the idea of creating once and using many times. Get 



the most out of it and over time as we say, evergreen content is and do something like Meet 

Edgar to keep recycling it and bringing it to new audiences or introducing it in a different way 

with a slightly different image behind it. Great idea. 

Beth: So we talked about photos and we talked about things that you can do with text to turn 

them into images. What other types of images are working really well?

Howard: Oddly enough, humor. Most nonprofits do not deal with humorous issues so to 

actually see a humorous image I think can actually be very good. Not for fundraising. I think 

that’s not a good idea, but just to build engagement with a nonprofit and to see the human, 

the people that are actually behind that nonprofit that make that nonprofit achieve what 

it does. So humorous images, there’s a great one I show of a charity shop, trading shop in 

northern England. The town is called Bury and the outside of the shop has the sign and it has 

the logo of the charity with the staff outside, volunteers outside with the actual strap line on 

the charity shop says help Bury animals. 

Beth: Oh geez!

Howard: Wonderful, wonderful meaning. This is 2005 and I’ve got this image. It raises a laugh 

each time. It lasted about a month before they changed it, but it was a really funny image 

that shows a big national charity with a trading operation and shops can still make a mistake. 

So it’s kind of the lighter side of life. Those are the images I think with care are definitely 

worth sharing and taking that a bit further, so are behind the scenes images. The element of 

nonprofit, your donors never really get to see so it’s the office, working in the office when a 

big check comes in or a big donation gets confirmed. The look on the fundraiser’s faces is just 

fabulous so I would suggest considering getting some of these behind the scenes personal 

shots just to try to keep your supporters engaged and show it’s not just another organization. 

It’s an organization run by a committed skilled people with names who get excited about 

achieving what they do.

Beth: Those are some of my favorites. I love behind the scenes. Anyone who has ever been 

on any website, I always think people who work in whatever niche, in our case it’s nonprofits, 

fundraising communications, but it’s so easy to think because you’re so totally focused on 



this when you’re creating content that the people that we’re talking to spend 24/7 being 

interested in the cause, but to make sure that you remember the person who is getting your 

direct mail package in the mail just also got a letter from a roofing company and a postcard 

for a promotion on make up. Like they’re whole people and your stuff is getting mixed in with 

everything else of daily life so how can you mix in with everything else from daily life. We 

have this one little thing over on my nonprofit tool kit site that we did for GivingTuesday last 

year. It’s this seven-day countdown and it starts with a post, like a graphical post from the day 

before Thanksgiving that says “Are we there yet?” and there’s a post every day and as it goes 

on, it ends on GivingTuesday. It kind of eases people into the idea of giving, but it starts. In 

America the week before Thanksgiving, people aren’t thinking about charity. They’re thinking 

about turkey and talking about shopping and they’re thinking about all that stuff so for an 

American audience, that’s where their mindset are. How can you as a charity joining them in 

their space as opposed to always asking them to join you in your space. 

Howard: Yes, exactly that. 

Beth: Yeah, that’s really, really interesting. So what kind of tools are people using? I mean, 

as you and I both know, we’re a creative shop so we do help people create a lot of this stuff, 

but we can’t, there’s no way we can do it for everyone. So I love to share how people can do 

a lot of this stuff themselves because even if we could, it wouldn’t be right. You know, as an 

organization that transparency, that real shadow on the wall, like a behind the scenes photo 

that was then polished up by a firm line mine. It’s like what’s the point? Like that’s not what 

you’re trying to show. It’s the opposite so you need the capacity to be able to do things that 

look quality and professional so that you are representing yourselves well, but still seem real 

and present and despite the fact that that seems like it should be easy, it’s still really hard. 

Especially when you’ve got people with medieval studies degrees that are now trying to do 

communications. You didn’t learn this in school and there’s a million tools and trying to figure 

out which ones do what. What tools are you finding that are really helping people?

Howard: Well, I’ll tell you how I work out which ones are any good.

Beth: That’s good.



Howard: Well the one I think is good or clever or has a particularly good effect, I just ask the 

person who created it and they’ll tell you. So that’s one of the best ways. If you see someone 

doing good work and you think your nonprofit could emulate, do something similar to, ask 

the creator and they’ll always, always tell you.

Beth: I love that. That’s a great idea.

Howard: I’ve learned how to do that. So which ones? I think it will always be personal, but 

there are some that as soon as I mention them in one of my courses is immediately one or 

two heads nodding thinking yes I know that one already, which is great, which shows there are 

others out there. I think I would suggest two different types to make sure that you have these 

in your tool set. One for when you’re in the office and you’ve got a desk top or a laptop, but 

also one for your mobile device, whether that’s a tablet or a smart phone. You’ve definitely 

got to have some tools that will take photos on the move. Meeting people, going to events, 

whatever. So I think for desk top, I would always recommend probably the best one there is. 

Two I would suggest. One is Canva.com, which is now seeming to be very well known. The 

glory of that is it’s free, unless you want to use one of their commercial photographs and the 

price is just $1 to do that. It’s drag and drop. It comes with any number of templates and even 

better, it will create images in the correct size for the social media channel of your choice.

Beth: That is huge. People really, really struggle with that. I mean we’re professionals and we 

have to keep up with things like resolution and all that different stuff. To be able to just put 

your finger, your picture in and know that it’s gonna come out correctly and you’re not gonna 

have to re-size it or it’s not gonna look blurry or it’s not gonna be too big, like too many 

megabytes for the tool. I mean especially something on your own website if you’re creating 

your blog, putting up a picture that is 1mb because you didn’t understand that you needed to 

reduce the size can really, if you do that over enough blog posts, your website becomes slow.

Howard: Absolutely. 

Beth: Honestly, I’ve tried a million things to try and teach people how to do it. It’s just hard 

to understand resolution and so using a tool that means that you don’t have to understand it? 

Brilliant!



Howard: Absolutely. Yes, except the people who make mistakes, so yes any tool that 

compensates for that is good. So that’s Canva, which can do almost any kind of image that 

you want. Photograph or graphic or chart or anything. It even now does infographics as well 

so I think they just keep adding stuff which is great. Actually there’s a paid for version of that 

tool now which will automatically create multiple versions of the same image you create in 

several of the different social channels, Pinterest, Instagram, Twitter.

Beth: Have you tried that yet because we had somebody on a couple of weeks ago, Maggie 

McGary if anyone hasn’t listened to that episode yet and she was talking specifically about 

that and she had not yet had luck having the translation between sizes really feel helpful. 

Howard: Yes, it’s a wonderful idea and I am testing it. Is it perfect? No, it’s not. You do end 

up needing to tweak each one, but if you’re regularly doing three or four different versions of 

the same image, I think it’s a very good sort of batched process. It does save you some time, 

but no. I found that it’s not just me. I found you do have to tweak them to get them to look 

exactly right, but I’m sure they’ll tweak it over time. It’ll become even more automated, which 

is what I look forward to one day. 

Beth: Right, exactly. So Canva is one option. 

Howard: Yes, the other one I would say, which was designed specifically for speed is a new 

tool called Pablo as in Picasso and it’s produced by the people at Buffer, which is another one 

of the social media management scheduling tools. I think it’s fabulous. I used it a lot when it 

was free, but I happily pay for it. It’s one of those essential tools for me. They created Pablo, 

which lets you create quotations in any text you want with a background. You can either use 

some of their free generic images or you can upload your own and part of their promise is 

that you should be able to create an image within 30 seconds and that’s very important to me. 

I don’t want to encourage people to spend a lot of time on images and detract from the rest 

of the day job, the fundraising. It’s got to be quick. It’s got to be good and that’s in my view. 

Pablo works well for that so I use that a lot.

Beth: That’s great.



Howard: So that’s the desktop. Mobile, lots of different activities, lots of different apps that I 

would consider. If you just wanted to stick with one, I would use Instagram because it’s a good 

photo app. It also now has the facility to create story boards, like a mosaic. Several images in 

one, but most importantly it has the built in social network. You are automatically sharing your 

photos to other people and millions of them given that it’s owned by Facebook as well so it’s 

not a small player. So Instagram is an essential one I would suggest and I would also suggest 

something like Over, which is a tool that lets you write content text on top so between them, 

a good image taker like Instagram and something that allows you to write on top, but in the 

last few months, again because I asked someone who did a very good image, how did she do 

it, I’ve started using something called Word Swag. WordSwag.com. It’s a mobile app and it 

does both. It lets you take a photo. It lets you use a big collection of royalty free images and 

it lets you create text on top, which comes in about a dozen different writers. Different fonts 

and different layouts and each one of those I think is a little dice icon that you click on and it 

will rejig it and gives you so many different ways of presenting your text and coming back to 

the issue of your own logo, you’re allowed to upload an image which can be your logo.

Beth: These things are all so helpful. I actually just played around a little bit with Word Swag 

and I realized that I had the opposite problem. I am a designer and not a writer, so I would 

get all ready to go and realize I couldn’t figure out what to actually say. So you know, we all 

have our issues.

Howard: Yes, as soon we master something, we find out that we need to improve.

Beth: Exactly. So the thing I have to work on all the time is writing faster. Yeah, these things 

are really, really telling. These are all really, really great suggestions. So we’ve got some 

mobile tools. We’ve got some desktop tools and you know some ideas of different types of 

images. If somebody hasn’t been doing this on a regular basis yet, what would you suggest 

for them to get started, to really starting to bring this into their daily life and into the daily 

practices or regular practices of their organization?

Howard: It is practice. Once you start, if you’re starting from scratch you’ll think “Oh, I 

can’t take good photos. I could never be as good as some of the other nonprofits.” It is just 



practice. Get used to the tool. Get used to taking photos. If you want, just think and do one 

thing. Think of your next big campaign. It could be the next holiday campaign, it could be 

year end annual campaign. Anything. Try and create an image. Maybe start with pen and 

paper. Just scribble what kind of image would support that campaign. It could be maybe a 

logo for that campaign. It could be a head and shoulder shot. It could be a cartoon. It could 

be a hand drawing. Lots of different ways of illustrating an image and then share it. Share it 

with colleagues in the office. Is it compelling? Is it something they would want to share? So I 

think just test these things. Play around with them. Make your mistakes in creating images and 

writing text on top. It takes a little bit of getting used to, but it’s once you’ve got that under 

your belt and the confidence to do it, it becomes or it should become almost second nature 

to try to illustrate some of your key messages. Not all your messages, but your key message 

with a homemade, do it yourself image. 

Beth: Right. I think it’s important how you mentioned about making mistakes, that you have to 

be willing on social media to experiment a little bit and the culture of your organization has to 

be okay with some things falling flat and some things being ignored and some things maybe 

creating a little bit of push back or controversy. Of course you can avoid things like that, but 

some stuff you’re gonna do isn’t going to be great, but people always have to remember that 

it’s a very fast media. It’s gonna disappear. It’s not going into the archive of your organization. 

Look at how many social media mistakes big brands have made and a bad tweet, like it hasn’t 

taken down McDonalds. It’s not as big of a deal as everybody out there on Twitter tweeting 

about how awful somebody is and what a disaster it is. Even the big stuff blows over really 

quickly. So I almost feel like there’s more risk in being so afraid of risk that you don’t do things 

than if you just do it and just let it keep rolling. 

Howard: I agree. I think that’s very good advice. Try to test it. If for any reason your nonprofit 

doesn’t allow testing, well you’re probably in trouble if it doesn’t. 

Beth: Right, exactly. 

Howard: On your home stuff, take pictures at home and put it up on your own personal 

account, whether you’re on Twitter or Facebook or Instagram. Just get used to it and look at 



what makes a good photo. Just look. There’s so much to look at every day to see how other 

nonprofits are using images. Just copy the best and make it yours.

Beth: That is great advice. Thank you so much for sharing all of this with me and the nonprofit 

community. If people had questions or wanted to learn a little bit more, can you tell us a little 

bit about what’s available on Fundraising UK and how to reach you?

Howard: Sure. Fundraising UK is at Fundraising.com.UK. It’s updated daily so they’re 

welcome to explore and see what we’re talking about. It tends to be all kinds of fundraising, 

but there’s a bias towards digital fundraising and pretty much every page should have an 

image so every day I struggle to illustrate the different news items, blog posts, guest blog 

posts, event listings and so on with an image so that’s why I’ve had to get

Beth: So you’re in there in the trenches with the rest of us.

Howard: I am indeed. Exactly. So they’re welcome to visit the website and I’m also active on 

Twitter. I am @HowardLake, L-a-k-e and also the website publishes to Twitter at  

@UKFundraising so plenty of places to find, but if you ever get stuck, just search Google for 

UK Fundraising and with any luck we should be near the top. 

Beth: Absolutely. Thank you so much. This was terrific. 

Howard: Thank you, Beth.


