
Beth: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today I have John 

Haydon on, and I am so thrilled to finally get a chance to talk to John and bring some of his 

insights to you. John helps nonprofits tell their stories with digital media, and I’m sure many 

of you have heard of John, follow him and know him, so thank you so much for joining me 

today.

John: Beth, thank you so much. I really appreciate the invite and it’s great to meet you. We 

follow each other on Twitter and occasionally we tweet back and forth so it’s great to actually 

have a nice discussion.

Beth: This is one of the most fun things about doing this podcast is that so many people that 

have been out in the cyberspace that I’ve had typed or written conversations with to actually 

get a chance to talk to you in person and build a different type of relationship. It’s probably 

very much like how many people try to bring their people into their orbit by moving them 

through from a digital space into an in-person or online or conversation space is exactly 

the kind of thing that we want to start talking about today. You’ve been doing some great 

things in all areas and many people might know you originally from all of the wonderful 

insights and help that you give people about Facebook, but you’re so much more than that. 

You talk a lot now about integrating your digital channels with each other, and this is such 

a great opportunity for us to talk about something that you’ve been doing some work with 

lately, which is mini campaigns, but before we get into our topic for today, I want you to tell 

everyone a little bit about yourself, what you’ve been doing and specifically how the heck did 

you wander into this world of nonprofit communication.

John: Well, I was lost and someone pointed the direction. That’s how I wandered into this 

space. My background professionally is really working for for-profits, so I worked for health 

insurance. I actually worked for a local Blue Cross years ago doing sales. I worked for a 

traditional media company reselling ad space in Business Week and Inc. magazines. I did 
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sales marketing, hiring and all that stuff. It was kind of a growing business and then I worked 

for several software companies and along the way, an interesting thing happened, which 

happened to you. I had a baby. I didn’t have the baby by the way, but I became a father 

and I think when you become a parent, you start looking at the world very differently and 

the work that I was doing, although it was satisfying from a financial perspective, it really 

wasn’t satisfying from a spiritual perspective or a kind of “What’s the meaning of my life?” 

perspective. I think for me, when I became a father, I started asking those questions, so there’s 

that, plus I actually had a lot of friends who were working for nonprofits, and secretly I really 

envied their work. I really envied them. I said “Wow, they’re doing some really important stuff 

that’s changing the world, and what am I doing? I’m shilling vaporware, and sometimes I can’t 

sleep at night,” so it really had me ask some important questions and then of course as you 

know, the economy started tanking and I said to myself “What can I do?” and so I basically 

started building a business on the side while I had a full-time job, and that was about 2007 

or 2008. Finally in 2009 things really started to tank at the company I was working at, and 

essentially they just laid off a whole bunch of people, including me, and I was smiling when 

they told me “You no longer have a job.” They started to apologize and I said “Not a problem 

at all; this is really perfect timing.” It wasn’t perfect timing I will say, though, because it did 

feel at the beginning of starting my own consulting business, it really did feel like I just had 

plane parts and someone kind of kicked me off the top of the building and I had to build this 

plane on the way down before it hit the ground. So that was 2009, and now I’ve learned and 

I’m still learning really how someone runs their own business. Running a business is like being 

a parent. When I left the hospital I remember looking at my son’s mom, and I said “I can’t 

believe it’s legal for us to leave the hospital with a baby without some type of screening. Are 

we criminals, serial killers? Who are we? We can just take off!” and it’s the same way with a 

business. I think that a lot of people that started businesses, there’s really not a lot of training 

out there for business owners. There’s a lot of theory that you might learn in business school, 

but there’s not a lot of tactical how do you run not only your business, but your life as an 

entrepreneur, so I seem to always be learning as I go. Much like you probably are.

Beth: And the other thing I think is similar about the two of us is that we both try and bring 

the best practices from for-profits and translate that to a nonprofit audience.

John: That is a brilliant connection, similarity that we have. I love it and one of the first kind of 



light bulbs that went off in my head about working, the possibility of working with nonprofits 

is that as I said I had several friends who worked for nonprofits, and occasionally they would 

say “John, we have this event coming up. What can we do to really promote it?” and I would 

just say you could do these things, these two or three things that I knew because of my career 

in the for-profit industry, marketing and sales and all of that. Here’s how you want to pitch this 

thing and sell it, and so everybody thought I was a genius. Oh my God, I can’t believe that 

idea you came up with. It’s so incredible. It seems like there’s really this kind of aggressive, I 

guess, marketing sales communication. There seems to be much more aggressive focus on 

that element of a business as opposed to in the nonprofit world, the focus is on changing the 

world. The focus isn’t necessarily on how do we sell ourselves? How do we attract people? 

How do we keep people engaged? Those are very important questions and it’s different 

if you’re coming at it from a for profit mentality because for profit mentality says you have 

to hit a goal or you are out of work. Nonprofit, it’s really about changing the world so it’s a 

gradual process of helping people find homes if they’re homeless or helping women connect 

with each other if they’re challenged with breast cancer or something like that. These are 

different goals, different outcomes that nonprofits focus on and unfortunately they’re not as 

measurable as say a for-profit of we sold 50 widgets this month so we achieved our goal. It’s 

kind of different I think.

Beth: Yeah, it is different. How do you address that feeling that you were talking about 

how nonprofits don’t really focus on marketing? You’re right, people that are involved in 

nonprofits, they’re totally focused on the mission, which is absolutely understandable, but it’s 

still a nonprofit business and you have to survive and sustain yourself and grow your donations 

or whatever your funding structure is. When you’re out there connecting with the people in 

the world, talking about really direct marketing issues, I don’t mean direct marketing, but 

sometimes it is direct marketing, you’re getting people to understand the value of marketing 

as a practice and a habit in nonprofits.

John: The first thing I’ll say is in my experience, nonprofits are actually really great at 

community management. That’s really important so they’re really like this natural ability to 

connect with people and really share the passions that the community has. That’s natural, 

that’s a given and that’s really important, but when it comes to the question of how do we get 

the butts in the seats? How do we have X number of people attend this event? How do we 



exceed our fundraising goal that we have? How do we increase our fundraising result over last 

year by X percent? How do we move these needles forward? That’s where marketing comes 

in because you can kind of look at the past results and what has worked and you can improve 

the messaging and improve some things to get people to take action and just personally, ever 

since I was a kid, I was fascinated with people. Why do people make the decisions that they 

make? Why do people behave the way they do? Why does someone spend a boatload of 

money on a Lexus when you pretty much get the same thing in a Toyota? These are the kinds 

of questions I have, and of course this gets into like behavioral economics and consumer 

behavior and all that stuff and then I learned a lot in my work and that’s something that I’ve 

always been passionate about. What makes people tick? What makes people do the things 

they do? It always fascinates me. 

Beth: Absolutely and it’s so valuable to marketing, which leads into the next question I always 

like to ask people. What does participation mean? We talk about that a lot here and ultimately 

at the heart of participation when it comes to a nonprofit, it’s getting people to show up, 

exciting them about getting involved and then inspiring them to give back. Those are the 

different kinds of components in a very broad sense that people are looking for. In the work 

that you do, how would you define participation and what it means to the people that you 

serve and that you work with?

John: Okay that’s a brilliant question. I love it. The funny thing is that in my world, I 

don’t necessarily use the word “participation” all the time so I don’t have, I’m having to 

actually create a meaning for that word and what it means for me as we speak and for me, 

honestly when I work with nonprofits, participation for me is in a sense encouraging them 

to understand their people, to participate in the community, to really become part of the 

community. In other words, not be a fortressed organization where you are behind the 

walls and you’re kind of looking at your community and seeing what they want and then 

responding to them, but really removing the wall and becoming part of the community, 

really understanding them and serving them and finding out how they can be useful. For 

me, participation is almost like, it’s not really about the people, the donors, supporters 

and volunteers. It’s almost about the organization. How can you be a valuable member of 

this community? How can you be useful? What does that look like in terms of your content 

strategy because that’s obviously a big shift in the world of marketing is that now we have 



content marketing. Content marketing and social media has totally changed that because 

people can say how they feel about an organization.

Beth: And they do.

John: Yeah, they can say how they feel about an organization, which is great because the 

nonprofits that are going to survive are the ones that are transparent and are the ones that are 

listening to their community and the ones that are providing real value to their community and 

also demonstrating outcomes and connecting the supporter with the outcome as well, giving 

them a role. For example, Donors Choose. I love that organization. This is where a parent, 

I have a kid, a parent can go and look at a teacher’s school project and fund that particular 

project and really learn great ideas actually. Even if you don’t support one of those projects, 

you can still learn. Wow, these teachers are so amazing. Teachers are so creative.

Beth: That’s such a great opportunity to be able to look and see that and to look at places 

like Donors Choose as examples of how things are so personal and so specific and I’ve never 

heard anybody, I don’t think we’ve had anybody, use the definition of participation in exactly 

that way, and I love how you positioned it as this isn’t what we’re trying to get people to do, 

it’s how do we need to think about ourselves and how we interact with our world. It’s a great 

way to look at a definition for participation. Anything that really gets people to rethink their 

role in the community and looking at themselves as one of the few in the conversation as 

opposed to always being the person that has to lead the conversation. It’s really going to help 

you as a nonprofit, start to think about yourself the way I always say as a facilitator of someone 

else’s dreams, that you’re there not to exist. You’re there to help them create the impact they 

want and if you’re just one of the other players on the team, it helps kind of put you into that 

mindset.

John: Yeah, it’s interesting. I think today more than ever, organizations have to really consider 

themselves almost like a person, like a personality. They have to have a personality and be a 

person and that’s more important now than it was ever, and I don’t know if you’ve ever seen 

that show Mad Men.

Beth: Yeah, I love it. Does anybody in advertising not love it?



John: I know, really. Mad Men is so great because it really is a big comment on what 

marketing used to be. What marketing used to be was we have a really cool logo and a tag 

line that we spent $15,000 on and a website that isn’t really social. There’s this one way and 

this is how we’re going to present ourselves and it’s based on a lot of consumer research and 

lots of money has been spent on understanding people and then so we have this one way 

projection. There’s this brand, this identity that we’ve created and it’s really kind of artificial. 

It’s an artificial thing so now that people are using things like Pinterest and Instagram and 

Facebook and who is coming first on all of these platforms. The person that comes first is 

really the friend, the friend. The friends, connections, colleagues, other people so the more 

that an organization can come across as the person and have a personality and really listen 

and have a dialogue and to use your word ‘participate’ in a two way discussion with the 

community and all the people and really discover and share great ideas and not necessarily 

be the source of great ideas, but be a source of good ideas from other people, other 

organizations possibly. I think that’s the big change, is that social media has sort of enabled 

people again to talk back to nonprofits and obviously they have to respond and part of 

responding is listening first then responding. Listening first, then responding. The better you 

do that, the more you have the quality of a person, kind of a personality and people start to 

engage with you differently if you’re that way rather than just one way discussion.

Beth: Yeah, I completely agree and I also want to mention it actually can be hard, for me it’s 

hard, doing this podcast. We’ve been doing this for about 7-8 months now, and it’s been a 

challenge because it really is putting me and my name out there in a way that I never have 

done before and was not comfortable. As we were talking before, I’m a child of the ’60s and 

so I’m Generation X and was raised in a working culture where we did everything we could to 

hide our personal lives. I’m still sort of the tail-end of don’t talk about your kids at work and 

your job is to come up and to pay attention to what’s going on within these four walls and 

this transition to this new world of even while you’re in your business to paying attention to 

things that are going on outside and communities and building relationships and that’s not a 

waste of time and that the bleeding between your work like and your personal life, it’s been 

interesting for me. I’ve actually had to work really hard at it, and so I can imagine there are 

other people that are listening that may be over 30 as well, and it’s not the easiest thing in the 

world, but it’s so worth it for all the reasons that you just talked about. It’s worth it because 

it’s helpful and it’s connective, but it is the way that the world is moving so it’s sort of like a 



muscle for some of us that are less comfortable and it may be a generational thing or it may 

be a personality thing. I’m a weird combination of somebody that’s in this Gen X age group, 

but I’m also a techno addict and a raging extrovert so hopefully I have those things going for 

me.

John: Yeah, it reminds me that there is a book a friend wrote. Do you know Maddie Grant by 

chance?

Beth: Yeah, I do know Maddie.

John: Great. So she just came out with that book “When Millennials Take Over” and I’m 

bringing that up because you mentioned kind of a generational thing and it’s important I 

think for organizations to understand that millennials, people who grew up from day one and 

the internet just existed, they don’t know anything else, it’s really had a tremendous impact 

on how they see the world and how they interact with organizations, how they behave at 

work, what they expect from an employer and so millennials are different. It’s social media 

so right away their first experience of the world, connecting with friends when they start to 

reach adolescence, it’s all digital, it’s sharing pictures. There’s a lot of transparency and this 

expectation that you have an equal voice and you can give input to something. That’s huge, 

so I grew up before the internet and we, you and I, grew up and our thing was TV. I mean, 

I watched TV all the time when I was a kid, but TV is one way, so imagine people, even the 

previous few generations where there was no TV. There was just radio and before that of 

course no radio. The media really shapes the culture of the generations that come up and I 

think it’s important to remember that. If a nonprofit looks at their donor database and they see 

we have a good mix of Gen X, older generation, maybe older than those folks, baby boomers, 

millennials, it’s really good to understand how did people see the world? How are people 

seeing the world? Again, millennials do expect to have participation in the cause. They want 

to have an equal voice, they want to have a say. They just expect it. Unfortunately I think a lot 

of people will hear that as “that’s entitled.”

Beth: Yes, you’re right.

John: It’s not. Millennials expect that in the same way you and I would expect someone to 



have a TV in their home. I mean, you don’t watch TV? I have friends who grew up in this weird 

kind of veggie household or whatever and no TV. You could just watch PBS and that’s it. 

What? Are you kidding me? You missed out on Archie Bunker.

Beth: I know. That was my household. PBS.

John: See how we expect that though? When we meet someone, we just expect if they’re the 

same generation, we expect that they’ve had certain experiences so millennials expect that 

they can share stuff, that people are transparent and that they can ask things of a nonprofit, 

they can just simply say “I want to know more about where your money is going. I have 

questions. I read this blog post and I would love to hear a response.” That happens all the 

time and I think it’s happening because people are used to having social media, but also 

there’s this generation that really expects this type of two-way discussion, and according to 

Maddie’s book and according to all the research, they are going to take over and when I say 

take over, they’re not going to run the world, but they are going to be a big force in terms of 

the workforce, employment and who is making major decisions in the world. Just like every 

generation kind of comes up and then takes the lead and then retires and then the next 

comes up. The millennials I think are very, very different because they grew up. They see the 

world with social media eyes. They hear the world with social media ears. It’s all social, it’s 

sharing, it’s access, it’s transparency, it’s kind of equality, a lot of equal say and equal voice. It’s 

very different.

Beth: I think you’re right and it’s an important thing to mention because it’s almost like there’s 

two different conversations going on out there. One is like “We’ve got to get the millennials. 

How do we get a hold of them? How do we get them involved?” and then there’s this other 

conversation that also happens that says “Our primary donors are 69 years old, so why should 

we be paying attention to these young people, and how do we balance the amount of time 

and attention that we put into these younger and up-and-coming generations when they’re 

not giving at the levels right now that sustain us, versus the people that are in the older 

generations that aren’t interested in communicating that way, who are the people that are 

right now giving to sustain us.” What would you say to that?



John: Well, you know, it’s interesting. The first thing I’ll say is you have to go and do some 

research on your own community. Some people have this attitude that if they’re 69 years old 

or if they’re 65, they don’t use social media. They’re not on Facebook. I get that comment a 

lot. Our people are older, they don’t use Facebook. They don’t use all these new fancy tools 

and then I say “That’s really interesting. Did you know that the fastest growing demographic 

on Facebook actually is baby boomers.”

Beth: Absolutely. Google did a fabulous research report on that.

John: Was that recently? 

Beth: It was within the last year. I will link it in the show notes. [http://ssl.gstatic.com/think/

docs/reaching-todays-boomers-and-seniors-online_research-studies.pdf ] It’s a fabulous report 

on the boomer generation on social, and YouTube is huge. My parents are in their early 70s 

and it’s so funny what people think of as older people. My parents literally just got back from 

a safari in Africa yesterday, and both of them worked up through five or six years ago, so if 

you were working up until 2005, you may be in your 70s, but you used computers in your 

workplace, so they’re not on Facebook 24/7, but they’re on there because that’s the only 

way their grandchildren will connect with them and they were just over in Africa and their 

biggest concern was that they didn’t have internet connection reliably to let everybody know 

where they were, and it’s a very different world than people think it is and not all people that 

are older are, you know, shuffling along. As I get older myself, I’m starting to redefine what 

older really means. That is really interesting and the other thing that’s important I think for 

organizations to remember is the 69-year-old of yesterday and of today isn’t going to be the 

same 69-year-old as five and ten years from now, because the person that’s 59 now and 49 

now has spent much more of their life and their career in this digital generation. So if you’re 

not starting to pay attention to what millennials are doing, as these people get older, I have 

millennial children who are now one’s in college and one’s just rolling into the workplace, five 

years from now there are going to be a whole lot more of them and then more of them. The 

people that are the current 20-50-year-olds start to create what the culture is and you want 

to be changing and accommodating with it, or you’re going to show up looking for your next 

batch of 69-year-olds, and you’re not going to know how to talk to them. 



John: You’re right, you’re right. Every generation has that important technology thing that 

influences the culture of that generation. Like I said before, newspaper, radio, TV, internet, 

social media. It’s really going to have such a huge impact, but I think it is, going back to 

what you said about if an organization has people in it, people who are older and what do 

we do with those folks and what do we do with the millennials, I think it’s more important 

to understand what their passions are and what their interests are. So for example, yes 

baby boomers are really the fast growing group of folks using social media, but they use 

social media very differently, so they are not going to be just from a cultural generational 

perspective, they’re not going to be sharing pictures of their food, their burrito and look 

where I’m at. They’re not going to be taking selfies all the time. Selfies, I can take a selfie, but 

it’s the most awkward thing in the world to take a selfie for me. It just feels like it’s me in this 

picture. It’s weird. Selfies always confuse me.

Beth: Me, too.

John: I’m sorry. Again, there’s my generation. Gen X. So TV, TV generation, but of course Gen 

X later, we cross this boundary basically like going from no internet at all and all of a sudden 

figuring out what does it mean? How does it impact the world? So we have a comparison. 

That’s what makes us different from a millennial. Millennial doesn’t really have a personal 

comparison. They don’t really remember an age where there was no internet. Older folks, they 

won’t be as maybe not as willing to share every single detail of their life and in fact because 

they’re older, they have this life experience and they’re much more selectful about who they 

become friends with and also they’re much more selective about the causes they support and 

they really ask what is the best use of my time to support this organization.

Beth: Let’s jump into that a little bit. I always love to make sure that on every session that I do 

that we get tactical as much as thinking high level and strategic and you’ve been doing some 

really interesting things lately with connecting to these people of all different ages through 

different types of integrating campaigns that weren’t necessarily these giant behemoth 

we’re trying to raise a million dollar capital campaign that you’re using digital technology to 

create mini campaigns. I’d love to have you talk a little bit about what’s a good subject focus 

for a mini campaign and then what different types of media are people pulling together in 



combinations to really get that cycle, that bell curve of a mini campaign out there and giving 

back to an organization.

John: OK, got it. Let me just define what a mini campaign is in my mind. There may be 

another definition out there and I’m sure people are going to disagree with this and there 

are other experts that may have a different attitude, but a mini campaign is something that’s 

doable. It’s pretty simple, it’s doable and it’s perfect to do kind of like a little experiment. A 

mini campaign is something that might last say a day or two or maybe three days at the most.

Beth: Really mini.

John: Something very focused, maybe a week. Maybe a week, but it really does depend 

upon the situation. Let me give you an example. A mini campaign would be, so the goal of a 

mini campaign, it could be like any goal. It could be say we need to get more engagement 

on Facebook, or we’d like to grow our email list or we’d like to increase our open rate or our 

click-through rate on our email list or we want to kind of warm up the community, warm up 

our database before we start asking them for money at the end of the year or start asking 

them to register for this event. The goal, goal would really be different. The goals would 

be different depending on the situation and it could be anywhere from we’re just going to 

post for example, a Facebook timeline contest. This is a very simple mini campaign idea. 

The problem that I’m going, I actually am thinking about writing a cookbook of all the social 

media recipes. Basically like digital media recipes for nonprofits and one of the recipes is a 

mini campaign. There are mini campaigns. Recipe is another way that I think about them. It’s 

like a quick recipe, put it together, bump, you’re done, but I will say the important thing about 

a mini campaign is that it allows you to test things because social media is changing almost 

weekly. I mean there’s so many things. Tactics come out and bah, bah, bah and tools and 

different things and memes that happen. There’s a lot of change, but fundamentally people 

are the same, but still you might hear about a tactic. That’s an interesting tactic. Do you think 

it would work for our community and all too often I think organizations say it won’t work. 

It’s too out there or whatever and they won’t try so the organizations that actually advance, 

the ones that are making real progress online do a lot of risk taking and so mini campaigns 

in a sense are a way to take a small risk. You’re not going to put your whole direct mail list 



and spend $20,000-$30,000 on a campaign. We’re talking about something that’s kind of 

an experiment. Experimenting in different ways to engage the community, but with a goal. 

Not just to engage to try and get more likes on our Facebook page. That’s a very short term 

goal. Let’s say for a mini campaign, let’s say that an organization has an event coming up. 

They have an event coming up and for you and I, let’s say it’s a month from now. They go to 

their email list and kind of look at the database and they see our open rate is really sad and 

our click-through rate is not that great, and our Facebook page, not too much engagement 

there. We need to do a better job of course, but we definitely want to warm things up for 

this event. We want people to register eventually for this event so what we want to do is we 

don’t want to and also let’s say and this is very common. I’m sure you’ve had this experience. 

So many organizations I work with, they basically send out an email to their email list when 

there’s a newsletter and when they want money and that’s it. That’s just it. You can’t go to your 

community and say register for this event because then I mean you could and you would get 

some people to register.

Beth: Mostly you’ll get – “Who are you again?”

John: Yeah, yeah exactly.

Beth: Why am I on this list?

John: Yeah, yeah exactly. Some people, the hardcore people are going to be really interested 

in registering for the event. So the mini campaign, the purpose of it is really to kind of start a 

discussion with them and I always think especially we think about fundraising and volunteer 

engagement and these type of goals that organizations have, I always think about it in terms 

of or I encourage organizations to think about it in terms of if there were no internet. What 

would you do? If there was no internet, if you did have an event coming up next month, you 

might make a few phone calls and meet with people and have coffee and maybe have a little 

open house, a little kind of coffee thing and then during all those events, you’re getting to 

know people and finding out what are you interested in and so you want to find out what 

people are interested in because you want to have an event that’s interesting so part of 

the other aspect of a mini campaign is to just to a little bit of research. Test the waters with 



a couple of topics. One simple way to do it is to offer a giveaway on Facebook. This is a 

super easy, very simple mini campaign and again I’m thinking I like the word “recipe” better 

because it’s like a little recipe although I’m not a good cook. I can make a good omelet and 

pancakes. I’m good at that.

Beth: OK, so we’re all coming to your house for breakfast.

John: Exactly. Let’s say that with the event there happens to be a speaker at the event and 

it’s going to be really great and this speaker has a book and a lot of people in the community 

love this author and so they can, this organization can go and post a picture of the book on 

their Facebook page, I’m sorry. As a post and say “We have this,” and ask a specific question. 

Hey, so for example, you know a brain aneurysm organization can say what was the number 

one tip that you found useful when you were first recovering from a brain aneurysm or when 

you first had this situation. Then you say the best comment, the best comment will get a copy 

of this book. 

Beth: Now the question. So for a while that was like contests running right in news feeds was 

not legal with page terms. That’s OK to do now?

John: It’s totally legal, yeah.

Beth: I think that’s an important thing to mention because for a while doing it that way was 

against their page terms so people should know that.

John: Yes, there’s one, you can’t, so conditionally if you look at the page terms, actually it 

talks about a timeline contest and if you Google “Facebook timeline contests” and in fact I 

have an article specifically on how to run a timeline contest. I can send that to you after if you 

want. http://www.johnhaydon.com/facebook-timeline-contests/

Beth: That would be a great one because I think it’s important. We want to make sure that 

we’re encouraging people to do things and reminding people that a lot of the different sites 

and even email, there are certain rules that you need to make sure that you’re staying within 



so you don’t run into trouble.

John: Exactly. You’re right, you’re right. You put this out there and then people are like 

commenting on it and leaving their comment and then friends of course come along and 

they like other comments and so eventually you give away the book. It’s good to pick a good 

date and time. We’ll pick the winner on X date at 5 p.m. There’s more details about a timeline 

contest, but they can read that blog post or they can just Google “creating a Facebook time 

line contest” or “page guidelines” or “terms and conditions of a Facebook page” and the 

details would be in there. It’s fairly straight forward. You have that and the benefit of that 

on Facebook is it’s going to get engagement, so suddenly you’re going to have some more 

chatter about the organization so people that are fans of the page will start engaging with 

that post a little bit more and sharing it with their friends so suddenly you’re expanding reach 

and awareness within Facebook and also engagement on the page, but that would not really 

be in my mind a complete recipe without including email. You and I, we’re Gen Xers and we 

remember in the ’80s that commercial for Reese’s Peanut Butter Cups. Two people are walking 

down the hallway, one’s coming one way and the other is coming the other. They’re not 

looking at each other. One’s eating chocolate and the other has a peanut butter bar or a jar 

of peanut butter and they’re for some crazy reason and they bump into each other and then 

the chocolate goes into the peanut butter. Oh, you got your peanut butter in my chocolate. 

No you got your chocolate in my peanut butter. Facebook and email together are better than 

both separate. They should be really tightly integrated so with the time line contest, as soon 

as you launch that, it would be smart or wise to send out an email and say “Hey, we’re doing 

this really cool giveaway on Facebook. Check it out.” Maybe a little bit more than that. Leave 

a comment on our post and you’ll be entered to win, so basically it’s a chance and who do we 

want to engage with our Facebook page? The most important people are people that already 

like us in the real world. Not necessarily liking our Facebook page, but really like us.

Beth: Right, lower case “l,” not upper case “L.”

John: Right, and those folks are going to be in the donor database. They are people who 

have passed the honeymoon phase. They’re sold. They’ve made the donation, volunteer or 

whatever. They’re simply on the email list because they love getting the newsletter. Whatever 



reason, they’re more likely than anyone to engage with that timeline contest and the reason 

why we want those folks to engage with that contest more than anybody else in the universe 

is because we want those people who are awesome. We want them to tell their friends about 

us. In other words, we want access to their friend network and you do that every time you 

engage them on Facebook.

Beth: I think that’s such a key point that you’re making right now that other people that 

I’ve had on the podcast and everyone is really talking about now is that it’s the ambassador 

concept of taking the people that already like you and using your social to get them to be 

the ones to bring other people in as opposed to thinking of social as how do I just get more 

random people that are out there on the interwebs to find us and check that “Like” box. It’s 

the opposite approach and I think it’s a really important thing to mention.

John: Exactly. All too often I think people think about social media as something that exists 

only at the top of the funnel, like a marketing funnel or a donor funnel and that’s it. That’s 

social media. It’s this kind of general like that’s the universe and hopefully we’ll get some 

of those people to join our email list. There’s that general attitude, but really social media 

and especially Facebook, it really is a megaphone. We’re basically turning our people into 

spokespeople when we engage with them in ways that I’m describing with this example. This 

one example is one way to do it. 

Beth: This is terrific. So John, if somebody wanted to learn more about creating campaigns 

and since you don’t have your recipe book ready, maybe you and I should work together and I 

could create some graphics for people and you could create the recipe.

John: Oh my God that would be great!

Beth: Who knows?

John: We could do a joint info-graphic. Who knows?

Beth: Yeah, you never really know. From the things that you’ve created, are there any tools or 

blog posts, you have a lot of terrific books. Where would you send somebody to start to learn 



about this type of engagement?

John: That’s a great question. There’s definitely my blog and it’s just JohnHaydon.com and 

also I have a YouTube channel and every week actually I do a mini training and the mini 

training, it’s a live mini training and anybody on my email list can join this, and it’s a very 

specific topic every week. For example, I might do how to create your first mini campaign. I’ll 

do that every Wednesday. They’re very short. They’re only 30 minutes long, but all of them 

are recorded and I have a play list on my YouTube channel called Hump Day Coffee Break, so 

the name of the meeting is Hump Day Coffee Break so it’s Wednesdays at 11 a.m.

Beth: And they’re fabulous. I’ve jumped on some of them because you teach some stuff that I 

don’t know and they’re so good and a lot of fun and you need to make sure you get on there. 

That’s really fabulous.

John: I love it and the questions that people ask. It’s like a little presentation for 15 minutes, 

but then the Q&A part is always great.

Beth: If somebody said “I’m really interested in starting to think about my organization this 

way,” what would you say would be someone’s first step to starting to create these mini 

campaigns, create ambassadors and start to think about themselves as one of the participants 

in the conversation?

John: The first step I would do is just do some research about your community. The benefit 

of having a Facebook page with a lot of fans on it, a fair amount of fans is then you could 

go and do research on the Facebook fans. In other words, if you go to Facebook and you 

type in pages liked by women who like my Facebook page, if let’s say you’re a breast 

cancer organization, or I can type in right now pages liked by women who like CODEPINK 

for example and that would give me a list of pages that are really popular among that fan 

base and it’s amazing what you can find. Interests, favorite interest of women who like our 

Facebook page. Restaurants visited by people who live in this city who like our Facebook 

page. So there’s so much incredible information and you can get that right at Facebook if 

you just go to Facebook.com and you log in as a person like a regular human being and 

you start typing in pages liked by… Facebook will auto complete the search query and it’s 



amazing what you can find. So that’s the first thing to do, some initial research and also 

don’t forget GoogleAnalytics. GoogleAnalytics is absolutely important, and if you don’t have 

GoogleAnalytics installed on your website you should absolutely do that because eventually 

you’re going to ask “This is great that we’re doing these timeline contests and email and 

all this stuff, but is it really, really translating into donations? How are people behaving on 

our website?” GoogleAnalytics is going to answer that and if you do have that installed, 

you can do some research on reports like social referrals. It will show you the flow of social 

traffic through your website, the popular key words that people are using and your top 

viewed pages and that will give you some real insight into what people really like just from 

those two sources alone. That would be the first step and then start experimenting. Try some 

experiments and even ask people for pictures. That’s a very simple way to get started so if 

you’re a dog shelter, it’s pretty easy. Hey, post a picture of your dog. It’s Monday or whatever. 

Post a picture of your dog and make sure you use the hashtag #Monday and they can post 

on Twitter, Instagram, Pinterest, Facebook. It really doesn’t matter, but because they’ve used 

a hashtag that you’ve been specific about, then you can kind of track it a little bit better. 

You can see how popular it is and how it’s working. Obviously in that example, don’t forget 

to send out an email about that. Hey, it’s Monday. Share your picture. We want to see what 

you’ve got. We don’t want to just take money from you. We want to hear, we want more. 

We want sharing. We want to see who you are. We want to get your input. We want to be a 

partner with you because we want to participate together equally.

Beth: I think that’s such an important thing to communicate, that we want to be a partner 

with you and from my experience, everyone in the world wants to see a picture of your dog. 

Nobody wants to see a picture of your kid. We’ll have to have an entire whole separate 

session on hashtags and hashtag campaigns and we will definitely come back around and do 

that. I just want to thank you so much for joining us today. This was fabulous. I learned a few 

new things. I’m sure that everyone that was listening did as well. How can people get in touch 

with you if they want to learn more?

John: They can go to JohnHaydon.com and there’s a couple of different ways actually right 

at the top of the website. Again JohnHaydon.com and there’s a link that says “join now,” so 

they can just join my email list that way, and I send out a newsletter with exclusive content. 



It’s basically only email subscribers, and there’s also a link that says “weekly training” so that 

allows people to sign up for those Hump Day Coffee Breaks pretty easily.

Beth: Fabulous. Well, I recommend that you all go and hunt John down. His content is terrific. 

John, thank you so much for joining me today and for sharing your insight both with me and 

the nonprofit community.

John: And thank you, Beth. I really appreciate it. 

Beth: Wonderful.




