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

today with KiKi L’Italien, the CEO of Amplified Growth. Thanks so much for joining me, KiKi.

KiKi: Thank you. I’m glad to be here.

Beth: So I am thrilled to have KiKi on. Many of you may know KiKi because she has a really 

fabulous longterm internet presence from all of the wonderful different media things she has 

done. She had a fabulous Ustream show called Sweet Spot for many years, and she is the host 

of the very long-time running Twitter chat called Association Chat owned by #assnchat, which 

we always like to clarify is not ass-n-chat.

KiKi: But it is.

Beth: But it is. Many people in the association world know and love KiKi and so I wanted to 

bring her on the show and make sure that everyone on the other side of all the nonprofits get 

to hear some of the really interesting things that KiKi’s been involved in. She’s been a creator 

of tons of content. She’s very involved with social media and content strategy, but in talking, 

one of the things we realized is what’s really underneath of making all that work is knowing 

who you’re talking to. We’re going to start today with getting to know KiKi so you’ll know who 

we’re talking to today and then we’re going to talk about targeting your audience. KiKi, how 

did you wander into this weird world of association communications?

KiKi: You know it is a weird and wacky world, and you know, just like everyone else I did 

not grow up saying obviously that I wanted to be a social media consultant because, hey, 

social media didn’t exist. You know, but I started out working in marketing for a health care 

organization in Missouri, moved out from the DC area and started working in associations 

and associations are all about members and communicating with those members, knowing 

who those members are and as I started working with chapters for these different, for an 
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association, I wanted to figure out the best way to communicate with them and reach them 

and engage them and it just so happened that social media came to the rescue and I was an 

early adapter and started testing things out with this sampling of people and it worked. It 

worked really well and I kept testing and kept testing and now all these years later here I am 

and I love it. Isn’t it crazy what a great social media world we live in?

Beth: It is amazing and you’re right. It just sort of happened that that was coming along right 

when you were coming up into that world and it does make you wonder like because it was 

all new at the time, do you have a different take on it? Like your willingness to experiment is 

something that many people have to really cultivate and that it’s interesting to see how maybe 

it’s going to form both you and maybe the generations behind you how people are going to 

look at things differently because we’re in this wonderful opportunity world of testing things in 

a way that doesn’t cost the same as you know the direct mail that still exists and it’s still very 

much a part of things, but doing testing and other ways has always been a cumbersome and 

expensive process and now it’s not. 

KiKi: No, not necessarily. I think that you know people have sort of a testing fatigue, too, 

because there are so many different tools and so many different channels and I know for 

awhile everyone was trying to get people to be part of a different private group online and 

people got kind of worn out by testing these things all the time so I think it is a great time 

to experiment. I’m still experimenting and I’m certainly still experimenting to check with the 

association chats to see if we can move it to video, but you have to be careful. You have to 

beware of just tiring out your members, tiring out your group that you’re trying to reach out 

to.

Beth: And yourself. There’s that line between checking out the latest new thing and 

experimenting and spreading yourself too thin, like putting basically ending up putting 60 

percent in 20 different buckets as opposed to investing 100 percent in a couple or in the ones 

you’ve identified are the best fit for your organization, that chasing what’s next has its pros 

and its cons.

KiKi: It certainly does. It certainly does and especially in the association world you know, it’s 

a little bit more risk. You just have to get pretty good, and I would, about guessing making an 

educated guess about whether you’re going to test something or not and it does come down 



to targeting, figuring out who you’re talking to, bringing it all home.

Beth: Exactly. So you’ve spent your career in different membership communities both as 

a volunteer and as a practitioner. In the work that you do, we talk about engagement and 

involvement and membership all the time, which are all aspects of this participation, getting 

people to show up and get involved. What aspect of that, what does participation mean to 

you in the work that you do? What matters in a way that helps the organizations you work with 

sustain themselves?

KiKi: Well you know participation, that’s a tricky question to answer and the reason why is it 

does change based on the organization and what they’re trying to accomplish.

Beth: Right, but I think that’s the key right there sometimes, is recognizing just even that. 

KiKi: That’s true. I work with an app developer that has nothing to do with associations and 

everything to do with reaching out to young professionals primarily and high school students 

and that’s their target, their target demographic. Totally different idea of what participation 

means. Are they interacting with the app and how are they interacting? Are they sharing the 

content? Whereas if I’m working with a particular association of scientific professionals and the 

association is looking at participation, that would look very different and it might look like how 

many annual conferences are they attending, are they interacting with out social media online 

and what does that interaction look like.

Beth: Yeah, and I think it really does come down to that key thing that we want to talk about 

today. How do you know what to create and how do you target what your audience wants? It’s 

one of the things, we recently talked to Amy Sample Ward about a very similar topic. The idea 

that you can’t talk to everyone equally at the same time.

KiKi: You know, and that is the biggest mistake that most people make all the time, most 

organizations make, for profit and not for profit. I think that people think that they should 

try to reach out to as wide a group as possible and because of that they miss out on being 

relevant and that relevancy is so key and if somebody is putting out content that’s not relevant 

to me, meaning that it’s not targeting me very well, why in the world in this age of content 



overload would I pay attention to it? What’s more is doesn’t actually make me less inclined to 

pay attention to that source? Am I going to pay attention to your messages if every message 

that I’m reading or a lot of the messages that I’m reading seem like these group blasts that 

has nothing to do with anything that’s relevant to me?

Beth: I think that’s such an important thing to think about, that it’s not just that you’re trying 

to get everyone and so you want to catch a little bit for everyone to recognize that what 

happens underneath of that is everyone really starts to pay attention because no one is 

getting exactly what they need, but you’re so afraid to miss somebody. I talk to people all 

the time that are afraid to chop their email list, like cut people out that are not responding. 

Like a prospecting email list because they think it’s just email. It’s free, but it’s not. Keeping 

names on your email list has a cost, but it’s not even just the actual technical this is how 

much it costs to keep another 1,000 names on your list. What’s the cost that it makes to your 

communications by having to write something so generic that it appeals to those outliers 

out there that you’ve had on your list forever because on the chance that maybe some day 

something that you’re going to say is going to hit them and they’ll convert.

KiKi: Right, right, and it’s so hard I think. I know we talked a little about this the other day. It’s 

so hard to convince people in organizations that they should have faith in the fact that if they 

are really, really good at targeting at reaching their target audience and getting serious about 

making that as specific as they possibly can, to reach that target audience and say “OK, this is 

my target and I’m going to do my damnedest to do the best that I can for them. I am going to 

do the very best that I can to provide relevant content to them on a regular basis. This means 

I know their demographic information. I know their psychographic information. I know how 

they will probably vote in the next election.” You want to know this kind of information and 

then think about how that applies to the visual elements that you’re providing to them, to the 

types of words that you’re using, the word choice. I mean we have all of this great knowledge 

now. We have all of this great knowledge these days and tools with the ability to segment our 

lists and get very, very specific about who we’re reaching and yet organizations don’t want to 

do it. 

Beth: Right. Sometimes I feel like it’s both. Sometimes they don’t want to do it because 

they’re afraid. If I write this message and only send it to this group, maybe there’s somebody 



from the other group that might want it so they still want to send the targeted message 

written for the other people to those guys, thinking that maybe I’ll scoop some of them up as 

well and then the other reason is sometimes it’s just too mind blowing. You know everybody 

at a nonprofit has an ampersand in their job title. You’re the marketing director, membership 

director and trash can emptier. That’s just their nature. Most people are understaffed, over-

committed, have too much work that they can possibly deal with and now we’re telling you 

you’ve got to write specific communications for specific segments if you really want to have an 

impact. I’m surprised everyone is not hitting the end button and stopping listening right now. 

How do we talk to people about where is the value in this? Where will this extra work, this 

extra prep time and planning and thinking through really pay off for people?

KiKi: I think it pays off in people finding value in membership. I think it pays off and people 

finding value in the case of the app in the app. If you are able to show that you’re relevant, 

that you’re providing value to that person, to that group of people, that you can get devoted 

following, you can get people who want to, you can retain members, they find value in their 

membership with you. They find value in the communication, the programs that you offer. 

Then they become not only more likely to stay, but they become more likely to suggest you 

to other people that are like them, to share the fact that they have this valuable resource 

to these other people and that’s what you want. You want, if you are not able to focus 

and meaning any organization you know or product, if you can’t focus on who your target 

audience is, even if you have several audiences, you have to focus on one at a time and really 

think about driving home that value. That value proposition and if you can’t do that, you’re 

going to lose those people and then you’re going to lose other people that might have been 

impressed by the value that you were at least providing to this target audience. Master one 

area and your bread and butter and then if you want to expand and move beyond that, great, 

but really focus in on the people that you want to provide value to. You have to pick, you have 

to choose where your priority is and 

Beth: And that really is the heart of it. I find for me that’s one of the hardest sells of anything 

to convince people that first of all that you have to pick, that there’s a reason to and then 

where do you pick. So people will say “We want to talk to young people just coming into a 

career. We want to talk to people that are at the stage where they’re going to volunteer,” 



and they’ll always say they’re all equally important, but you can’t. They’re going to have very 

different needs and trying to go across is what we’re saying, is not going to communicate. A 

lot of times what I try to tell people is that you build your brand for one perfect person, but 

you market to your different segments. So you’ve got, you know at the heart there is one set 

of qualities that’s going to drive and sustain your business above everything else as opposed 

to kind of putting that 60% in lots of different buckets, that nobody ever reaches that I call it 

zealot level. You want to be so perfect for some people that it makes you so clearly wrong for 

others and that’s the part that scares people, but you’re not reaching your full potential with a 

specific audience unless you’re willing to do that and it’s hard and it’s scary.

KiKi: Yeah, yeah, yeah and people are afraid they’re going to get it wrong. 

Beth: We’re going to guess the wrong one. 

KiKi: They’re going to say if we focus on our bread and butter, we bring in more of our 

revenue from these old guys that are getting ready to retire and we have the graying of our 

society and how are we going to bring in younger people if we’re focusing everything on 

where this particular audience is and the organization and I get that. I understand you’re 

afraid to focus in, but focus in and become an expert at providing value to your one group 

and then move on. It may be you don’t move on. Maybe you just become an expert at that 

one group, but choose.

Beth: I think that’s a really key point that you just made is that it’s so much easier to have 

an impact if you start with one and become masters at that and then add on, like logical off 

shoots of that to expand as opposed to going the opposite way and starting with everyone 

and then trying to find the pockets within that. It’s harder because then you don’t always know 

what the commonalities are. You don’t know what the interests are and then you tend to do 

things like the difference between, like a segment is somebody that behaves the same way or 

has similar characteristics, but they may not always have the same desires or wants. They may 

not do the same things or need the same things, which is where this idea of creating really 

specific personas comes in. People get freaked out about that word “personas” because it 

sounds so corporate. And those of us that have chosen the nonprofit lifestyle pretty much 

want to do everything we can to avoid anything that sounds like corporate jargon. So let’s talk 

about it in a way that makes it clear what it actually is and makes it so everyone listening can 



find where the value is aside from like the whatever consultant-ese name that’s tied to it and 

one of the things you said was be specific. When we’re talking about building a persona, what 

kind of a thing, what kind of traits, what do you put into that package? Then we’re going to 

talk about after what do you put into it, where do you get that information?

KiKi: Yeah, so that’s a really good question because I think people really do have the wrong 

idea about what a persona is and they also think that if they’ve gone through a persona 

exercise with a consultant at one point that that may be, they’ve done it. Check that box. 

We’re done and it’s over and I got all the information I need. 

Beth: It’s 35 year old forever.

KiKi: Right, right and so you want to be able to look at the reason that you are creating 

your personas in the first place. There are a million different kind of personas. That could 

be a branding exercise that where you’re focused entirely on identifying certain aspects 

of a persona, certain aspects of a person that you’re trying to reach from a branding 

perspective. What kind of buying decisions they make? Where do they spend the most time 

online? What their political affiliation probably is? You get this information from a number of 

different sources. Sometimes people have it in their membership database. They have a lot 

of information there and they’re able to add on to it depending on what different aspects 

they’re looking to get more information on. For me with social media, a lot of times when I 

am looking at like developing a social media of persona, I’m looking at the different types 

of audiences that they’re trying to reach and figuring out so for the student member for 

example, this is your typical student member based on who your average student, existing 

student member is. Are they male? It’s a male, he is 18 years old, he is probably going to 

go into the engineering profession. These are the types of classes he’s going to be taking, 

these are the schools he’ll probably be looking at going to, these are the regions that are 

the hotbeds for activity for student members, and then thinking about how do I develop 

the persona from that. So it’s Skip who is 19, I think I said. Skip who is 19 who is Caucasian 

and actually getting your image that matches the demographic information, getting your 

psychographic information, looking at …



Beth: Wait. Explain what psychographic information is.

KiKi: So psychographic information is looking at buying decisions. It is looking at political 

affiliations. It is looking at you know information that has less to do with like the age and sex 

and race and more to do with where does he probably live and what kind of buying decisions 

does he probably make.

Beth: So demographics are like quantifiable things like your age, your race, your gender and 

things like that. That’s the demographics and the psychographics are more like why you think 

the way you think.

KiKi: Behavioral.

Beth: Behavioral things. I just think that’s important because those are words that people if 

they didn’t come up through a marketing background or a business background into this field 

may not be familiar with or it’s a tendency to kind of use those things interchangeably.

KiKi: Yeah and I think people kind of gloss over the psychographic information and what’s 

funny is that actually in social media you can get your hands on some of it to find your existing 

audiences. 

Beth: So talk a little bit about that because I love to talk about tactics. Tell me how you do 

this. If you were tasked to come up with who is the perfect student member for an association 

or even a potential student for college if they happen to be your audience for any nonprofit 

who is looking to build a young friends type of thing. Generally you’re looking for that type of 

a person. How could you use social media to help you research that? 

KiKi: Well, you know I would look at the typical organizations that these people belong to.

Beth: How would you find that out?

KiKi: So if for instance, if it’s a member, I’m going to use an example from my history, the 

Optical Society of America. It would be the ideal student for the Optical Society of America, 



before that person would become a student member of that organization, they wouldn’t have 

decided to go into optics yet. They would have gone into physics, some kind of physics. So 

you would look at what are the most popular physics organizations for students that are out 

there and that would be the step right before they go into choosing

Beth: So that is how you know, how do you know that they would be interested in physics, 

like a kid studying physics is a good potential member. Where does that information come 

from?

KiKi: So then that would be where I would probably get information about that would be 

looking at the people who are attracted to STEM, anything STEM-education related. If they 

belong to clubs for kids that you know are STEM-focused, charter schools based in STEM 

education and finding out.

Beth: Do you think like so say you are in an organization and you already have some student 

members like analyze what you have already to see if there’s any commonalities in that that 

you can then take out to social media?

KiKi: Yeah, absolutely. You could look at just using that example, you could look at your 

existing student membership and see you know the regions for a lot of them and it’s probably 

centered in certain regions. The type of background that they have education wise and you 

could go and sort of drill back and find out what are the trends that we see and where can we 

reach them earlier and the argument, speaking to what we were talking about earlier about 

people wanting to go broad, the argument would be “We don’t want to leave out the people 

in the middle of nowhere Nebraska that you know, we want to draw an altruistic.” I get it. I 

totally get it. You want to bring in all the people so they can all find the happiness within your 

organization, but if you’re wanting to really drill down and get a focused look at who your 

target audience is, you know, you need to look at the trends. You need to look at in general, 

this is what this type of member will look like.

Beth: Right, exactly. It’s like if you want to swim do you go to the ocean or do you stand in 

a puddle? You’ve got to focus your energy like in the middle of the stream rather than the 

outliers of the stream. People have a tendency to focus on both the zealot lovers, the people 



that are so passionate about our organization. We want to get more of them, but like really, 

anyone who has worked in a volunteer organization, too many passionate people, it’s hard to 

manage those guys, and then on the other end the people that are you know not as happy 

in your organization. How much time and energy do you spend chasing after somebody 

who says “We’re not really liking you that much”? Are you going to retrofit and change your 

organization to make something that is unhappy happy? How much payoff are you going to 

get from that versus paying attention to the people that are happy and how do you figure out 

how to make them ecstatic and so much so that they say this is the perfect place for me and 

all my other friends who are just like me? 

KiKi: You know, I think that’s interesting. I think that a lot of times in addition to going to 

broad another mistake that I see people making is that they are channeling, they’re sending 

their communication focused on who they think their ideal audience is and not who their 

existing audience actually is and you know that’s a big mistake, too, especially looking at 

social media because they might have their board member in mind when they’re sending out 

communication on Facebook and if they looked at their Facebook insights, they could find 

out very quickly that their board member is probably not the person that they’re reaching on 

Facebook. 

Beth: We see that a lot. That’s a problem in organizations as well is that the people who are 

making decisions know who the audience is going to be tend to be the passionate lovers of 

the association or the organization or the nonprofit, so it’s your board and your executives. So 

those are all people who are heavily invested in why they love the organization and of course 

they’re thinking “I want to get more people who love it as much as I do because I don’t want 

to be the chair of everything forever. I want to be able to roll off this and leave it in good 

hands with somebody as passionate as me.” I’m sure you deal with the same thing. How do 

you address that, that feeling when the leadership is looking for themselves? 

KiKi: Yeah, well that brings it to participation again and engagement and you know, it’s like 

you want those people to feel that there is a succession plan in place, that there is somebody 

that’s going to come behind them, that they’re not forever going to be the ones tapped on 

the shoulder that are being asked to run things and of course there’s a whole other issue that 



comes from they actually want to be tapped on the shoulder for whatever. 

Beth: That’s a whole other show. 

KiKi: That’s a whole other show, but you know it’s funny because part of that is that as a 

leader your first rule, your first act should be to find who is going to replace you. I used to 

train chapter leaders and I was like the first thing you need to do when you become the 

president of your chapter is look around and figure out your role, figure out who is going to 

come behind you because you can’t be this forever and you want the chapter to succeed 

without you. You want the group to succeed without you. You want the board to succeed 

without you. You know, the other thing is looking at participation. We know from studies that 

more engagement for a member means that they’re more likely to stay a member and so how 

do we get them involved? What are the on ramps for that? How are we including them? How 

are we using our communications to include them?

Beth: What’s been working in that?

KiKi: You know, I think that there’s a lot of micro volunteering that’s happening when you’re 

looking at volunteer opportunities. Communication wise, I think that pointing people in the 

right direction, communicating with volunteers in a different way or potential volunteers in 

a different way than you communicate with people that have been in the click, they’ve had 

the Kool Aid, they’re fans of your organization. The potential volunteers are looking for that 

invitation. They’re looking for that call to be more involved and so that makes us look at what 

is the content that you’re putting out and how are you segmenting your audience so that 

you’re reaching those right people with the right tone and the right message.

Beth: Right, because if you’re one of the people that are already the inside organization, 

you need to know that you’re attracting people that are right for the organization, will take 

the organization where it needs to go because of course everyone always wants a mini me to 

replace them. I run a business. I say all the time “If I could only clone myself,” which I’m sure 

terrifies my staff. Sometimes it’s like you did a great job and then the next person behind you 

will do it differently. I remember when I started the company, I did it the way many people 

do. I don’t have to do this for some other person. I’m going to do it my way and I’m tired 



of listening to somebody else’s rules and I’m going to build my company my way and boy 

are they going to miss me when I’m gone. I worked for a company. It was a nonprofit. It was 

about 150 people and you know you have that, it’s kind of like a break up. In the beginning 

you’re like “They’re never going to find somebody to replace me,” and they didn’t even miss 

a beat. They interviewed people, got a new art director and just moved on because they 

were a business and keeping the business running, filling the role with someone who was 

basically going to do the same things, but their way was the business value. They understood 

what was really important. I didn’t. I thought I was completely unique and irreplaceable, but 

that’s the thing. People that self select, if you’re putting out there a consistent message that’s 

designed to attract the kind of people that have already found happiness being a part of an 

organization, chances are it will bring in the kind of people that are going to be wonderful 

successors as far as members, as far as donors, as far as volunteers, as far as leaders in all 

ways and the other thing you also mentioned earlier before we started recording is that 

organizations evolve and that what’s perfect today may not be perfect so you’re talking about 

you go to the right persona. Is that it? You’re done?

KiKi: Yeah, I don’t think you’re ever done. I think that your members evolves, your target 

audience evolves, your members can evolve, especially with communication these days and 

the way the industries change. Entire industries change you know, the people who make 

the bulk of your membership today may not be the same ones who make the bulk of your 

membership tomorrow and how do you adapt to that? Well your personas have to change 

and you have to continuously be thinking how is the industry changing, how is technology 

changing, how is communication changing and it does. It changes so much, especially all the 

channels. All the channels are continuously being updated and changing all the time as you 

know. 

Beth: That’s why it’s so important. You need to look at personas and the person that you’re 

trying to be perfect for right now and then evaluate. Are you still perfect for that person or do 

you need to adjust your programs, your deliverables, you benefits, what you’re providing and 

features? Change is inevitable. I always tell people my business is a year older than Google. 

I’ve been in business for 19 years and people say “Wow, you’ve done the same thing for 19 

years.” No. No, not even close. It hasn’t even had the same name for 19 years. It all changes 



all the time and it’s been cool to be self-employed, to be able to be dynamic and not to have 

somebody say “No, no, no. You are a company that designs annual reports. You can’t get 

into social media,” or “No, no, no. You’re a social media company. You can’t get into online 

education.” We do what we’re going to do because we evolve based on what we’re seeing 

people needing and everyone needs to do that too. It’s looking at those personas and going 

“Are some of these ones that we throw away now because there’s nobody here that is like that 

anymore?” and who are the new people coming in? Do they need to be redefined? How often 

is this, clearly these are nonprofits and associations. You can’t be doing strategic exercises 

24/7, but from a functional basis, in order to capitalize and use this methodology the right 

way, how often do people need to be looking at this?

KiKi: Personally I think that people should do it annually. I really do. People should do it 

annually and the reason why is because that’s how quickly, actually communication channels 

and industries change very quickly these days and I think annually to revisit who your ideal 

member is, to revisit who these personas are for different segments of your audience or your 

membership is very important because you know, things change all the time and I have this 

interesting experience. I’m working with a church now, just recently and talk about, I mean a 

church. They’re really wanting to reach everyone. They’re wanting to reach everyone to spread 

the good word so you would think this is a perfect example of an organization, how are they 

going to target their message, but yet they still need to target. They still need to get specific. 

Who are they trying to reach? Well they’re not trying to reach people who are close-minded 

to inspirational messages. They’re looking for people who are seeking guidance, seeking 

motivation, seeking encouragement. Where do they find examples of that online? Online, 

once you find that, what’s the demographic that’s seeking that out. You can hunt and find 

the information for these different personas in different ways and even if you’re a church that 

would love to bring in everyone, you know and anyone at any age and at any point in life, you 

still need to focus your message. 

Beth: Right, for two reasons. One is nobody has enough money to attract everyone and the 

second reason is that everyone will water down your association or your organization or your 

church or whatever. Imagine if you were a church and let’s just say you’re a Baptist church and 

you’re trying to get the local Jewish community. Everyone means I’m going to market to Jews, 



I’m going to market to Muslims, I’m going to market to agnostics, I’m going to market to 

atheists. That’s everyone. Like if you’re really saying I want everyone to, already you’re saying 

“No, no, no, no.” Are you a church that is looking to convert people or are you a church 

that’s looking to bring people? Maybe the answer is yes, but then that tells you something. If 

you say the answer is yes, I am willing to convert people, then we say OK, then these are the 

communities that you need to go to and the path between a non-Christian or non-Baptist or 

non-religious person, that journey from that stage to an active participating member of your 

church is a lot longer of a path than trying to get lapsed Baptists that just moved into the area 

and have a 6-year-old and a 10-year-old who needs religious school. That’s like they’re just 

one step away as opposed to the people who are six steps away. There’s nothing wrong with 

either approach or either demographic. One is just harder, longer term so you have to align it 

with your mission, like who is your organization, what is your goal and if you say this is who we 

want to bring in, look at your internal community and be like if the current internal community 

are a bunch of active 75-year-old Baptists, how will bringing in converted Jews change that 

experience for them, and are you OK with that? Like there’s a whole continuum of who you 

bring in changes who you are.

KiKi: I think you really hit the nail on the head there, and I think a lot of times people get 

hung up on, they get an idea of exactly providing content that is exactly what might tie 

directly to the type of things they’re trying to sell or the products that they’re trying to sell 

and instead, think of a homeowner organization or something. They’re targeting people 

who they think are wanting to buy homes, but what are people who are in the market to 

buy homes, what are they doing first? What are they doing right before that? When are they 

really going to want to find out more about your organization? They’re going to start looking, 

if you’re providing tips that keeps your brand, that keeps your name in front of them even 

before they get to that buying decision, if you’re providing tips of things they may be looking 

for advice on even before they get to that buying decision, then they’re going to have your 

name in front of them. That’s going to draw them in ahead of time. 

Beth: I think that is the perfect way to circle this back around to your content and why 

knowing who your audience is, knowing what they want is critical. Like how are you going to 

know what they’re thinking about right before they need you without knowing your audience. 



You’re going to miss that whole section of people that are about to make the decision to get 

what you’re providing. If you don’t know what they’re looking for, how are you going to know 

what marketing to create? Like what message do you put out there? What platforms do you 

participate in? All of that. You can spend a whole lot of time on Facebook only to realize the 

people you’re looking for are actually on LinkedIn or on both places. Well, on paper they’re 

on both places, but where do they want to have the conversation about what you want to talk 

about and so without knowing what they want, you could spend a lot of time and money that 

just never adds up to anything because you are dancing at the wrong party. 

KiKi: Yeah, and no one wants to do that.

Beth: The thing I often tell people is that sometimes it’s almost better if you do nothing than 

when you make a big stake in the ground and do the wrong thing because then you get this 

disconnect. People will say things like “Why are they over there? What are they trying to do? 

Why are they bothering me?” People always say “I’m worried about the over-communication.” 

Well, if you’re talking to the wrong people about the wrong things in the wrong place, you’re 

going to over-communicate really fast. If you got cancer, it’s a horrible thing to say …

KiKi: Oh my gosh!

Beth: It’s horrible, but think of it this way. If you got cancer, is there any amount of online 

information that you would not read in order to figure out a solution for yourself? 

KiKi: No.

Beth: No. People say people don’t read longform content anymore. People don’t do this 

anymore. When somebody is motivated and interested and you’re providing exactly what they 

want, they will seek you out and consume everything that you have.

KiKi: That’s true.

Beth: And so I think that is so important. The one thing I want to leave people with is we’ve 

talked about a lot of things. Where do people start? This is personas. What would be one 



thing you could tell somebody to do to take one small bite, one small step in the direction of 

really understanding their audience?

KiKi: Well, I think that you need to understand who your existing audience is frontward and 

backward to the best of your ability and you would think that that’s something that people 

already do. Organizations that when they collect information on registration forms that they 

have the databases full of information so they must understand their members forward and 

backwards and the truth is that I don’t think that they do, because I can tell you that they may 

have information about how many are male and female. They might have information about, 

if they’re lucky, they might have information about their member life cycle, like what they do 

before they become this type of member and what they do after, but they probably don’t 

have all the information about the way that member consumes information, like consumes 

communication or prefers to be communicated with or they

Beth: Why they’re there and what they want to get out of the organization.

KiKi: The types of questions that that particular member would have and I think that that’s a 

really important thing. I used to know, well I still know this woman who used to and I bet she 

doesn’t do it anymore, go to Twitter and what she would put in the search field was a question 

mark because she was looking for people who were asking questions. This was a long time 

ago, so that she could add value by answering their questions. She thought she might run 

into people asking questions and that she could provide value by answering them and while 

that would be crazy to think of doing that these days, I think of her because thinking of, 

making a list of all the questions, the top questions. What are the top five most important 

things that your members in this particular segment would want to know? What would they 

want to know? Are you answering them? Are you providing that type of content to them? Are 

your products, are your benefits answering those questions? How are you developing your 

communication based on that? I think that a lot of organizations could answer that. I don’t 

know that they have an idea of what those top five questions are for every segment of their 

membership. 

Beth: I think that is perfect suggestions and it’s doable and manageable and if people took 



those and just started with writing a blog post to answer each of those questions and put that 

out there, imagine how that could attract the right people. Thank you so much for joining me 

today. This was so interesting. It always goes too fast. Where can people get in touch with you 

if they want to talk more?

KiKi: Oh my gosh!

Beth: Can we narrow it down to the key places? She’s everywhere. What are your favorite 

places to connect with people?

KiKi: My favorite places to connect with people, I love Twitter so @kikilitalien. Find me on 

Twitter or you can also find me at the Acronym Soup blog.

Beth: Fabulous. KiKi, thank you so much. It’s always great to talk to you and I look forward to 

seeing you in person next time. 

KiKi: Yes, thank you.


