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

with my guest Sean King. Sean is the director of marketing for Youth Education in the Arts, 

and Sean and I met a couple months ago, back at the beginning of summer when the 92 Y 

had their GivingTuesday kickoff event, and so thanks for joining me today, Sean.

Sean: Thanks, Beth, for having me. I’m looking forward to chatting a little bit about 

GivingTuesday.

Beth: So despite the fact that Sean and I met only a couple of months ago, we have met in 

person since then and have talked on the phone many, many times about all of the different 

things that we have in common and are interested in, and Sean has done some amazing 

things for different specialized communities in marketing communications and specifically 

some really interesting community building collaborative work around GivingTuesday. So 

today we’re going to talk a little bit about the work that he’s done, the success that he’s had 

and some terrific ideas he has for you in both how to execute on GivingTuesday, but also 

how to think about GivingTuesday. So Sean, why don’t you start us off by telling us a little bit 

about how you wandered into this world.

Sean: Sure. Actually my position at Youth Education in the Arts or YEA as we call ourselves or 

“yeah.”

Beth: Yeah! That’s wonderful!

Sean: Exactly. Always being positive and upbeat. I’ve actually been in this position for 

about ten years. Prior to that I was a, I ran my own advertising marketing firm and kind of 

specializing in small businesses and nonprofit organizations and YEA became a partner of 

mine, a client of mine probably about 15 years ago when they were based in North Jersey 

outside of NYC. They moved my home town in Allentown, PA, in 2004 and times were right 
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and things felt really good to be able to get involved working with a nonprofit agency that 

basically uses music and dance to teach life lessons to young people, so there’s never a dull 

moment, I’ll tell you that. We run about 170 events across the country. We work with about 

70,000 students, but our work in GivingTuesday kind of just came about over the past three 

years since the introduction of the movement and last year was our first time to take a shot 

at working with some of the other arts organizations in the Allentown area and gave us some 

lessons that we learned, both good and bad, and I’m eager to share them with our listeners 

here today. 

Beth: That’s fabulous. It’s always so interesting. You’ve been out on your own, you’ve worked 

with this organization and others. In the work that you’re doing right now, you’re involved with 

students and constituents and all different people. What does the word participation mean in 

your organization? What type of involvement do you count and what matters to you?

Sean: That’s a really interesting question. When we look at it as a nonprofit organization, we 

look at it, I guess the bottom line, the mission of the organization and being a very mission 

driven organization, it’s to support the development of young people into magnificent human 

beings. That’s our goal. That’s what we want to do so really what we’re doing on a day to 

day basis is measuring how many students that we directly or indirectly affect. Because 

we’re not necessarily, we’re partially a service organization and we’re partially an education 

organization. A lot of people confuse us because arts is in our name that we’re solely a 

strictly arts organization and that’s not necessarily the case. We function more along the 

lines of what the Boys and Girls Clubs do, what stick and ball sports do for young people 

and giving them things to work on and to develop and to develop their teamwork skills, 

hard work, perseverance, determination and those kinds of things. When you learn them at 

10, 12, 14 years old, they’re going to be with you for the rest of your life, and we’re lucky to 

work with young inner city dancers who are 6, 7, 8 years old and we also on the upper end 

of our continuum, we’re dealing with 20-, 21-, 22-year-old college students who are going 

to become music educators and do great things in their lives. We have this very wide spanse 

of people that we’re working with so when we’re talking about measurements, at the end of 

the year it’s how many lives were we able to connect with and be able to impact, but that’s 

not to say the business side of it isn’t measured by number of clicks, number of Facebook 

likes, number of donations, number of donors. We did switch over a few years ago instead of 



counting, we obviously do our budget based on budget metrics, but when we’re running a 

campaign and we’re running GivingTuesday, we’re more interested in the number of donors 

rather than the amount. We feel we know our constituency pretty well, we know how that’s 

going to flash out so if we hit the right number, the money will follow and usually more times 

than not the money exceeds where we think we were going to be. 

Beth: That’s exactly the point I think we want to talk about today is that so much of the 

conversation around GivingTuesday has talked about how much money has been raised, 

which is an important thing. I don’t ever want to discount like raising money. It’s really, really 

important, but you know now that it’s a couple years in, one of the questions that Sean and 

I have been exploring is are there other things to talk about? Are there other buttons that 

GivingTuesday can push for people and you’ve definitely seen some of that with thinking of it 

in a way to grow an audience as opposed to just grow a dollar amount.

Sean: Exactly. If I can give a little background as to how the arts organizations in Allentown 

came together last year. If you’re not familiar with what’s happening, we’re in Allentown, which 

people are not, but it’s a great success story. There’s about a billion dollars, with a “b,” of 

redevelopment going on around the city and it’s been wonderful. We’ve added a 10,000 seat 

arena. We’ve added two high rise office buildings. There’s roughly 4,000 people employed 

in downtown Allentown who weren’t here a year or 18 months ago so it’s a real success story 

in what’s happening in redeveloping a down trod city. It comes together at the same time 

as the economy is clearly on an uptick. There’s a lot of good things going on, but we were 

kind of all brought together under the auspices of how the arts can fit into the revitalization 

of Allentown and from that one meeting we began a series of meetings as the seven main 

arts organizations, kind of representing everything form the arts museum to the symphony 

association and symphony orchestra to the school of arts. There’s a community music school. 

There’s another museum. There’s live theater and then of course there’s our organization so 

the seven of us kind of came together last summer and started talking about the opportunity 

for GivingTuesday. I feel a lot of people, especially in the fundraising side of things, it’s 

becoming more in everyone’s vernacular and they’re becoming more familiar with what Giving 

Tuesday is, but it’s still for a lot of organizations, it’s something that an executive director 

reads about and pushes off to somebody else and says “here, we should do this,” and that 

was kind of where the seven organizations were. Some knew about it and some didn’t. A few 



of us had thought maybe we should do something on our own and then we kind of pulled it 

all together and said “What if the seven of us came together and used this as a rallying point 

for the arts in Allentown?” and not only be able to tell our story, but also to be able to tell the 

story of GivingTuesday and it was kind of, I don’t want to say it was a competitive discussion, 

but it was definitely a strategic move to be able to put ourselves together and put our plan in 

place, get it out there into the space before everyone else did and it could work for anyone 

if you were banding groups together in a collaborative way to be able to have your group 

of organizations kind of territory of GivingTuesday so we did that knowing that the national 

and the 92 Y and other celebrities, there’s a whole movement afoot as to what’s going on 

with GivingTuesday. Our plan was that if somebody was thinking about GivingTuesday in 

Allentown, they were thinking about the arts. 

Beth: So let me ask you. I want you to get into talking about specifically what you ended up 

deciding to do, but I think that this whole concept of the group of you coming together is 

important for me to ask about because this idea of collaboration keeps coming up in all the 

conversations that I’m having and the fact that you’re all arts organizations in the Allentown 

area. On the surface, that could look like you would not be competing as a group against 

others, but you might actually be competing against each other for donor dollars and for all 

that stuff. Did you guys have a previous collaborative collegial let’s get together for drinks 

kind of relationship? How did that initial let’s come together even begin? How did this 

conversation even start?

Sean: Well, actually before, I would say before 2014, it didn’t happen. There have been some 

changes in leadership and some of the organizations, which has created a new environment, 

but I think the most important or the most telling tale of what came out of this was really 

having everyone look at the redevelopment that was happening and that was really the 

impetus to get everybody together and start talking because there was a distinct feeling 

of if we did cooperate or if the arts didn’t speak up, at some point in the future they would 

be left behind because there’s a lot of development going on. There’s a lot of new business 

coming in. There’s a lot of new feet on the street. There’s a lot of new people coming in and 

you want to be able to take advantage of that and so really we had come together actually 

as a celebration of the arena, which everybody said we had to have the arts as part of this, 

so they brought everybody together and we started talking about it and once we found that 



there wasn’t going to be a real head to head battle between everybody and the personalities 

seemed to mesh, it was a lot easier to start having a conversation. I do remember when 

bringing GivingTuesday to the group, you know, kind of holding my breath as I waded in to 

what this was going to mean to everyone, but again and I think this is probably one of the 

major takeaways of where I think GivingTuesday is going and it’s something we may talk about 

a little bit later in this conversation and that is it’s not necessarily about taking money from 

your current donors and soliciting those donors and making the appeal to those supporters. 

They are already getting the information from you. They are already hopefully finding you 

on Facebook and following you and getting the e-news letter and your development officer 

and staff and team or if it’s just a development person or if it’s just a one man show, you 

know, you’re already talking to the people who are most likely to support you through your 

annual fund or your annual campaign or your holiday appeal for the fourth quarter, where 

GivingTuesday kind of slides in. At least for us, speaking for the group of seven, it’s the 

kickoff, especially this year because it’s December 1 and the kickoff to that holiday appeal 

and it’s the kickoff to what’s probably the end of your annual campaign or that last nudge 

that you need to be able to get started on things, so what we’ve been looking at and I think 

from my experience in speaking to the people at 92 Y and you know it’s kind of opened up, 

I’m actually consulting with some folks in California about a community-wide GivingTuesday 

movement that they’re putting together. The feeling is that we want to draw attention to this 

GivingTuesday and bring new people, get new people involved who have never donated 

before, but may be inclined to donate $10 because they saw it being talked about on the 

Today Show or they read about it in the newspaper or they saw it on Facebook and a friend 

shared it with them and you know what we want to be able to do is have that first time donor 

to be introduced to the organization through GivingTuesday, but then it’s really up to our 

team and the development team at every organization to be able to follow up on that single 

initial donation and turn that into hopefully a lifetime supporter. 

Beth: So some of what you’re saying is that through the media people are becoming more 

aware of this and if that media message, oh, hey, there’s this thing, is followed up with the 

organizations that they’re familiar with presenting opportunities that you’re seeing some 

synergy coming out of that. 



Sean: Exactly, and you know, most of us, most everybody who is in a small- to medium-sized 

shop are going to be out there trying to do their best to capture a little piece of the wave 

and from my very earliest, one of my earliest clients that I ever worked with was actually 

a collaboration between competitive businesses that didn’t compete geographically so it 

worked for them to kind of come together and over 20 years now I’ve seen that there’s more, 

you can get more accomplished. There’s the old axiom that you can go farther together 

than you can by yourself and it’s one of those things where I think organization should take 

a look at if they can ban together, whether it is geographically, which is how we kind of 

came together here in Allentown or we kind of checked two boxes off. It was “arts” and 

“Allentown,” so we had two things working in our favor, but it really if you’re in a one-person 

shop, what you can do to be able to tag the GivingTuesday thing onto what you’re talking 

about so that someone who would be inclined to support you and to make a donation is 

seeing all of this other stuff and then when they connect back to you, it really is riding a brand 

wave and I know you’ve done a lot of work and a lot of research and your passion is branding 

and all that thing and I really think that’s where GivingTuesday is. It’s becoming a huge brand 

within the nonprofit and really within the fundraising world, but that’s not to say you just 

put the logo on your website and people are going to donate. You have to work outside 

the box. You have to go outside of the normal for that one day, for that 24-hour period and 

what we’ve done is we’ve created it as there’s GivingTuesday, but we’ve followed up with 

ThankYouThursday. So that’s another tip for other people to go out and once you collect all 

the money and you sort through everything and you have everything, that’s what you do on 

Wednesday and then on Thursday you can take the time to hopefully personally reach out to 

folks. 

Beth: So do you think that, you know in the work that you did and probably that you might 

be seeing in other organizations with the group of you coming together and trying to have an 

impact in the civic decisions, the civic direction of the region, you were able to basically take 

up you know more of the room than if one of you had just said “Hey, we’re trying to help kids 

get into college to do music,” and they would have said “That’s nice, dear,” but when all of 

the arts-related groups in a region are basically coming together like a unified front, shall we 

say, and they’re saying we’re all on board with this, the power that you can wield with making 

a change and having impact and getting your foot in the door. Did you see that that made a 

difference?



Sean: Well, unfortunately we didn’t have a benchmark to go off of, but in terms of what it did 

and again I think another takeaway to all of this is GivingTuesday is as much a public relations 

campaign as it is a fundraising campaign and I think it’s as much to build excitement about 

your organization and about the opportunity that people have to support your organization 

as it is about how many dollars or how many cents we raised and there’s a lot of companies 

that are kind of jumping on the bandwagon and saying “Hey, we have the answer to your 

GivingTuesday problems,” and I like the work that you’re doing because you’re kind of 

getting out there and saying there’s a really interesting and creative way to do this. I find that 

having some of the easy answers are a lot better than what I see some companies putting out 

there where it’s a tremendous investment and I don’t know if you’re going to get that return 

on investment and I don’t want to have a lot of people having a negative experience with 

GivingTuesday because you have to look at it holistically and I think that’s what’s so interesting 

about our conversation today and the ones that we had before leading up to this podcast 

that there are different ways to make GivingTuesday work for you and opening people’s eyes 

to that possibility, I think that’s terrific and kind of looping back around to what your question 

was, I felt we were playing with house money a little bit because we’re the largest of the 

seven organizations budget wise, but we’re the smallest in terms of footprint in Allentown. So 

what we were trying to do was use our collective resources, we have an in-house IT person. 

We have an in-house development director. We have two marketing people so we were able 

to say “Hey, let us carry the ball on this. We just want you to be able to benefit from the work 

here. Give us your names,” because we knew that the name branding and this came up in the 

first conversation that the art museum has been around for 80 years. The symphony has been 

around for 100 years. We’ve been downtown over 10 so we paid our dues by being able to 

put in the sweat equity of being able to build up the site, create the back office operations 

that had to happen for the donations to come in, to be properly accounted for, to be 

disbursed out to the organizations so I think what it allowed YEA to do is improve our visibility 

at the same time as provide, YEA provide a service to other organizations and that might be 

something that people are listening here today may be thinking about is how can you break 

up the process so that it makes sense that maybe one team has got to handle public relations 

and another team has got to handle the website and another team is going to handle social 

media and you can probably split up social media between different pieces, but it’s really 

exciting when you’re working together as a team because you’re just tapping into all this extra 



energy. You’re able to spread your word to people you wouldn’t normally speak to and vice 

versa so there’s just, I don’t think you can really sit and count that you’re going to lose a donor 

and if you do, I’m not sure that relationship was strong to start with. 

Beth: Exactly, and it’s funny. Like Marley Hahncoop that I had back on episode 64 talked 

about the program they did back in Illinois for GivingTuesday and she said the same thing. 

They brought all these different people together and then they divided up the tasks into 

different groups, so that’s really got to make it so much easier to do these kinds of things.

Sean: Yeah, and what’s a little different with this too is it’s just one day and it’s a tremendous 

amount and I think you need to be able to look at it as what are the ripples from this effect 

when the pennies dropped in or the pebbles dropped into the pond. What are the ripple 

effects that come out from GivingTuesday, especially as the celebrations tend to, I don’t know 

where we are on the growth chart of this. I don’t know if we’re still skyrocketing. I don’t know 

when it’s going to level off. I don’t know when. There’s GivingTuesday fatigue if you will.

Beth: Yeah, that’s funny. I mean I wanted to ask you about that because some things that 

I’m starting to hear and I’m starting to see on different blog posts is “Is GivingTuesday 

over? Are people sick of it?” or people have reported a little bit that if you’re a donor to an 

organization, you may be the kind of person that donates to a number of organizations so 

around that time of year, you could end up getting inundated with every organization going 

“Give to us on GivingTuesday.” It’s like the one day you don’t even want to go on the internet 

anymore so people are starting to say some stuff like that, which I think makes it especially 

interesting for your concept of where the opportunities potentially lay on GivingTuesday is 

don’t go after all the people that you know already. How can you use it to find new people? 

What did you guys do?

Sean: We did use our regular channels and I’ve had some experience in some of this online 

fundraising before. Our organization was involved in the campaign 2011 or so and we were 

one of the top five finalists. We wound up with about a I think it was a $250,000 prize, which 

was great, but it was all Facebook-like-based, but what we learned with going up with the 

competition is you had to have a lot of people liking you on Facebook, but we did everything 



possible as you would look at any type of public relations you know announcement. You 

almost need to think of GivingTuesday or in this case GivingTuesday as a new product launch 

and what we did was we went out to the business community and we said “We don’t want 

your money, but we want your connections. We want the connection to your employees.” 

There’s a downtown organization that has 4,000 employees worldwide. Would you mind 

saying that we’re in your hometown of the home office. Would you mind putting something 

out there for people to make a donation to us, not necessarily endorsing because that’s a 

whole other issue and you have other challenges, but as a matter of fact because as people 

normally inquisitively will click on things just to find out what’s going on and we found a 

certain number of click throughs that came through that way. We also went to the local 

restaurants, 4-5 restaurants that were relatively new and had just opened as part of the 

revitalization and we asked if we could put table tents on their tables for a weekend. So it 

leads up to Tuesday so for Friday, Saturday, Sunday, Monday and Tuesday, they had table 

tents that explained what we were trying to do and a text to give number. We kind of went 

a little bit different in the different channels that we could go after. Our big, which would 

probably have put us on CNN or somewhere, but it didn’t work out the way that we had 

planned. We actually serendipity had fallen into our hands and then just as quickly as it fell 

in, it went away, there was a Cher concert scheduled for the arena and it was near sellout of 

about 9,000 people so we actually had people lined up and ready to go. They were going to 

be on street corners handing out cards, handing out stickers and buttons, GivingTuesday, give 

to the arts, support the arts, ready to go and then she canceled her concert five days before, 

but that was another case of we weren’t going to be able to get people to make online 

donations right there, but we thought if we could put cards into their hands or give them 

an easy text to give number or text art to 69694 and $10 would automatically go to the arts 

in Allentown. It became very simple for people to want to be able to engage, so while that 

didn’t work out because of the concert, it did work out because we did collect another 30-40 

donors that just wound up doing the text to give. Again, not big numbers, but at the end of 

the day, it was all found money and for the most part it was money from people who hadn’t 

donated before. 

Beth: Hopefully somebody good is coming in this year.



Sean: Actually two days early for Cirque Du Soleil and Cirque is here the 3rd, 4th, 5th and 6th 

so I’m trying how to make it a Giving Thursday, Friday, Saturday.

Beth: Yeah, which kind of brings the idea like some of the things that you’re talking about, it 

seems like if there was no GivingTuesday you all would have just gone about your business 

and done your individual giving campaigns and not brainstorm together and maybe not have 

been, I hate to say not brave enough, but you know what I mean. Not think outside the box or 

pushed yourself to say “well let’s go to the restaurants and set table tents up” because that’s 

something that the community knows a little about and the arts organizations know about and 

the business community knows a little bit about. There’s still lots of people who have no idea 

what you’re talking about, but it’s getting there and with those three different communities 

kind of being aware of it as a thing, I wonder if it’s making people more willing to say “I’m 

gonna reach out to this business owner to connect their community with us” because it’s 

not like a cold call. It’s not like “Hey, will you give us money.” It’s more like “Hey, you know 

about GivingTuesday. Can we use this activity as a conduit to give you an opportunity to 

talk to your people about something other than yourselves and to give us an opportunity to 

connect directly with an audience that we’d have trouble getting to.” Like without the hook of 

GivingTuesday, I’m not sure that many organizations would kind of not treat that as something 

way out there in left field. What do you think?

Sean: You’re exactly right. The idea of being able to have something to talk about other than 

this is our gala, this is our annual fundraiser, this is what we do and to approach people in a 

different way. Approach them instead of asking for money, you know there’s the famous line 

when a banker sees an artist coming he reaches for his wallet. An arts organization and you 

reach for the wallet. You know when you start to talk to them about how you can collaborate, 

the collaboration goes not only between the organizations, but now you start to build this 

other relationship and here we sit in September. We’re about three months away, less than 

three months away from GivingTuesday this year. Lots of budgets are locked. You know if you 

have a great idea and you want to go out and talk to somebody, they’re probably already, 

have given to you or they have made their commitment so you have to kind of talk to them 

on a different level and then come back in January, February, March and report your results, 

be able to say here’s what we did, these were the doors that we were able to open. With 



your help we were able to bring in “x” amount of new faces and new donors through this 

connection and the business owner may say “Hey, this is worth some sort of involvement 

financially,” or just thanking him for giving you the opportunity, him or her the opportunity to 

work on this project with you without the expectation of writing yet another check. I think I’ll 

go back to riding the brand waves. You know, the GivingTuesday is one of the first times that 

you can kind of open the door and as it gains more an more notoriety, yeah there’s still going 

to be people who don’t know about it, but you’re still going to be able to find more people 

out there that do know about it and say “What is that all about and how is your organization 

participating?” and that opens the door for you to hopefully lay out the background and work 

for your idea or your project. 

Beth: It’s kind of a little like when you can get attached to a celebrity. You know if you have 

some sort of celebrity endorsement, the whole point of that is to be jumping onto something 

or someone that has another audience that they’re going to bring you to because of their 

awareness and their organization and every organization would love, it’s a horrible thing to 

say, but everybody would love to be like “Boy, I sure hope a celebrity gets my issue.” It’s a 

horrible thing to say, but when a celebrity does take note or take interest in your issue it can 

be a wonderful boost as long as everything is good with that celebrity.

Sean: Well, that’s precisely the philosophy here. GivingTuesday is the celebrity. Just as a side 

note, we did go to Cher’s people to see whether or not she would endorse us doing this, 

but as everyone knows, celebrities have their own charities, and they tend to be very loyal 

to them and even the mention of supporting the arts in Allentown, even though they were 

very much in favor of it, and that’s a tough road to climb where I think there’s no ownership to 

GivingTuesday, I think we all own it.

Beth: There’s such a great attitude around it. If people, sometimes people say “What’s the 

point of getting involved? It’s a lot of work and all this stuff to get what’s maybe you know 

some new people and some $10 donations.” Some people say things like “It’s not like people 

are giving big gifts on GivingTuesday.” Are people giving big gifts and if they’re not, what are 

you seeing is the benefit to going out there and making all this effort for $10 gifts?



Sean: Well, again it’s those ripples from the pebbles in the pond. You don’t know who you’re 

going to reach. It’s another opportunity for you to stand out and tell your story and have 

people hopefully come to you. It’s not easy. I mean you have to be creative. The fact that it’s, 

and maybe people have done this. Maybe there’s a 24-hour clock somewhere that people 

who are up for 24 hours raising money as a telethon or something like that, the GivingTuesday 

telethon, but you know, I think any time you have an opportunity as a nonprofit organization 

whether you’re the arts or something else, whatever the cause, humanity or health care. You 

have a need, you have a desire to be able to stand out and tell your story and this is one 

of those cases. Do I expect people to go on four hour, not four hour. Four day sabbatical 

journeys to figure out what they’re going to do on GivingTuesday. The ROI isn’t there. I’ll 

tell you that right now, but to not participate in it, I think you’re missing an opportunity and 

I carry the banner for this. An interesting question that you may have asked me would be 

would the organizations have collaborated on a fundraiser if it wasn’t for GivingTuesday and 

I think GivingTuesday paved the way for it. I don’t know if without that first push, you know 

it’s something that everyone could relate to, would the environment for collaboration for a 

fundraiser have been as well-received between the 6-7 groups. I’ll go back to if you’re in 

the middle of your annual campaign and you kind of kick it off in the fall and you’re moving 

through, I think this is like a little one day bonus pill that you kind of take a little added 

adrenaline for your staff. I think it’s a motivator. I think it’s something to keep people engaged. 

I think if you’re kicking off a second phase, it’s a good way to do that and tie your message 

into it because it’s fleeting. It goes away and you can do a little bit of ramp up. You can say 

Thursday, Friday, Saturday leading up to it kind of capitalize on what it’s really all about, it’s 

capitalizing on the traffic of Cyber Monday. If you’re out there far enough you’re going to be 

able to capture some of those eyeballs to come over and tell your story. Are you going to 

walk away with $100,000 donor on this particular day? I don’t think so. God bless you if you 

do. I think the key in all of this is as we all know is getting the first donor in the door and then 

what do we have in place to move him up that ladder so that maybe they become a $100 

donor, but they also volunteer and they also buy tickets to the gala and they also do and so 

all of those things and that’s where the development department needs to step up. I think 

going in thinking, I guess a way of looking at it is is it worth putting in the added extra time 

and extra creativity and a little bit of workload not spending a tremendous amount of resource 

to have 100 new people walk in your door and learn about you. What is that? I think every 



organization has to answer that for themselves, whether it’s 100 or 200 or 500 and if it only 

matters that you get 500 new people in the door, this might not be the right project for you, 

but I think you’ve got to start somewhere and we’re still three years into this. There’s still a lot 

of time for this to grow.

Beth: I think the point you’re making is really such a critical point to make at this three 

years into it stage. It’s all still so new that there’s still a lot of our conversation happening 

around “Well, what’s your campaign theme?” and “What are you doing?” and “What are 

you putting out?” and “Are you emailing?” “Are you putting it on social?” “Are you putting 

it on your website?” Like all of that front-end, how do we attract the dollars, and I mean I 

think one of the most valuable things I’m getting out of our conversation today is that that 

day is the tipping point and that we need to start paying attention to what do we do on 

ThankfulThursday. What do we do a week later? Do you take those people and do they 

get your end of year giving campaign and what’s your response cycle that happens the day 

after GivingTuesday so it’s not just about like we can collect a whole bunch of people and 

maybe some money to add to the statistics of GivingTuesday or just get this random boost 

in our coffers, which is great, but if you’re going to put any effort towards something like 

this, list building is an incredibly valuable effort in and of itself because what you do for that 

couple of day cycle if you can get 10, 100, 500, 1,000 new people onto your list, then you’ve 

got countless opportunities to communicate with them and turn them into donors or turn 

them into bigger donors, but only if you have a plan, a stewardship plan, a plan to move 

people along a cycle. I think this is a really good point about how do you create that path to 

sustainability?

Sean: Right, right and that’s what it’s all about. You go back to a year ago and the ice bucket 

challenge. I think everybody is looking for the next ice bucket challenge and that’s lightning 

in a bottle, and you know every executive director, every CEO wants that same thing. How do 

we do that? How are we going to make $100 million when we only made $10 million last year 

and those are really hard to find. GivingTuesday isn’t that bad especially when it is essentially 

for every nonprofit in the world to participate in and I think that’s one of the interesting weird 

pieces that has come out of this is that GivingTuesday is an offshoot of Thanksgiving and 

here we have countries around the world that are now participating in this, and they don’t 



celebrate Thanksgiving, so it really has become an international phenomenon, but when it 

gets right down to it, the hard work, the hard labor isn’t necessarily what you put into it on 

GivingTuesday. It’s following up and if you get, depending on the size of your organization, 

even at our organization size, if we picked up 25 quality donors that a year from now I could 

look back and say “we’ve matriculated them through from they gave a $10 donation and now 

they’re coming to the golf tournament and they’re a sustaining member of our organization,” 

that’s a success as far as I’m concerned. 

Beth: Absolutely, and I think some of the things you’re saying is potentially find someone to 

collaborate with to share the work load and to help create a bigger impact and then make 

sure that you have a communications plan that extends beyond the day and continues to go 

on and to have some understanding of why you’re doing it and what is your goal. Is your goal 

to raise money that day? Is your goal to raise new donors that you’ll have a plan for them 

to increase their donorship or is your plan to raise new friends that you can then back end 

begin to make notice. All of these are good ideas, but if you have no idea why you’re doing 

it, the potential for feeling like you spent all this time and effort and are frustrated and maybe 

derailed some time that should have gone into your annual program, that’s real. 

Sean: Again, you have to weigh it and if it doesn’t work for you, it doesn’t work and if you’re a 

small shop and you’ve got to make your number and you’re behind and GivingTuesday is 33rd 

on your list, well take it off the list so it’s one less thing to worry about, but if you are looking 

for a little bit more incentive with a little bit of a motivator, a little bit of things that get people 

rallying behind you, maybe programming people, there’s all different ways of getting people 

excited about this so it doesn’t have to live in just marketing and development, but across 

the museum, across the theater. Again I’m living in the art space, but you know, everything 

else that’s going on. It’s a really great time period. I think it works, but if it doesn’t work 

for your calendar, it doesn’t work for your schedule, take a pass on it. Don’t jeopardize the 

organization for GivingTuesday.

Beth: OK. So if somebody, their annual campaign is actually running smoothly, that’s actually 

going fine and they are looking for that boost, what would be one thing that you would 

suggest to somebody to be in place to get started with GivingTuesday if they haven’t jumped 



in yet or if they have been doing it, but haven’t really gotten what they wanted out of it?

Sean: I think the number one thing is to sit down with a blank sheet of paper or a blank 

calendar and look at what you could do. What is within your realm of your possibilities? Is it 

getting out in the community in some way, shape or form? Is it a contact that you have either 

online through a blog or local media to be able to say if you got behind us on this, this is a 

real interesting story idea. Doing it now in September is probably a good idea. You’re not 

going to get a lot of bites on it right now unless you have really close relationships, but I wold 

say think outside of the box and again you’re going to drive everybody hopefully to your 

website or your Facebook page. Pick one channel and then figure out all the different ways 

that you can to push people to that channel. I think that’s probably what led to the success 

that we had. 

Beth: I love that. I think you’re absolutely right. If you have this idea that you always 

wanted to try, GivingTuesday might not be a bad thing to test it out on and use it as a little 

experiment because it’s one day. It’s a way to test something that maybe you’d love to 

implement more deeply into your fundraising plan, but it’s too risky so try it on GivingTuesday. 

See how it works and then iterate from there. 

Sean: Yeah, and we talked a little bit earlier today prior to our call about Seth Goddin used his 

fail fast. You have one day. Put a little bit of time into it. Put as much energy as you can into 

it. Don’t go on a bender to try to figure out the secrets to GivingTuesday, but try something 

and see if it works. Figure out what your metric is by how that’s going to work. Whether that’s 

mentions, whether that’s a story, whether that’s something that appears in the local media, 

whether it’s number of donors, whether it’s the amount that you receive. Whatever that metric 

is and then try it. Look at it on Wednesday the 2nd and go “Hey, we didn’t do so badly,” or 

“Hey that didn’t really work at all,” and go back and re-engineer it for the future, but don’t sit 

on the sidelines and just let it go by. 

Beth: So, Sean, this was fabulous. I think people learned a lot and hopefully got some good 

ideas about different things they can do and maybe different ways they can look at the 

opportunities that are available with GivingTuesday. If people want to know more about what 



you did, we didn’t get into too many of the details exactly where you marketed, what you did 

to communicate. If people are curious about that, where can they get in touch with you?

Sean: Sure. They can reach me a couple different places. Directly my email address is SKing.

aspire@gmail.com or they can visit me at ArtsMarketingBlog.com, and actually if you just go 

on there and search for GivingTuesday, I wrote a series of blog posts for Kivi Leroux Miller 

after all of this last year and I posted them on my site. They’re also on her site as well. So 

that’s kind of seven, I think seven takeaways from GivingTuesday that we came up with. Happy 

to help in any way, shape or form and I look forward to trying some new things failing fast. 

Hopefully not too much failure, but making some things happen here this year and hopefully 

reporting back and letting everybody learn from what we’re doing again next year. 

Beth: Excellent. Thank you so much for sharing your ideas with me and the whole nonprofit 

community. It was wonderful having you. Thank you so much.

Sean: Thank you, Beth. 










