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

with Tony Martignetti, who is the host of Tony Martignetti Nonprofit Radio. Thank you so 

much for joining me today, Tony.

Tony: It’s my pleasure, Beth. Thank you for having me.

Beth: I am thrilled. I don’t know if you remember, but we actually met on the steps outside of 

a restaurant at NTEN I think last year or the year before.

Tony: Yeah, at NTEN. I do remember. I was coming out of a party. I think it was the Chronicle 

of Philanthropy party.

Beth: Yes, that’s exactly where we met.

Tony: I remember and you said some very nice things about Nonprofit Radio. I remember.

Beth: Well, it was just my big master plan to lure you into this.

Tony: Back then, had you started your own show yet? You had, right?

Beth: No, I hadn’t started yet. That was about two months before we started. 

Tony: You told me you were planning it.

Beth: Exactly. I was planning and I was recording, but we hadn’t yet launched. Look at what 

happens when you do that. You get to talk to really cool people.

Tony: Oh, thanks. Congratulations! I’m glad you’re on the airwaves.
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Beth: Thank you. I thought this was such a great opportunity. There are so few of us that are 

actually doing this type of content and you’re the master. You’ve been doing it for such a long 

time so I wanted to get you on today so you could talk about the things that you have learned 

through four and a half years of talking to nonprofits and consultants and the difference 

people that live in, work in and feed this industry. I bet you have a lot of insights and take-

aways and you’re not usually the one that gets interviewed, so I thought it would be a great 

time to do that.

Tony: Cool. I’m glad to do it and there are a lot of things that sort of themes that come 

through in four and a half years, like 225 shows so far.

Beth: That’s incredible.

Tony: It’s definitely, there’s a good amount to talk about.

Beth: Let’s start a little bit by talking about how you wandered into this world of nonprofits 

and came to radio as your medium for work in communications.

Tony: Well I got into nonprofits because I hated practicing law. That’s very simple. I did it for 

two years. You can consider it two very long years really here in NYC and it just did not suit 

my personality at all. I got out of that and sort of re-engineered myself into planned giving, 

fundraising and that was in 1997 and after doing that for about six years, I started consulting 

in planned giving and I still do that, but I wanted to do something more than just that narrow 

niche of planned giving fundraising for nonprofits and there’s another narrow niche that I’m in, 

another part of my practice is charity rich consulting. That’s getting charities into compliance 

with state laws in each state where they solicit donations.

Beth: That’s important.

Tony: Again, it’s like planned giving. It’s a narrow niche and I wanted to do more than those 

two things for nonprofits, and you have to pay me to do those things for you. I wanted to 

give back in some way and I always wanted to produce media for nonprofits. Even going back 

to high school I was producing media. I used to have a talk show in high school called Sport 

Spot and it played in the cafeteria on big old TV sets.



Beth: So you actually had some credentials in this world.

Tony: In high school. It’s not like I had a graduate degree in broadcast journalism. That was 

high school. I have a lot of interest, but not formal training, but you know what? I like to talk 

to people, and I like to pick the brains of people because I’m not so smart myself, so I learned 

from leaders and consultants and authors and people like that who I have on the show. I 

wanted to give back and produce some kind of media, and four and a half years ago a friend 

bought the internet radio domain where I’m hosted, Talking Alternative, and he was looking 

for shows and I thought this was my opportunity, so I pitched my show idea and now people 

listen in iTunes. We have about 10,000 a week, the vast majority are on iTunes or Stitcher or 

some other platforms that we’re on and then 15-20 people listen live each week. 

Beth: How did you come up to choosing the theme and the focus for your show?

Tony: Well, I wanted to be broader. Again and just planned giving and charity registration 

compliance work and I think about the things that nonprofits, small and midsized nonprofits, 

that’s who I produce the show for, and I don’t put any budget numbers on that or annual 

revenue or number of employees. I let people decide for themselves if the show is for them, 

but I’m producing it for small and midsized nonprofits each week, that’s who I have in mind 

as I’m planning guests, as I’m thinking about the show and producing it generally. Small and 

midsized shops struggle with lots of things, marketing, communications, social media, board 

management, board recruitment and retention and training, other volunteer management, all 

the fundraising topics way beyond just planned giving. All areas of fundraising and events, 

legal compliance and prospect research. Those are all the topics and there’s more that I’ve 

had guests on talking about. Branding and identity, accounting topics, using your 990 as a 

marketing tool. All these things I think small and midsized shops struggle with and so I look 

for smart people in lots of different areas that are well-versed and highly experienced in 

working with nonprofits and that’s who I bring on as guests and I pick their brains.

Beth: Does every single episode, the ones I listen to all typically have two guests on them. 

Tony: That’s typical, yeah. Sometimes I’ll do a full hour with a guest. If they’ve written a book 

recently, I like to get them on for the full hour and there’s some other exceptions, but basically 



it’s two guests. One per half-hour of the show. 

Beth: That basically means that you talk to about 400 people at least over the last four years.

Tony: More because I go to conferences. I love going to conferences and interviewing 

speakers at the conferences.

Beth: I’ve heard some of those shows. They’re great.

Tony: Okay, thank you, thank you. There’s a bunch of those videos on YouTube. The YouTube 

channel is RealTonyMartignetti, and there’s a lot of conference videos on YouTube, but then 

I’ll use the audio on my show and a lot of those panels are 3-4 people sometimes, but lots of 

twos and lots of threes, so I’m sure I’ve interviewed over 500 people.

Beth: That’s a lot, that’s a lot of people’s thoughts, a lot of people’s impressions. This is such 

a great opportunity to talk about the topic of are there any trends and themes after 500 or 

more interviews that you’re seeing have come out of all of these interesting conversations that 

you’ve had over the years?

Tony: I certainly hope so otherwise that’s the end of our conversation and that’s what we’re 

here to talk about. Yes, definitely there are, like I said earlier, there are definitely themes. You 

want me to go into it?

Beth: Yeah, sure. Jump into it.

Tony: I think the most important thing I’ve heard is “your board must fundraise.” You have 

to have a fundraising board, a board that is active and willing to be active in activating their 

own networks for fundraising, certainly making their own gifts, the board members making 

gifts to the organization and there’s an open question whether everyone should be giving at 

the same level or it’s based on your means. I can’t say that there’s a clear decision or trend 

that I’ve heard from guests on that narrow subject of whether it should be fixed for everybody 

or based on means, but that there should be 100 percent board participation and that board 

members should be willing to host events either in their home, their office or even in your 

office. It doesn’t matter where, but that they are willing to host, activate their own network, 



invite them to the organization, look at who they know that maybe on boards of foundations 

you are considering soliciting. Do they have contacts, either themselves or indirectly with 

companies and corporate foundations that you’re thinking of soliciting or companies directly 

that you may be soliciting maybe for a volunteer program or a sponsorship. Your board has 

to be active in fundraising otherwise you’ll struggle, and it will be very hard to scale the 

organization up.

Beth: Do your guests give any input or thoughts on ways to get them to that point? Is it more 

about choosing the right board members in the first place or is it a training process?

Tony: It’s really both. The expectations have to be set at the recruitment phase. It should be 

very, very clear what the expectations  are. It’s pretty universal that the expectations should 

be in writing, and then I’d say it’s split whether that document should be signed by the board 

member, whether you want to go to that level of formality. Maybe. There are some people 

who think that you should and others who say not , but definitely the expectation should be 

in writing before the board member is offered the opportunity, not at their first board meeting 

after they’ve been appointed, but in the recruitment process before that so that everybody 

understands. Here’s what’s expected and if this doesn’t work for you we still love you, but... 

Beth: You’re not a good fit.

Tony: Right, not a good fit and also in training. Not only in training, but in the day-to-day, 

month-to-month routine of the board, there should be the culture of fundraising. It should 

come from the leadership of the board, the chair, certainly emphasized by the development 

committee of the board and your committee might just be two-three people, and we’re not 

talking necessarily about big committees and big boards, but the fundraising culture should 

be trickling down from the board leadership, and it should be apparent at all times. You’re 

reporting on board participation, what the new expectations are, what the new fundraising 

initiatives are that we’re looking for board support from, here’s a round of events coming up, 

we’re looking for hosts here on the board, it should just be an active part of board life and a 

regular part of board life.

Beth: I find it interesting that people join boards. I don’t understand why there’s such a 



misconception around what the role would be. It’s a nonprofit. Do you think that people 

don’t understand that nonprofits need to fundraise or that it’s a board role? Why is there such 

confusion around the need or expectation that board members as a reason of being on the 

board are going to be participating and helping with this activity?

Tony: We have to look outside ourselves. We’re inviting people to be on a board who may 

have no nonprofit experience at all, but they love our work otherwise we wouldn’t be inviting 

them to be close insiders to the organization, so they love our mission and work, but they’re 

not acquainted with what nonprofits do. Sure I think everybody has a general sense that 

nonprofits have to raise money, but how it gets done, you could very well be inviting a board 

member to join or inviting a potential board member to join and they not know the details of 

nonprofit charity fundraising so among that constituency of board members, I think it’s very 

likely that they wouldn’t know how the organization fundraises and what their role is in that 

fundraising. I believe the organization has the responsibility to set the expectations and do 

that training even before they become board members. This is what our fundraising looks 

like and this is how we expect board members to participate. I don’t think it’s fair to expect 

people to come to the board meeting knowing that and then on the organizations side, I hear 

a lot about unwillingness, and that I see in my own plan giving consulting practice.

Beth: Unwillingness of the board members?

Tony: No, unwillingness of the organization to prevail on board members to set expectations 

and then hold them accountable to those expectations. You know, there’s a lot of, not 

shyness.

Beth: Reluctance?

Tony: Yeah, reluctance to ask board members to step up to the expectations that we set at 

the recruitment stage. Before you became a board member we made it clear, but then they let 

them slide a little bit or maybe the expectations weren’t clear, which is the organization’s fault. 

I find that very disappointing and it shouldn’t be that way. These are key volunteers, they are 

insiders of the organization. You invited them and they accepted your invitation. I think they 

expect to be held to a certain standard, and I think we let them down, and we let ourselves 

down when we don’t hold them to that.



Beth: Right. One of the things I always say is that if you want to be treated like a professional 

organization, you have to act like a professional organization, and professionals set up 

standards, communicate the standards and hold people to the standards and when you 

break from that formula, then all of the expectations go out and you’re not going to get 

what you want because you’re not asking for it, but you’re not functioning in a way that 

these business people who are most likely the people that function out there in the world in 

other organizations are expecting you to do. It’s like when everybody stops at the stop sign, 

the four-way stop sign, and then somebody waves you through. It’s like that’s not the rules. 

People expect you to follow the rules and when you do, I think it’s a little easier for them.

Tony: I had a guest who was the CEO of I think the organization is World Giving Year. I could 

be wrong about that, but she said that she considers and she says in her office that nonprofit 

is our tax designation. It’s not our culture, not the way we think. She wants to think like a 

profit-making enterprise.

Beth: Exactly.

Tony: Of course she’s a crossover into social benefiting organizations and the low profit 

limited liability corporations, LC3s, social entrepreneurship and so those sort of crossover 

organizations do. Outside the strict nonprofit charity model, which I think they are doing very, 

very well. They’re really interesting.

Beth: What else have you learned? I just want to make sure that we hit a couple more topics.

Tony: Something else on fundraising that it’s not a solo sport. It’s a team sport and we 

shouldn’t just be looking for a directive development to do fundraising or even just a board, 

but really that fundraising should be throughout the culture of the organization. Everybody 

who has any impact or any contact with people outside the organization, they should have 

and recognize that they have a responsibility around fundraising, always encouraging people 

to give, whether it’s volunteering or coming to events or actually giving money, not that 

they’re strictly soliciting, but that they are encouraging it and saying “We could be a stronger 

organization if we had this and you could help us.” Everybody who has contact with outsiders, 

they all have a responsibility to think about fundraising, which included volunteering. It’s 



not just, the reason I bring this up is because I hear a lot of organizations that hire their first 

director of development and the board and the CEO say that’s it, checkmark it, fundraising is 

done. It’s now her responsibility.

Beth: I can now abdicate that. I completely agree and interestingly enough I’m hearing 

collaboration is absolutely one of the biggest trends that I’m hearing from the conversations 

that I’m having, which are around marketing and communications on the acquisition side and 

also on the fundraising side. It’s been very interesting that most of the conversations that 

I’ve had with people over just the 40 episodes that I’ve done have had that component of 

reaching beyond your four walls and beyond your current team and working even as much 

with competitor and with other organizations and building up peer networks in every possible 

way. It’s interesting that we’re both hearing that same thing.

Tony: Yep, there you go. You’re hearing it in just 40 shows.

Beth: Exactly so that is really interesting to me that in just the short time that I’ve been doing 

it compared to the long time that you have, it says to me that if I’m still here 226 episodes 

from now, I wouldn’t be surprised if that continues to be the theme and it’s always interesting 

to me, especially a founder or somebody that starts an organization. I started my organization 

too and we have a tendency to have a bit of a lone wolf attitude and a competitor attitude 

and to see that so many organizations that are succeeding and growing are taking the “All 

ships rise on the tide, we all need to work together” attitude and that’s where they’re finding 

success, in places that you might not normally look for it, I find is very refreshing.

Tony: That leads me to something else that has been a theme, which is don’t be afraid to 

ask for help. You can’t possibly know everything that you need to know to be successful in 

whatever you’re doing in life and really whether it’s personal or professional. You can’t know 

everything. You can’t do everything. I had a guest, Eric Saperston and actually the video of 

him is on the YouTube channel at RealTonyMartignetti.

Beth: I’ll put a link to that in the show notes.

Tony: OK. He has a really interesting story. He traveled the country in a VW micro-bus and 



invited well known A-list politicians and celebrities to coffee, and he picked their brains. 

He got like 200 interviews or so over the year roughly that he did it. What he came to the 

conclusion of is that the people who achieve are those who are very willing to ask others for 

help. That really rings true and I’ve heard it from people who hire consultants and people who 

are consultants. You just can’t know everything and if you are unwilling to ask for help, then 

you’ll be sitting with just your expertise and that’s probably going to be too narrow to scale.

Beth: I think that’s a really, really good point because it’s shockingly hard to do, and everyone 

I think thinks that to be an expert you need to be an expert in everything or be a leader you 

need to be an expert in everything, but it’s really mostly about figuring out where the gaps 

are and making sure they’re filled and they don’t have to be filled with your own personal 

knowledge.

Tony: And they usually can’t. You can’t fill all the gaps. Homeowners hire landscapers. People 

who have pools hire pool maintainers. We hire people to fix our cars and that’s all on the 

personal side. There’s just too much and you’re doing a disservice to the people who you 

want to be helping, the lives you want to be saving or feeding, the environment, whatever 

animals, whatever cause you’re in, you’re doing them a disservice if the only talents you can 

bring are your own.

Beth: Right, and it’s never been easier to find support in all different ways at all different 

levels at all different price points than it is today with the opportunities of the web and of the 

internet. Both our ability to connect with people and find them, but the marketplaces that 

have risen up on the web for pretty much anything you could possibly want.

Tony: There’s one that comes to mind right away and that is NTEN, the nonprofit technology 

network.

Beth: It’s such an amazing organization.

Tony: You know them?

Beth: Oh, absolutely. That’s where we met. I’m a member.



Tony: Oh right! It was at the NTC conference. Are you going this year in Austin?

Beth: No, I’m actually going to be at the AFP conference just a few weeks after it so I tend to 

alternate, one and then the other one. Anyone that’s listening, I’ll be down at AFP this year 

in Baltimore, the international conference, and then most likely next year I’ll be out at NTC. I 

don’t know where they’re going to be at next year. 

Tony: I don’t know, but if anyone will be at NTC in Austin, Texas, this year March 3, 4 and 5 I’ll 

be there interviewing speakers as I was talking about on the conference floor and picking their 

brains and getting some of the best speakers on the show, but that’s an organization and the 

reason I thought of it is you said at all different price points, they have a lot of very valuable 

content and resources for people who are not members, for free. You can participate in some 

of their webinars, they have communities of practice. I don’t know if you have to be a member 

to be part of the community of practice. I don’t think you do, but it’s just whether I’m right 

on that part, it doesn’t matter. They do a lot for nonprofits that are not members and also 

membership is very cheap and organizational membership is very cheap. You can get a lot of 

people in your organization for a really low price and they’re all about use of technology and 

social media basically, but technically and everything from RFPs to hardware to Wordpress 

and then, of course, all the social media topics, it’s a really valuable organization.

Beth: And it’s a wonderful, wonderful conference.

Tony: It is an excellent conference. I agree. NTC, Nonprofit Technology Conference. They’re 

at NTEN.org and the CEO of NTEN, Amy Sample Ward, is a monthly contributor on my show.

Beth: I was just going to ask you because you have Amy on. What trends have you heard 

from Amy coming out from the world that she focuses on: technology and social and 

communications?

Tony: Really that you should engage seriously, I mean really engage people in the social 

networks, not just use it as a billboard, but talk to people on Twitter and the fact that it’s 

limited to 140 characters is irrelevant.



Beth: Is the best thing about it? Sorry.

Tony: It’s irrelevant because I’ll do 280 and I’ll get you twice. If we’re having a good 

conversation, we may go over to email eventually, but I can do multiple tweets at 140 

characters so some people will say that it’s too short. Just use multiple messages. I’ve found 

lots of very, very good relationships started on Twitter. Lots of people have come on my 

show as guests who I’ve met on Twitter, but even beyond that. Even just beyond the guest 

relationships. It happens to be my favorite.

Beth: Me, too.

Tony: I really like Twitter a lot. It is my favorite. Facebook, we all have to be there. It’s yours, 

too?

Beth: Absolutely. Twitter by far is my favorite.

Tony: It’s so engaging and immediate. I love it, I love it.

Beth: Also, what people don’t get about Twitter is it’s all the content without all of the 

nonsense because if you don’t follow someone, you don’t see people posting about cats and 

sinks and whatever goofiness your friends you feel forced to follow on Facebook. It can truly 

be streamlined down to what you really want to hear if you want. 

Tony: Yes, it can be very targeted. You can be very targeted.

Beth: People are very responsible and Twitter is such a great opportunity. It’s definitely the 

place if you’re looking to meet people and expand your network, that’s where people go who 

want to meet new people and want to connect as opposed to Facebook, which is like this 

closed circle where there is this huge high bar to have somebody let you into their Facebook 

circle. It’s no where near that on Twitter. There’s a ton of people I have met and become 

guests on the show and friends, online friends and in real life friends just from people I 

originally met on Twitter.



Tony: Absolutely right. I agree with you about Facebook. Within the past year it’s gotten 

harder to have your content organically reach friends on Facebook. They have to be really 

engaging with you. They have to be sharing your stuff, not just liking it, but real engaging, 

sharing and commenting otherwise you’re not going to see your stuff organically, but I think 

it’s clear. I’m no prognosticator about the social networks, but I think it’s clear Facebook is 

becoming a pay to play model. You want your content in front of more people, pay, advertise 

or promote posts. I agree with you and a lot of what I hear Amy say as well as other guests 

who talk about social media, but Amy is the one who is on monthly, real engagement like 

you and I are talking about. Talk to people. Don’t use it as a bulletin board. Jump into 

conversations. When somebody asks you a question, be courteous enough to answer it. When 

somebody says “Thank you,” say “You’re welcome.” Tweet that back just the way we would in 

real life.

Beth: Has Amy or any of your other guests talked at all about how these smaller nonprofits 

can continue to manage the volume of it as more people are on social and more social tools 

proliferate and every week there’s the next thing that you have to have? What are people 

saying about the amount of networks, the amount of management? How are people handling 

this or are there any themes of what’s working for people?

Tony: I think it comes down to avoiding shiny object syndrome and thinking about why 

you want to be on a new platform or even one of the well established platforms. What are 

your goals for being there? What is the purpose? Is it just because it’s new? That’s not good 

enough. That’s irrelevant. It’s new to everybody and everybody shouldn’t be on every network. 

Think of your goals and then do you have the resources to maintain it and be the active 

engager that I was just talking about on this platform. Maybe you don’t belong everywhere 

that everybody else is. Maybe you don’t belong on Instagram. Twitter and Facebook, yeah 

they seem like staples, but if you can’t keep up both of them you don’t belong on both. There 

has to be this real engagement. You can’t just be on Facebook and then apologizing for not 

having posted for 2-3 weeks. Every time you post apologizing that it’s been so long. That’s 

not going to work. You’re not going to do well organically, people aren’t going to be drawn 

to your content, people aren’t going to see your content and have it drawn to them or put 

in front of them. That’s really the threshold question. Why? What’s the purpose of us being 



there? What are our goals of being there? Related to that, do we have people who are there? 

Is that a platform that our constituents will be interested in or are interested in? It’s very hard 

to draw people to where you want them to be. You have to go to where they are. The places 

where they are. If the places where they are are the ones you should be considering and then 

the question can I support a presence there.

Beth: I think that the key thing you said there is go to the places where people are and I 

would qualify that, go to places where your people are.

Tony: That’s what I meant. Exactly.

Beth: I know that’s what you meant.

Tony: Your constituents.

Beth: Your constituents, as opposed to, we hear people all the time where we need to grow 

our audience, and then I say who is your audience and they say everyone, which it can’t be. 

No one has enough money in the world to reach everyone because everyone with the same 

generic message, you’re really going to reach no one and most of the organizations that we 

work with don’t have the money to segment at the level that doing all these different things 

is going to make a big difference and unless you really can create a customized message to 

a customized segment in a customized place, you’re better off focusing on where your core 

message is going to reach your core person and so assuming that they’re on Facebook just 

because everyone is generally on Facebook, they may be there, but they also may not be 

there to hear you.

Tony: That’s right, exactly.

Beth: Your people may be on Facebook, but if that’s not where they want to engage with you 

then you’re not going to have success and the amount of work and effort that someone is 

going to have to put in to have success there is going to be exhausting and expensive and it’s 

not going to amount to anything.



Tony: I agree.

Beth: That’s really interesting. What else are you seeing?

Tony: We’re just talking about the online channels, but don’t miss direct mail. If they respond 

to direct mail, US old fashioned paper mail, then do more of that if that’s the way the engage. 

I don’t know what the explanation might be, but maybe they’re an older population. That 

seems to be an obvious example, but whatever the reason is, if they engage well with your 

paper newsletter or your letters that you send, then use that channel. Exploit that channel. 

Same thing with email. It’s an online channel, but its been around for awhile.

Beth: It’s incredibly successful.

Tony: Social networks, we kind of dismiss it, but it still has very high open rates for people 

who know you. I’m not talking about acquisition emails, but for people who know you, it 

does very well. We’re talking about multiple constituencies. The people who you benefit, the 

people whose lives you’re saving as well as volunteers and donors and employees. If they’re 

engaging highly on email then that’s a good platform for you.

Beth: If you see people talking about this at all, one of the things we hear people say all the 

time is we’re cutting out all of our print, our direct mail, our newsletter, and I ask them why. 

Well, it’s too expensive. How big is your print mailing list? It’s 5,000 people. Oh great. You’re 

gonig to be switching to what? Email. How many people do you have on your email list? 400. 

To really make sure that people are thinking this through, what does expensive look like? 

Tony: It costs you in the long run.

Beth: Exactly. Mail has a cost, but you need to look at your profit and not your cost.

Tony: We’re going to drop a channel because it’s expensive. Well, have you polled your 

constituencies to find out where they’d rather be and have you asked them whether they like 

getting US mail from you and what are the engagement rates for your mail through your mail 

channel? If they’re high and people aren’t overwhelmingly saying they’re tired of getting mail 



from you, it’s probably a big mistake to do what you’re describing Beth.

Beth: Right. I would agree. It’s happening everywhere. One of the trends that I’m seeing is 

that a model is dead or dying. Every website, every new tool and technology that launched 

free for use, the band with the free is getting narrower and narrower because, guess what? 

Companies can’t survive without making income either, and if they’re letting you use their 

platform for free, they’re going to get revenue somewhere else and that most likely means 

that they are a company that’s selling your data. That may be fine for you. I know somebody 

that wouldn’t even consider getting into an Uber because of all of the data they track because 

that’s one of their business models. Google, Facebook, these are data companies. If you’re 

using them for free, you’re not the customer, you’re the commodity. There’s going to be costs 

so you need to start building in thinking about what tools you really need to use because a 

lot of them you may be using just because they’ve been free and because they’ve been free, 

it’s been easy to say “Sure, me, too. We’re going to do that as well.” Once there’s a cost 

associated with it, it’s a good time to look at whether there’s a business value associated with 

having this and on the flip side, it’s also good to look at sometimes you need to pay for value 

and to get what you want out of it. 

Tony: You’re right. There’s definitely an inherent cost to the free networks.

Beth: Right and I like to remind organizations that you may be nonprofit, meaning that you 

don’t need to show a profit. You may be charitable, meaning that you do good works, but 

there are still expenses with functioning in a business world. There’s the rent that you pay. 

There’s the staff that you pay. There’s platforms to pay. If you’re switching from doing print 

mailings, marketing costs money, and if you’re not spending it in one place, chances are at 

some point the money is going to go somewhere else because people need to be paid for 

what they do. I don’t want people to just go around and chase whatever the next free thing 

is that’s available because you can end up not really growing and doing as well as you could 

potentially do by doing it that way.

Tony: Yeah, that shiny object syndrome.

Beth: Exactly. Everyone I’m sure has been in that meeting where a board member, an 



executive director says “Why don’t we have a ‘fill in the blank,’” and then down the line there 

goes that rabbit hole of the next crazy thing that needs to be done and that’s how everyone 

starts doing Vine videos and stuff like that. So what else are you seeing?

Tony: That you should be consistent across all these channels that we’re talking about and 

generally in your identity and your branding and that all of these things should be in support 

of one thing - your charitable mission. That’s really at the core. The work that you do and 

everything ancillary to it has to be in support of what that charitable mission is so the mission 

needs to be clearly defined and all this conversation we’re having about social networks 

and direct mail and engagement, all in support of your charitable mission and a lot of 

organizations kind of gift short shrift to the photographs that they’re going to use, whether it’s 

on an Instagram feed or their website or Facebook page. The colors that they use, the tone of 

their language, the layout and the hierarchy of their site. This all as I said has to be in support 

of what your core work is and sometimes that requires paying some money to somebody who 

can help the leadership and the board think through what is best in support of the charitable 

mission in terms of all of these things that I’m talking about, basically identity and brand. 

Brand is so much more than just a logo and a look, but it’s a look, it’s a tone, it’s words that 

you choose and sometimes it’s worth paying someone to help think through these things so 

there’s consistency and just a regular identity that people can expect when they’re engaging 

with you on whatever platform or channel it is that we’re talking about.

Beth: Right. Obviously I agree. We are actually right now working on creating a course on 

the basics of branding for exactly those reasons because it’s so hard for people to really 

understand what should they be doing. What project should I be doing? We just did a survey 

a couple of weeks ago on what are your top two questions about branding and the number 

one response that came in was “What is branding?” Are you seeing people, the nonprofits 

that you’re working with are they clear on what the term “branding” means and how it can 

benefit their organization?

Tony: Not typically. No it’s usually more shallow around, maybe I should say more narrow 

around we want to redesign our website. They consider that to be their brand.



Beth: I hate to say it, but shallow is actually the right word. You don’t want to be negative 

or make anyone feel bad about the choices that they made, but so often people change the 

draperies and update their look and their feel, but what branding is really about is connecting 

people with why you do what you do and being clear and I’ve seen so many organizations 

that have mission, vision and values that don’t line up clearly with each other and then that’s 

translated into public statements that all sound like you need a PhD to understand what 

they’re talking about. It’s really putting together your system of communication so that you’re 

connected to the purpose behind what you do and you’re communicating it in a way that the 

look and the words and the experience that people have with your organization all line up so 

that there’s no disconnect when people actually go and interact with you, that you end up not 

seeming like the organization that they thought you were. That’s actually worse than if you 

did nothing. It’s so hard for people to see the value in that. One of the things that I hear most 

of the time is “We really need to brand. We really need to spend some time thinking about 

what we’re doing, but what we need right now is ‘fill in the blank.’” Website, newsletter, new 

logo, wristbands for our trade show and we’re going to get back to that and then we move 

forward doing creative execution and they never do because nonprofits are busy and they’re 

understaffed and they’re underfunded and it’s so easy to get caught up in this stuff that you 

need to communicate and it’s so much easier to create that stuff once you’ve put the cattle 

shoots around the range of where you’re going to communicate.

Tony: You know, it’s high time to stop apologizing and feeling bad that we’re not doing 

things the most strategic way. This is kind of the thing that Dan Pilato brings out in his video 

“The Way We Think About Charities” is dead wrong. We have to be holding the community 

and each organization and each person in over the 1.3 million organizations accountable. 

We’re just not going about things the right way so many times, so unstrategically that it’s to 

the detriment to the causes that we’re trying to help and cure and improve and the world 

situation that we’re trying to improve and whatever way we’re making the world a better 

place, we’re just doing a disservice to our cause by not being strategic and accountable and 

you mentioned earlier don’t look at direct mail as a cost. Figure out what your profit is from it 

and don’t abandon if it’s profitable because it costs something. Just because it has a higher 

cost than Facebook. All this is really frustrating. 



Beth: I completely agree. One of the things I always say “just” is the most expensive word 

in business and if nonprofits continue to say “I’m just a nonprofit, therefore,” here’s the wide 

gap of things we can’t.

Tony: Yeah, or I’m holding myself to a lower standard.

Beth: Exactly and they can and I want nonprofits that are out there to realize that they’re not 

just in the business of getting and of taking and of asking and because they do the work that 

they do, there’s value and knowledge and things that interest people that are held within their 

walls that when they share the reasons they do the things they do and help connect people 

to what’s important to them, they become a facilitator of somebody else’s dreams and that’s 

a gift. To know that you can do that for people, there’s a lot of core key distinction that you 

can put around that if you’re willing to get past what’s true and dig deeper to what is truly 

distinctive about your organization.

Tony: Going back to the branding and the identity of the mission work, I have a guest 

Matthew Sharpnick. I’m interviewing him tomorrow.

Beth: By the time this airs it might be on.

Tony: This will be on and as with any show, you try to find on nonprofit radio, go to 

TonyMartignetti.com to find Matthew Sharpnick. Instead of me spelling his name, just 

search for strategic design and he does a lot of thinking about exactly that. Identity and all 

relating to what your work is and the other thing I wanted to suggest. At one point I felt like 

I was talking for Amy, which I am completely incapable of doing. She’s an expert in strategy 

and tactic for the social networks and I am not. I’m somebody who listens to her and has a 

conversation with her once a month about all that stuff that she knows about. You could also 

go to my site and just search her name, Amy Sample Ward and all the shows she’s been on 

will pop up and you’ll see all the various topics that she has expertise in.

Beth: That is fabulous and I’ll have to probably give Amy a call and see if she’ll come over to 

us as well. Tony, how can people get in touch with you if they want to follow your shows and 

learn more about you or if they have any questions specifically?



Tony: Everything about me is at TonyMartignetti.com and my email is Tony@TonyMartignetti.

com, and I’ll be happy to have a conversation with you there. If you like social networks, 

Twitter is a great way to get me. I spend a lot of time there and I have a lot of conversations 

there, too.

Beth: thank you so much for joining me. It’s always nice to have a fellow member of the Hard-

to-Spell Last Name Club on the show.

Tony: Oh yes, that reminds me. On Twitter I’m @TonyMartignetti so you have three 

opportunities to spell my name, whether it’s my site or my email or Twitter.

Beth: Exactly. Thank you so much for joining me and sharing your knowledge and expertise 

with the nonprofit community.

Tony: You’re welcome, Beth. It’s really been my pleasure. Thank you for inviting me.


