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THANK YOU
for the
IMPORTANT WORK

you do in OUR communities!




Today’s Story

* Why a story?

* Where to tell the story?

* Rules of Storytelling

* Where do | find the stories?
* How do | bring it to life?



The Role of Family and Community in
Mentoring Alienated Youth in the
American Midwest

 At-risk youth raised by extended family in
farm belt

e Suffers severe head trauma from extreme
weather event.

* Undertakes high-risk journey to distant,
mineral-based urban center.

 Accompanied by three homeless adults.

* Pursued and threatened by malevolent
person of color (and airborne primates).




(At-risk youth)

e

“The Wizard of Oz”



Numbers numb.
Jargon jars.

Nobody ever marched on Washington
simply because of a pie chart.

If you really want to reach people
and change the world,

tell them a story.



A Quick Story

| NEED HELP | | WANT TO HELP

Working Wheels Keep Families Working

oo Home
11 About Us
12 Cur Work

R A woman who has been referred to us by Metropolitan Ministries.

+ Gur support % She has an older car that she loves, but she cannot afford the repairs

L, 2 that it needs to continue running safely. Her beloved "clunker" allows
her to continue working at her three jobs (one full time and one part
time). She is working hard to save enough money to move into her
own home and become self-sufficient but fears the expense of car

repairs will keep her from attaining her goals.
SIGN UP

& MAILNTWSLETTER
& VOLUNTEES

TE

Oululde of the ‘Clunker® allews har e continue working at her three jobs (one full ONGOING SPFONSORS -

fampa Bay Area? time and one part ime) She ng hard to save enough money te
Opportunity nove Into her awn home an self-sufficlent but fears the /
CARS expense of car keepn her from atteining ber gosis
Auto Club South

In fewer than 100 words, the nonprofit paints a picture of a woman whom we can envision
and feel empathy for. The story makes “the nature of their challenge”™ human and compelling.




Gasi Spring -- before

https://vimeo.com/41039824



Gasi Spring -- after

https://vimeo.com/41039825



6 Word Stories

For sale: Baby shoes. Never worn.
Each day is a fresh start.
Hope arrives on little kitty feet.

People working on global warming solutions.
Transforming America from ‘me’ to ‘we.

Teen battling cancer marries his sweetheart.

https://www.sixwordmemoirs.com/top-six-words-that-give-you-hope/



Where Does the Story GO in a proposal?

* The problem/opportunity description

e Definition of your community of clients

* The evaluation section

 The history or track record of your organization

 The people behind your work (staff, volunteers, etc.)

https://www.missionbox.com/article/372/your-nonprofit-story-is-the-gem-of-your-grant-proposal



When & Where to Tell Your story (besides in the grant)

Website: homepage,
Registration and Donate
pages, program pages”

Reminder
emails

At Event Kick-Off
for Volunteers
(video, live, printed)

On invitation and
Save The Date cards

Social Media:
Facebook, Pinterest,
Twitter, website, email*

Table
tents

Program
inserts

Short story videos and
sent via email link to
“warm people up”

*May be used multiple ways




When & Where to Tell Your story (besides in the grant)

Golf event:
Hole signage

Live Bathroom,
testimonials elevator, stairs

Everyone share A-Thon or other
their OWN story events: Insert

with others printed story
into gift bags

T-shirts with Take photos
photo and fact of the “client”
or quote from or testimonial

client/artist/patient speaker with

donors/guests

Banner or other
Thank you onsite signage
notes/ Buttons

notecards or stickers™ *May be used multiple ways




When & Where to Tell Your story (besides in the grant)

At post-event
debrief for
volunteers,
SpPONSOrs
Thank you or board
video sent
via emalil
Thank you
notes/
notecards

Following Wrap-up

e-News

Up article




When & Where to Tell Your story (besides in the grant)

WHEN INCORPORATING INTO PRESENTATIONS:

Three stories in a short, seven-minute speech
You can use more examples in a longer
speech, but keep them relevant, short, and

varied, but with the same “message”
Use them

To emphasize a point

As a transition

To insert drama, clarity, humor

To close your remarks




Seven Rules of Storytelling

STORIES SHOULD BE
ABOUT REAL PEOPLE

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Seven Rules of Storytelling (cont.)

YOUR STORY
SHOULD HAVE
TUE BES A MOMENT THAT
A\RE TOL PA
IHF l ERS

INTS A PICTURE

T STORIES
DBY
Qi l["
THEMSELVES

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



How to Create Stories — Step 1

ASK STAFF & VOLUNTEERS QUESTIONS

Who did you turn away last week? Tell me about one of
those people or families.

What person, family, child, senior, or fill-in-the-blank
has stayed on your mind this week? Why did they come

in? What are we doing to serve them? What are we not
able to do for them?

What is your favorite thing about this person? Why do
you want to help them?

Is there anyone you’ve met lately who made you feel
incredibly proud that we exist? Tell me about them and
how YOU inadvertently or directly helped them.

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



How to Create Stories — Step 2

GET PERMISSION AND FILL IN THE BLANKS

Follow your organization’s confidentiality protocols.
Connect one-on-one with remarkable/unique
clients and stakeholders

Record their story, change the names, write it up,
ask them to review and approve it.

Incorporate pictures and videos where appropriate.
Save originals securely.

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Bringing the Story to Life

By her own account, Beth was a “normal” professional woman. She had a thriving career in
international marketing, but she also harbored a dark secret—addiction. It started with
taking extra migraine pills, which made her “feel great.” Soon, she spiraled out of control,
abusing different prescription medications. “The doctors gave me what | wanted because |
looked like a normal business woman,” she says, “One even gave me a prescription for
morphine pills.” When the doctors finally curtailed her prescriptions, Beth turned to alcohol,
which was easily available.

Beth’s story is all too common in our communities. Addiction affects two out of three families
at all income levels, all ages, all religions, and all races. The national statistics on addiction
involving women and children are startling....

The good news is that treatment works — treatment that reflects women’s lives works better.
Effective treatment must address the individual’s drug use and any associated medical,
psychological, social, vocational, and legal problems...[Organization] treats the whole woman
while combining our philosophy or empowerment with the philosophies of 12-Step programs.
After multiple courses of treatment, Beth is now sober, the proud mother of a high school
senior, and a popular volunteer at [organization]. She is proof that treatment works, and she
takes daily walks with women at [organization] as they travel their own path to recovery. “I
tell the residents to take one day at a time and it will get better. It did for me.”



SO
MANY
STORY-
TELLERS!

WHO TO ASK

SAMPLE OPEN-ENDED QUESTIONS

People you serve

* What was your life like before you came here?
* How has our team helped you?
* What is your life like now?

Family members of
people you serve

* What are the differences you've seen in your loved-one’s life
since they came to us?

Board members and
former members

* Why did you join our board?

* What is the most important part of our work for you?

* Do you have a special “mission moment” you remember about
someone you met who was helped by our organization?*

Long-time donors

* Why do you make a financial gift to us?

* What is special for you about our work?

* Do you have a special “mission momeant” you remember about
someone you met who was helped by our organization?

Firsi-time donors

* What brought you to us in the first place?
* What is special for you about our work?

Other staft

* Do you have a special “mission moment” you remember about
someone you met who was helped by our organization?

Foundations

* Why have you funded our programs?
* What is different/special about our work that compels your
foundation to make a grant?

Event sponsors

* What do you know about our work?

* Why do you make a financial gift to us?

* Do you have a special “mission moment” you remember
about someone who was helped by our organization?

Vendors

* What do you know about our work?
* Do you have a special “mission moment” that you remember
about someone you met who was helped by our organization?

Elected officials

* What do you know about our work?
* Do you have a special “mission moment” that you remember
about someone you met who was helped by our organization?

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf




The Foundation of Good Storytelling:

Tell a story about an actual
person using name/age
descriptors so your listener
can visualize.

Use words that emotionally
connect the listener to your
work and the person you're
speaking about. NO JARGON.

Share specific examples
of YOUR work and how it
makes a difference in the
life of a real person.

D The story must be short—
2 minutes or less.

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Bringing the Story to Life

After William Green completed his 10-year prison term
for bank robbery, he was determined to turn his life
around. A friend told him about the ABC Career Center,
where he soon explored his options, learned to write a
resume and cover letter, and practiced how to answer
difficult interview questions about his past. In his new job
as a prep cook for a catering company, William has
become a model employee! "ABC accepted me. They

were warm and friendly and took the time to help," he
said.


https://www.missionbox.com/article/372/your-nonprofit-story-is-the-gem-of-your-grant-proposal

Six Steps to Create an Emotionally-Connecting Story

Identify one person (only one) who stands out for you as someone who has benefitted from your
programs, has been a r*-'..1| success story for your organization, OR could have been a success if
you had more resources.

ge, and describe some charactenstics of their personality or how they look.

Write down all of the exact results that man, woman, or child got from being served by your organization.

Be very specific. Did he get a job? Stop dnnking or using? Did she get her ':|i|: loma? Did that child have
someone to trust for the very first ime? Did that teenager start to make choices that were not harmful?

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Six Steps to Create an Emotionally-Connecting Story

Make a list of the transformations that person experience as a result of those results.

Take some time and make the list as long as possible. Make sure to use words that are feeling
words rather than “reporting” words.

With someone to trust for the first time, did the teen start getting better grades in school?
Have spent less ime suspended or in the principal’s office? Did he or she feel like they fit in better?
Did she begin to look and feel differently because her self-confidence and energy were higher?

You now have a list with many words and phrases perfect for crafting your story.
Underline or crcle the words that resonate with you; that cause you to feel something.

MNow fit the story into the framework and practice telling your story. Often.

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



The 4 Parts of a Great Story

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



A Basic Story Framework

A. What life was like before your organization was
involved? (Who or what is “the villain”?)

B. What happened when your organization got
involved with this person or family?
(How is your organization “the hero”?)

C. What is life like now? Show the hope and
future here OR show how the ending that is
not yet finished and could be changed with
more time, support, and resources given to
your organlzatlon

https://macaa.net/wp-content /uploads /2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Bringing the Story to Life
Two questions you should ask:
1. Who is your audience?

2. After you have shared your story, what do you
want your audience to think, feel, and do?
e Be aware?
* Give money?
 Volunteer?

Craft your story to make them want to help!



Checklist for Ways to Say You Need Help
Without Using the Word “NEED"

. What's missing is

. Together we will

. With support from our community we will be able to

. More resources allow us fo

. Here's our vision for the future and what it will take to get there:

. Our current level of resources don't allow us to

. We are working to eliminate our current funding gap of

. The demand for our services is increasing faster than our annual fundraising can grow.

. When we have additional resources we will

. Your gifts create an impact. More gifts = more impact.

. Here's how you can make a difference/impact:

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Bringing the Story to Life

Triggers — ways to engage your audience

1.

2
3
4.
5
6
7/

Ownership — Make them feel what it’s like

Mystery — Don’t give it away early

Uniqueness — Show them something new & fresh
Familiarity — Share something they’ll relate to
Humanity — Make it about the people - name & face
Contrast — Show a big difference between A & B

Urgency — Tell why it’s important to act NOW



Bringing the Story to Life

Story Starts — ways to engage your audience
* (Canyou imagine...
* how that must have felt...
 what it must have been like to...

* Have you ever...
e experienced...
e seen what X does to ...
e wondered...

*  Would you like to...
* see pictures...
 take atour...



Bringing the Story to Life

A place to call my own
Abandoned
Ashamed Kind
Awkward Leathery hands/skin
Blessed Lifeline
Bright Overcome
Catapult Passionate
Delight Precious
Emotionally bruised Ravenous
Empower Revitalize
Erupt in anger Safe
Even out the odds Surrender
Explosive anger Thrive

Exuberant Tired eyes

Eyes pooled with tears Uncomfortably shy

Fleeting feelings of _____ Unrestrained excitement
Gentle Vibrant
Glowing smile Weary

Gnarly hands Weather

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



A Before-and-After Example

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



Let’s Try It!

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



Let me tell you about:

His/her life was:

[NAME]

made his/her way to us because:

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Here's how our organization helped:

(Be speacif

WIS
engaging

Because of our work:

R T o]
n chRaracier s

This is just one of thousands of stories | could share with you about how we:

https://macaa.net/wp-content/uploads/2021/06/IgnitedFR-Boring2Brilliant-2017.pdf



Let’s Share & Polish.

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



Look & listen for:

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



Questions?

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



Write down your
2 next steps...

www.nonprofitmarketingblog.com/comments/the_4_parts_of _a_great_story/



D IGNITED

FUNDRAISING

Sl}gr&grrec?mg Al THE NON-PROFIT
Board Members NARRATIVE

Borlng 2 Brllllant

Fin fl,(l( aring s
that & -.'('

BOOK ONE

IN THE NON-PROFIT NARRATIVE SERIES

41


https://nonprofitstorytellingconference.com/free-book-npstory-boards/
https://www.amazon.com/Non-Profit-Narrative-Telling-Stories-Change/dp/0615599796

THANK YOU
for the
IMPORTANT WORK
you do in OUR communities!

Kelly Trusty
trusty@trine.edu
260-243-0261




