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Why Do We Tell Stories?

• To educate
• To drive action
• To create connection
• To show impact
• All of the above



The Elements of a Great Nonprofit Story

Introduce the main characters
Set the stakes
They go on a journey/encounter 
a problem
Someone intervenes
A change happens
They are transformed

Personalizes the source material
Builds connection to recipients
Sets up our need/cause

Shows how we work
Defines the difference we’re making
Connects us to the public/donors/ 
potential recipients

The Elements: The Function:



FACE



Getting Great Stories from People

• Connect in the right way

• Ask the right questions:
• What led you to our door?
• Tell us what it was like to use our services. 
• How did it make you feel? 
• Who helped you through this process?
• What would you want others to know about your experience?
• Tell me more about that. 



Honoring the Story

• Treat storytellers well

• Share stories strategically

• Show, don’t tell, when possible

• Thank your connection



Good Stories Explain WHY

• Responding to the need
• Why this cause is the right 

one to give to
• Recipient stories
• Donor stories
• Emotional appeals
• Great for newsletters, brand 

videos, microsites, part of 
annual reports Feeding America Annual Report

chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https:/www.feedingamerica.org/sites/default/files/2019-12/2019%20Feeding%20America%20Annual%20Report.pdf


ONE: Making the Connection 



Charity: Water

“We built three wells. We fixed three wells. 
And then we sent the photos and the GPS and 
the story back to those 700 people. This was a 
big deal. People could not believe that a charity 
would bother to report to them on a $20 gift. And 
that something actually happened with the 
money that they could see, that they could 
connect with.”

“Numbers can impress, but stories are remembered.” 
– Scott Harris, founder & CEO of charity: water



Charity: Water

Video link.

https://www.youtube.com/watch?v=nXKYi_kw3NA


Dig Deep

Personal stories 
bring reports to 
life through the 
news media. 



Good Stories Explain HOW

• Focus on process 
• Why we are the right people 

to do this work
• Educate on your 

differentiators
• Great for BTS video 
• Highlights particular programs
• Use in annual reports, impact 

web pages, videos for donors, 
volunteer recruitment



World Central Kitchen

Video link.

https://youtu.be/CeGK4aMO8U0


World Central Kitchen

Use a news page 
for longer, more in-
depth process 
stories.



World Central Kitchen

Their Twitter feed focuses on 
highly timely stories and amplifies 
Chef José Andrés. 

Their Facebook page spotlights the 
people to whom they’ve awarded grants.

And Instagram highlights their
location-based campaigns like
#ChefsforUkraine.



Make-A-Wish

You don’t 
have to show 
your process 
in order to 
tell the story 
of the impact 
your process 
makes. 

Video link.

https://player.vimeo.com/video/65235824?h=d5017c4cd6


Tailor Stories for the Audience

The Audience Needs
Donors: value their money being used 
responsibly to reach an ideal state that 
aligns with their values—“A world without 
hunger”
Recipients: value being treated with dignity, 
fairness, and compassion
Volunteers: value an active role in changing 
the world in a way they value
Communities: value supporting neighbors 
in a way that supports their values
Public: value helping people with dignity, 
fairness, and compassion

How the Story Should Deliver
Donors: connect to the ideal state and 
recipients

Recipients: trust in the people and process

Volunteers: connect to the people and the 
process
Communities: see the local impact 

Public: understand the impact and process



ACTIVITY

Using the story guide handout to walk through your best (or favorite or 
most affecting story) from your organization: 

1. Answer the questions on your own. 
2. Come together in a small group and talk about your stories. 
3. Ask each other questions. 
4. Bring one story back to the group to talk through. 
5. Take notes back to your organization on how you can tell your story well. 



How to Start a Story Library

1. Define your priorities and needs.
• Program areas
• Need versus process
• Donor stories, recipient stories

2. Ask for submissions.
• Always get contact info
• Designate a staff contact
• Use relevant tags to improve searchability

3. Assign someone to collect and manage a central filing system that 
others can add to.

4. Keep updating the library consistently.



Seven Habits of Highly Successful Storytellers

1. Treat people and their stories with respect.
2. Actively seek out stories. 
3. Set up a pipeline appropriate for their content needs.
4. Have an accessible area/link for story submissions.
5. Caption, tag, and catalog photos, videos, and recordings.
6. Consistently organize source materials and keep them accessible.
7. Always log when and how stories are used and send them to 

those they feature.



Tell Your Best Stories

Thank you!



Feeling inspired?
PLEASE RATE THIS SESSION BEFORE LEAVING


