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“WE’RE NOT 
THINKING MACHINES. 

WE’RE FEELING 
MACHINES THAT 

THINK.”
- ANTONIO R. 

DAMASIO
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YOUNGER GENERATIONS LIKE STORIES.

Marketing agency Headstream, in their Brand Storytelling Report, 
found that 79% of its respondents preferred brands that told stories. 

People from the ages of 18 to 34 were particularly interested in 
stories.

Millennials and Gen Z are less interested in sales pitches and more 
responsive to brands they can identify with on a personal level.

WWW.JCSOCIALMARKETING.COM WWW.QGIV.COM



STORIES TIE TO 
EMOTIONS.

According to Headstream, the most impactful types of 
stories are “humorous, dramatic, or heartwarming.” 

We like it when a story makes us feel something. 

When brands deliver high-quality stories that affect 
our emotional state, we’re more inclined to listen (and 
absorb the information). 
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STORIES 
TRANSLATE TO 
REVENUE.
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When people enjoy and identify with 
a brand story, they are:

55% more likely to consider a future 
purchase;  

44% more likely to tell the story to 
others;

15% more likely to make a purchase 
then and there!
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STOP THINKING 
OF STORYTELLING 
AS A MEGAPHONE 

TO PROMOTE 
YOUR AGENDA.
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THINK OF IT AS A 
GIFT FOR YOUR 

SUPPORTERS.
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TYPE INTO THE 
CHAT!

Name a brand/business/nonprofit 
storytelling campaign that resonated with 

you.  
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https://youtu.be/Ju-q4OnBtNU



3-PART DIGITAL STORYTELLING FRAMEWORK
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COLLECT CRAFT SHARE



KNOW YOUR 
AUDIENCE.
Who are you trying to reach?

What do they value?

Why are they or would they be 
interested in your work – what’s 
in it for them?  

What are their motivations?
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ETHICAL STORYTELLING CONCERNS

We must advocate against  storyteller exploitation demonstrated through being 
exoticized, tokenized, and or otherized.

Storytelling concerns from the storyteller perspective: 

Re-traumatization

Confidentiality and safety

Implicit pressure 

Fear of reality not matching the narrative

Lack of control over their story
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TIPS TO HELP 
COLLECT AND 
CRAFT STORIES 
ETHICALLY
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Emphasize Emphasize growth over hardship.

Create Create guiding documents: Storyteller Bill of Rights, written 
code of storytelling ethics, checklist for staff

Challenge Challenge audience assumptions. 

Expand Expand beyond stories of those who engage with your 
services directly. 

Look Look beyond the obvious story. 



GREAT STORYTELLING INSPIRES AN ACTION. 
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Donate Volunteer Sign this 
petition

Call your 
legislator

Sign up 
now

Share 
this news



6 STORY IDEAS TO 
EXPLORE AND COLLECT
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CREATION 
STORIES
What was the need?

What is the need now?

How have things changed – how 
have things stayed the same? 
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VALUES & ETHICS 
STORIES
What are the values and ethics 
behind your organization?

We know that donors give to 
charities based on shared 
values. In what ways can you 
convey your unique values and 
beliefs to supporters?  
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IMPACT STORY

A story of a life changed; trajectory altered.

Focused on the benefits of the work, not the features.

Not as much about WHAT they went through, but how 
they FELT. 

Address knowledge gaps about the population and 
the program. 
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INSIDER STORY

Who works with and for your organization?

Why do they do it?  

What have they learned?

What has been their best experience?

What has been the hardest?

Behind-the-scenes insight

Humanize the brand
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DONOR STORY
Powerful form of social capital.

Why did they give?

Why do they continue to give?

What does this mean to them?
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COMMUNITY 
STORY

Influential and well-respected community members.

Community partners.

Legislators, politicians, media personalities. 
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“SO, TELL US YOUR STORY…”

What is your favorite memory? 

How has our organization made you feel?

How did you feel when you first discovered us?

What is one reason that you continue to support 
us?

What impact have you witnessed in the 
community because of our work?
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WHERE ELSE TO 
FIND STORIES?
Review all print materials and 
collateral.

This includes annual reports, 
grants, event programs, press 
releases, brochures, etc.

Re-examine past and present 
events. 
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HOW TO CRAFT 
STORIES IN A 
COMPELLING 

WAY
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5 ESSENTIAL BUILDING BLOCKS OF STORIES THAT 
CAPTIVATE AND PERSUADE
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HOOK CHARACTER STAKES DETAILS CALL TO 
ACTION
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What do you want people to do?

What do they need to believe and feel in 
order to do it?

How can storytelling make them believe and 
feel that way?



INSPIRE

Join us.

Join the movement.

Help children like Kate.

We can do this.

Let’s work to stop this.

Let’s solve this together.
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HOW TO SHARE THE STORIES 
FAR AND WIDE
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YOUR STORIES 
ARE THE GOLD.

WWW.JCSOCIALMARKETING.COM WWW.QGIV.COM

“Think of the story itself as gold. 

You mine the gold, you capture the story. 

Then you bring it back to your office and you need 
to pound that gold into difference shapes and sizes, 
depending on whom you’re talking to, or also where 
you’re telling it.”

~Andy Goodman



YOUR WEBSITE
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YOUR WEBSITE
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EMAIL
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SOCIAL MEDIA
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Short and sweet

Poignant

Eye-catching visuals 

Specific call-to-action
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STORYTELLING TIP 

Ask the following: 

What is the problem being presented? 

What is the urgency?

What are some frequently asked 
questions about this problem?

What are some persistent myths or 
stereotypes that need to be addressed?

Addressing commons misconceptions 
about the people you serve is a great 
way to figure out a trajectory for the 
story! 
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STORYTELLING TIP –
TELL IT IN PARTS! 



STORYTELLING TOOLS

Canva – https://about.canva.com/en_in/canva-for-
nonprofits/

WordSwag mobile app – http://wordswag.co/

Adobe Spark – https://spark.adobe.com/edu/

Animoto (video) –
https://animoto.com/business/non-profit/

Typito (video) – https://typito.com/nonprofit
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DIGITAL 
STORYTELLING 

CONNECTS THE DOTS 
FOR YOUR 

SUPPORTERS.
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QUESTIONS?

www.JCSocialMarketing.com

www.qgiv.com

Get your copy of the Digital Storytelling 
Workbook:

Text the word 

WORKBOOK 

to 33777
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