
Nonprofit Storytelling: 
How to Nail It!
Featuring Pamela Grow



You Feel… 
Your Text Here





Basics & More Fundraising has raised 
hundreds of millions for students and 
clients 

We’ve taught over 10,000 nonprofits 
from around the world 

I know the power of fundraising 
systems and individual giving to 
transform your nonprofit 

And I believe strongly in you and 
your good work





In today’s webinar, you’ll discover the ONE 
THING that will magically transform your 
nonprofit’s fundraising.

• It’s not TikTok  
•or Instagram  
•or Facebook fundraisers 
•or going digital 
•or even saying thank you too much



I Lied!





The answer lies in the 
stories you share.



In today’s 
free 
training, 
you’ll 
discover…

•The brain science behind why storytelling 
works 

•How to get everyone, from your board to 
volunteers to program staff on board — 
and sharing effective stories 

•Where to find your organization’s stories 
•How to repurpose your stories for the web, 
for newsletters, for events, and more 

•How to use storytelling in social media and 
the role of pictures and video 

•How to use storytelling in grantseeking  
•How to hook your reader from the first 
sentence





My story…









https://hbr.org/2013/07/want-to-raise-prices-tell-a-be

Our brains are literally wired for storytelling.



But yet… Storytelling can be hard.

So hard



What Makes 
Storytelling 
Hard?



Photo by Elliott Stallion on Unsplash





Knowing what kinds 
of stories resonate 
with our donors.





Why do your 
donors give?



• Peer to peer 
•Maybe they attended an event 
• They have a personal connection with 

your mission 
• Their parents or even grandparents may 

have supported your nonprofit 
• It’s a tax incentive 
• They may be responding to a challenge



Your biggest job 
as a fundraiser is 
to find out



https://youtu.be/2qtGpQnT-Hw

“Hey, this is Name from 
XYZ organization. I just saw 

your gift come in and I 
wanted to call and 

personally thank you. It 
means so much yada 

yada… 
Do you have a minute? 

I’d love to know what 
prompted your gift 

today?”



One of the best ways…
Ask them!



Be specific



Be intentional.

Welcome Email from ONE.org

http://ONE.org




Are you currently making storytelling a 
practice in your organization?

•Yes 
•No 
•Sometimes







The most important drivers of your 
fundraising success come down to a few 
simple things. 

Data. Storytelling. Your relationships.  

The smart fundraiser recognizes this and 
creates systems to focus on success 
drivers. 



sys·tem 
/ˈsistəm/ 

1. a set of things working together as parts of a mechanism or 
an interconnecting network. 
"the state railroad system" 

2. a set of principles or procedures according to which 
something is done; an organized framework or method. 

System



What do you want to include 
in your story systems?
• Client stories 

• Donor/supporter stories 

• Board member stories 

• Your founding story 

• Your community’s story  

• Volunteer stories 

• Every story: goals, photos, sources, interviews, dates, 6 word 
stories, etc.





How do you get everyone, from your 
board to volunteers to program staff on 
board — and sharing effective stories?
• Reinforce the importance of storytelling frequently 
• Share stories that capture your attention from other nonprofits 
• Make it a practice to read and reflect on the HONY stories with your 

team members 
• Spend personal one on one time with each of your board members 

to get their stories. Why did they get involved? 
• Create a shared storybank and refer staff and volunteers to it 

frequently



You? How is your organization 
making storytelling a practice?



Use Google Drive or whatever program you 
like to set up your organization’s storybank.

www.pamelagrow.com/8071/power-nonprofit-storytelling-digital-storybanking-tool/



Make it a point to follow 
HONY on Facebook or 
Instagram. Share the stories 
with your co-workers and 
discuss them. 

The beauty of HONY is the 
love inherent in every one 
of their stories. They are 
always respectful, 
thoughtful, and empathetic 
in their storytelling. 

This is the kind of 
storytelling you aim 
to emulate.



Where do 
you find 
stories?



• Make friends with program staff 
• Show them the impact of the 

stories they share 
• Show them how more money will 

benefit THEM, and not YOU 
• A little gratitude goes a long, long 

way

Program Staff are the best source for 
client stories…



Client Stories

Distill your message



This story is told simply, 
without any extraneous 
details. 

The photo of Carissa 
shows a happy “ending” 
while knowing more needs to 
be done.



A terrific quote from 
Fernando’s daughter. Close 
with gratitude.



How do I know 
what to include 
and what to leave 
out?



Six-Word Stories

How can you distill your 
mission, your good 
work, in a way that is 
relatable, respectful, 
and understandable?





$2 Million Through 
the Power of 
Storytelling



• Nashville Rescue Mission’s print 
newsletter is an 8-page, 4-color that 
is mailed monthly to donors who give 
frequently and consistently to the 
Mission 

• “I depend on everyone who works 
with the Mission’s guests, clients and 
volunteers to be my “eyes and ears.” 
I’m constantly in communication 
with numerous staff members who 
can help me find specific stories.” 

• “I will usually pull two stories from that 
month’s newsletter for the monthly 
email blast.”



Highlight Your 
Supporter Stories









How to 
repurpose your 

stories for the 
web, for 

newsletters, for 
events, and more





Be where your donors are
• YouTube and Facebook continue to dominate the online 

landscape, with 81% and 69%, respectively, reporting ever 
using these sites. 
• Adults under 30 stand out for their use of Instagram, 

Snapchat and TikTok 
• Majorities of 18- to 29-year-olds say they use Instagram or 

Snapchat and about half say they use TikTok, with those on 
the younger end of this cohort – ages 18 to 24 – being 
especially likely to report using Instagram (76%), Snapchat 
(75%) or TikTok (55%).*

Pew Research Center. Social Media Use in 2021 



How old is the typical donor?

75 years old 

Tom Ahern. 20 Questions.



What does that look like?

If yours is a small 
nonprofit or think you 
have limited resources, 
that means mail, email,  
and Facebook. 



Intervale’s mission 
and donor base  
skews younger. 



If you’re a one (or even two) 
person shop and you’re 
spending your days posting on 
social media. 

Pick one platform and master it. 



What 
About 
Video?



• YouTube and Facebook 
continue to dominate the 
online landscape, with 81% and 
69%, respectively, reporting 
ever using these sites.



How to use 
storytelling in 
grantseeking



Oral disease is a silent epidemic afflicting economically disadvantaged children in this 
country. 

We are a 501(c)3 nonprofit organization, founded in 2007, to provide dental services to low-
income and un-insured children and their families through Community Outreach Programs. 

CDO has created four programs aimed at eradicating oral disease: 

1) Children’s DentalOrg Oral Health Program  - volunteer dentists provide free exams, 
prophylaxis, and fluoride treatment to low-income children ages 0-12 on premises of 
daycare centers, preschools, grade schools, Head Start programs and homeless shelters. 
Oral educational workshops are conducted for parents, teachers and caregivers. 
2) Children’s DentalOrgPre/Post Natal Program (PPN) - Dental screenings and oral 
educational workshops are provided to 'at-risk' pregnant mothers; case management and 
referrals to "Dental Homes" are provided. 
3) Children’s DentalOrg Give Kids a Smile Oral Health Fair - GKAS – Our Annual Oral Health 
Fair is open to the public in celebration of GKAS Day and Children's Dental Health Month. 
Children from local preschool, daycare and Head Start Programs are bused to a local facility 
to receive free oral exams, prophylaxes and fluoride treatments.  In 2020, 284 children 
enjoyed live entertainment, oral health education, nutrition workshops, and a healthy 
lunch…zzzzzzzzzz 



Christopher Rodriguez* is an ordinary 11 year-old boy, like many 
you may have treated in your own practice.  He’s obsessed 
with baseball and playing Dragons of Atlantis.   

He’s the idol (and occasional tormentor) of his seven year-old 
sister, Sofia.  And he’s more than a little bit shy.  So being the 
new kid in his fifth-grade class at Garfield Elementary school 
wasn’t helped by the fact that Chris had two broken front teeth. 

It’s hard to make friends when you’re afraid to smile. 

But, like many of your patients, Chris’ parents are both unemployed and have no insurance.  
And like many who can’t afford dental care, when the pain in his mouth became too great 
to bear, Chris ended up visiting his local emergency room to be treated.   

Fortunately, Christopher was referred by the National Children’s Oral Health Foundation to 
the Children’s DentalOrg.  He was treated by one of our volunteer dentists and, yes, now he’s 
smiling! 

Chris has found a “Dental Home.”
*Not his real name.



https://hemingwayapp.com/



How to hook your 
reader from the 

first sentence 





Invite Your Reader In To The 
Picture…



What about our 
EOY campaign?
What stories work best?



Tell One Story

Eliminate jargon at 
all costs. Tell one 
story. Write like 
you’re writing to 
your dearest 
friend.



Repurpose
When in doubt…



“I've learned 
that people will  
forget what you 
said, people will 
forget what you 
did, but people 
will never forget 
how you made 
them feel.”
Maya Angelou



Indra Sinha

‘Don’t start by writing. Start by feeling.  
Feel, and feel passionately, and the 
emotion you feel will come through the 
spaces in between the words.”







What if you had 
an easy to 

follow 
template?



Consider… 

• What emotion are you drawing on (anger, 
hope, inspiration, etc.)? How do you want 
your supporter to FEEL? 

• Is this story of a sensitive or confidential 
nature? 

• What do you want your supporter to DO? 

• Who is your target? 

• How will this story play on various 
channels? 

• What is the 6-word story?





Resources





Contact Pamela Grow

pamela@pamelagrow.com 

basicsandmorefundraising.com 

thefundraisingcalendar.com




