Good Afternoon!
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Telling Your Story:
Logical & Emotional Appeals

"If all my possessions
were taken from me with
one exception, I would
choose to keep the power
for speech, for by it I would
soon regain all the rest."
— Daniel Webster

WHO ARE WE?
Please Tell Us Your Name And ...
A Story About The Person Or Experience That First
INSPIRED You To Care About Young People & Mentoring.
Use The Story To Convince Us To Care Too.

YOUR EXPECTATIONS*

Audience

Knows Our Story
Well

Knows Our Story
Somewhat

Doesn’t Know Our
Doesn’t Know Our
Story As Well As
Story At All
They Should

FUNDERS
Active Individual Donors
Corporate Donors
Government Grantmakers
Potential Individual Donors
Private Foundations

Other Audiences
Agency Staff (In-House)
Board Members
Clients
Community Members
Constituents
Faith-Based Community
Friends & Family Members
Government Officials
Media
Partner Agencies
Similar Agencies
Stakeholders __________
Stakeholders __________
Stakeholders __________
Others ______________

VALUE

Acceptance of Differences
Collaboration / Cooperation
Community Engagement
Political Involvement
Conflict Resolution
Educational Attainment
Self-Sufficiency
Creative Expression
Equality
Family
Health / Healthy Living
Individual Freedom
Faith
Integrity
Leadership Development
Personal Power
Safety
Social Justice
Service Ethic / Volunteerism
Respect for Nature / Environment
Other:
Other:
Other:

We Have This
As A Value

This Is One of
Our Top 5 Values

Story Venues

Annual Report

Photos / DVDs

Grant Proposals / Reports

Board Meetings

Press Releases

Partner Meetings

Emails

Workshops / Conferences

Newsletter

Meetings with Donors

Website

Fundraising Events

Brochure / Marketing Materials

Thank You Letters

Articles / Interviews

_________________

Quality

Components of the Story

What Can Go Wrong

Marketing
Executive

The story is clean and tight
The story sizzles and may be “sexy”
The story is formatted well with no typos
The story is concise and to the point

Used car salesman: Have I got a car for you!
Polish in place of substance

Artist

Organization’s values are demonstrated
Qualitative value of the program is conveyed well
A connection made between teller and listener
The emotional impact comes through easily

Overly flowery or touchy-feely
Lacks substance
Overly dependent on the qualitative aspects of the
program without data or evidence

Scientist

Details are in place
Quantitative data is offered, including statistics and
clear metrics
Concrete objectives, outcomes, and milestones

Jargony
Complicated or difficult for people to understand
Lacks a human connection
Lacks excitement

Storyteller
(Integrating
all of the
above
qualities)

Clear beginning, middle, and end
Includes qualities of the marketing executive, artist,
and scientist
Rambling without form
Covers all of the bases of a traditional story:
Focus is on going forward without a connection to
We set out to do _____________
the past or what preceded it
We have accomplished _____________
Pieces of the story don’t fit together well or seem
We experienced the challenge of _____________
to be out of order
We are currently doing _____________
We plan to do _____________
We need your help to _____________

Marketing
Executive

Core Questions
Guiding Values
What are your program’s distinctive core values?

Artist

Scientist

•

•

•

•
This question is about tone. Use it as a compass to see if the
document is moving in the right direction.
•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

Problem to be Addressed
•
What problem did you set out to address with your
program?
•
How does the problem affect people?
What indicators tell your community and your staff that the
•
problem exists? Or how severe it is?
Target Audience & Roles
Who is the target audience or the intended recipient of the
•
services offered by your program?
What role did service recipients play in determining how to
•
address their needs?
What demographic groups individuals, agencies, or
•
community members were intended to play a role in your
program?
Goals & Strategies
•
What were your program’s goals?
What strategies did you use in the beginning to achieve your
•
goals?
How were your strategies adapted along the way?
•
What precipitated the changes?

Marketing
Executive

Core Questions

Artist

Scientist

Achievements
What have been the results of your program?
What outcomes were achieved?
In what ways is your program unique, innovative, or
outstanding?

•

•

•

•

•

•

•

•

•

Insights
What wisdom have you learned along the way?
What unexpected circumstances or actions contributed to
the success of your program?
What would you do differently if you could?

•

•

•

•

•

•

•

•

•

Target Audience & Roles
Where do you hope to go next with the program?
How is your organization uniquely prepared now for
something that it could not have done (or wouldn’t have
done) in the past?

•

•

•

•

•

•

•

•

•

Case study
After building a relationship with a local community foundation over the
past six months, your YouthBuild program has been invited to meet with
a senior program officer to present your program and discuss the
possibility of applying for a grant to expand your mentoring program.

•
•
•
•
•
•

Who will you take to the meeting? Who will do the talking?
What information will you share with them about your work? How will you present it?
Will you share materials? If so, what are they?
Is there anything you would do with the funder before the meeting? What about after?
If they ask you what you need, what will you tell them?
How will you follow-up?

WHAT MAKES AN AUDIENCE LISTEN?
7%

Only
of your total message is contained in the words of that message. This is the
content. Without this seven percent, you have nothing. You must research, organize, and
orchestrate your content to the best of your ability. Preparation is key to any good presentation.

38%

percent of your message is
But there's more to speaking than just organizing material.
received and processed in the way that it sounds. That's your voice and how you use it. The
way you use your voice and the vocal atmosphere you create must support your words and
make them come alive, or you may completely negate what you're trying to say. That means
your voice must be strong and firm, and your tone must give the appropriate meaning to your
words. And most importantly, you must be heard.

55%

percent of your
To add to the complexity, the visual signals you send account for
message and can also over ride your words if you are not careful. The expression on your face,
your body language, and the way you carry yourself make a difference. Where you stand, how
you stand, and even what you wear can influence an audience or impress a listener.
Your challenge as a presenter is to make sure the seven percent of your message that is the
content is matched in meaning and intensity by the ninety-three percent that is your voice and
the visual impression you make.

“When people share
personal stories, their
uniqueness and
complexity emerge.
Personal exchanges
diminish stereotyping and
promote caring.”
— Public Conversations Project, 2001

the six steps to ASKING
1.

Who are you? How are you connected to the organization? Why are you here?

2.

What does your organization do? What is the mission and vision? What are the
organization’s values? What is its history?

3.

What is your organizational story? Why would a donor care? How does your organization’s
work connect to what the prospect cares about—what they are passionate about?

4.

What is the gap? What amazing work are you doing now? What else could you do if this
donor invested time, talent, or treasure?

5.

What specifically are you asking this donor to invest? Do you know what you want? Have
you done your homework? Do you see the the right amount flashing on their forehead?

6.

What will the donor receive for their investment? Are you offering recognition? Have you
imagined how you will thank them for their generosity? How will the organization express
its gratitude?

a few more things about ASKING
•

It is your job to boldly ask. It is the prospective donor’s job to decide yes or no. Ask and
then be quiet. Listen. Answer their questions. Thank them genuinely regardless of their
answer.

•

You will not define your success by the number of people who say yes and give, but rather
by the number of people who say no!

•
•

You will not avoid asking your friends and family; and you will contribute first.

•

Whenever you are asking someone to invest, you will speak only 25% of the time and really
listen during the rest of the conversation.

•
•

Your belief in your organization will always exceed your fear of asking.

You will not be afraid to ask people for what your organization needs; and you will always
ask for a little more than makes you comfortable.*

You will always remember that if you don’t have the time to express your gratitude, you
don’t have the time to have real people as donors.

Credibility

1. INTEGRITY: This is your dependability and trustworthiness—your honor. As
a person of integrity, you can be counted on to do what you say you will do,
when you say you will do it. Your word is always good.
2. EXPERTISE: Your expertise is developed through your past history and
experience, your knowledge and skill, and your ability to make critical
judgments.
3. DYNAMISM: How dynamic you are is determined by your energy level and
the enthusiasm you feel for your subject. Physical dynamism is directly
connected to emotional commitment. The more committed you feel, the
more dynamic you will be, and the more you will be believed.
4. OPEN-MINDEDNESS: Your open-mindedness is an important component
of your credibility because, in order to believe in you, your audience must feel
you have considered their questions and concerns. Your confidence allows
you to be open to their needs.

Logic Modeling
A logic model is a visual representation of how an
organization does its work and (with passion) is one of the
first and most essential pieces of the sustainability puzzle.
A Strong Logic Model . . .

•
•
•
•

Includes the theory and assumptions underlying a program;
Links both short- and long-term outcomes with program activities/processes
and the theoretical assumptions/principles guiding its development;
Conveys an organization’s fundamental purpose, why it is important, how it will
operate, and what results can be expected;
Serves to increase the voices of stakeholders in the planning, design,
implementation, analysis, and knowledge generation necessary to create and
sustain a high-quality program.

Outputs

Outcomes — Impact

Inputs
Activities
What We Invest:

What We Do:

Priorities

Participants

Short Term

Medium Term

Long Term

Who We Reach:

What Are The
Short Term
Results:
(Learning)

What Are The
Mid Term
Results:
(Action)

What Are The
Desired Ultimate
Impacts:
(Social Change)

Situation

Assumptions

External Factors
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HOLSTEE MANIFESTO
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Succeed
Fail
Improve
And Always Make NEW Mistakes!

Why Do You
WDYDWYD?
Do What You Do?

I Do What I Do...

Free Writing: WDYDWYD
Write without stopping to edit yourself—whatever comes out.
This is just for you.
Nobody will collect it or ask you to read it.
What motivates you and where does it come from?
What do you like about your job? What is your greatest challenge?
Describe the perfect moment and/or the perfect reward for what you do?
What do you try hard to prevent or avoid in your program relationships?

One-on-Ones
Pair up with someone you don’t know well.
When I tell you, please switch roles.
Role 1:
Describe why you do what you do. Tell a story that explains the why.

Role 2:
Mostly let the other person talk.
Occasionally ask for the whys behind the whys (questions that move to the source).

This I Believe . . .
Creating a Statement of Personal Belief

 TELL A STORY: Be specific. Take your belief out of the ether and ground it in the events
of your life. Consider moments when belief was formed or tested or changed. Think of
your own experience, work, and family, and tell of the things you know that no one else
does. Your story need not be heart-warming or gut-wrenching—it can even be funny—
but it should be real. Make sure your story ties to the essence of your daily life
philosophy and the shaping of your beliefs.

 BE BRIEF: Your statement should be between 350 and 500 words. That's about three
minutes when read aloud at your natural pace.

 NAME YOUR BELIEF: If you can't name it in a sentence or two, your essay might not be
about belief. Also, rather than writing a list, consider focusing on one core belief,
because three minutes is a very short time.

 BE POSITIVE: Please avoid preaching or editorializing. Tell us what you do believe, not
what you don't believe. Avoid speaking in the editorial "we." Make your essay about
you; speak in the first person.

 BE PERSONAL: Write in words and phrases that are comfortable for you to speak. We
recommend you read your essay aloud to yourself several times, and each time edit it
and simplify it until you find the words, tone, and story that truly echo your belief and
the way you speak.

ORGANIZING YOUR TALK
INTRO

CHUNK I

CHUNK II

CHUNK III

CLOSING

Stories,
Statistics, Small
Remind People
Analogies, Short
Words,
What You Told
Tell People What Examples, Data,
Sentences,
&
Testimonials,
Them & Tell
You Are Going to
Quotations,
Personal
Research,
Them What To
Talk About
More Data
Experiences
Conclusions
Do Next

Taking A Stand*
* And Remembering to Breathe

< 10 Words
I DO WHAT I DO _______!

WDYDWYD. org

