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What’s Your Story?  
Can You Tell It? 
Can You Sell It?

By Natasha Dresner










Monday, November 16, 2009

“…Why are stories more effective? Numbers numb, jargon jars, and nobody ever marched on Washington because of a pie chart.  If you want to connect with your audience, tell them a story…”
If we can connect with our stories, articulate them, and tell them well, we will fulfill our jobs as leaders of our nonprofit camps and organizations in every imaginable way.   
 “Human beings tell stories.  It is how we learn and how we teach, how we preserve and transmit culture.  It is how we understand ourselves and others.  The instinct to tell stories and seek them out remains an essential part of being human.” 
– from Deep Focus: The Future of Independent Media by Andrew Blau.

Your success depends on:

1) The story itself: 
· create a good story following the 10 rules of storytelling on page 2 and 3;
· intrigue the audience, talk about obstacles and how they were overcome – i.e. use “Hollywood plots”; 
· include numbers, but only after you connected with the audience emotionally;
· remember that less is more, and that “simplicity is the ultimate sophistication.” 

2) The presenter: 
· choose a good presenter - not everyone can do it well, though most skills could be learned;
· be authentic - be yourself, only better; 
· add humor to your speech; 
· take what you do seriously, but don’t take yourself too seriously; 
· don’t beg or sound apologetic; 
· maintain an eye contact (don’t use the I’m-studying-my-shoes style, or the Sir-Glance-a-Lot style);
· exercise vocal control: volume, speed, tone;

3) The visual 
· appeal to different learning styles; 
· use the image to support what you’re saying, not to duplicate it;
· don’t use more then 7 ideas in one slide;
· use pictures that are worth a thousand words;

Listen to yourself speak - leave yourself messages or use a tape recorder – and then practice.  And remember, often it’s not what you say, it’s how you say it.




Telling your story in uncertain times:
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· Nonprofits are vital during difficult economic conditions than ever – the need for their services increases 
· Communicate results
· Don’t pitch hard economic times - spin things positively and present the opportunity
· Stay visible and stand out

“Good communication is as stimulating as black coffee, and just as hard to sleep after.”
– Anne Morrow Lindbergh




Create Your Elevator Speech and Your Case Statement 
(an excerpt from “Fearless Fundraising for Nonprofit Boards” by Dave Sternberg)

As a board member, you need to be able to describe the group you serve to others in a way that conveys your interest and raises theirs. Having an elevator speech – a brief summary of what the organization is about – will stand you in good stead, whether you are making an active solicitation for funding or simply making conversation at a party.

Gabrielle’s Story:

Raising money is a bittersweet prospect. Organizations love how it lubricates their plans, but finding the right people to make the right ask at the right time is often a challenge, especially when it involves major giving and board volunteers.

Most chief executives are notorious for being reticent when it comes to making “the ask.” Board members are even more so. It seems that no matter how many training sessions or role playing exercises they go through; it just doesn’t resonate for most board members until they taste success.

For example, Gabrielle is a board member for a food bank. The organization was in the throes of conducting its first-ever capital campaign for the construction of a new building and Gabrielle possessed a wealth of contacts, some of them family members, who had the capacity to make substantial gifts. So, of course, she became a valuable commodity to the campaign, at least until the chief executive realized that despite her passion for the organization (she used to say that she wanted to personally stand on the corner and feed children peanut butter and jelly sandwiches from her own kitchen), she was nearly paralyzed with fear when it came to face-to-face soliciting.

Nonetheless, the chief executive encouraged Gabrielle to call on her uncle with the caveat that, if she go stuck and couldn’t ask, the chief executive would “rescue” her.

After some friendly conversation, the two got right to business at hand, discussing the project and the needs of the organization. Gabrielle spoke of her commitment to the organization and her feelings about what it means to serve on the board. It was the chief executive who ultimately asked the question, but both were convinced that they were successful because of Gabrielle’s enthusiasm and exuberance. Without even knowing, she had secured a major gift in the best way – by sharing a great story and making a strong case.

When the chief executive got the call that Gabrielle’s uncle was making a significant commitment, he called her right away. After she screamed and cried at the news, Gabrielle surprised them both by saying, “Who else can I call?”

For example, imagine that you are riding to the bottom floor of an office building when a passenger remarks:
 “I notice you have a binder that says Board Member, Habitat for Humanity. Isn’t that the organization that gives away houses to the poor?”

You reply: “Many people think that but we do not. The houses we build are offered through a mortgage to families that are carefully chosen. The family must assist in the construction and attend a homeowners training course. Habitat is really more about long-term outcomes, like taking kids out of homes with abuse and enabling them to have a safe and positive environment. The result is amazing…who knew that a house could change a family for generations. Want to see it firsthand?”

Your elevator speech needs to articulate what the organization does, whom it serves, and how it differs from other nonprofits in the community. It needs to be clear and concise, so that you can finish speaking before the elevator doors open.


Building a Case Statement:
1. Describe the organization thorough the eyes of a donor, not through the internal workings of the organization. What do you want an outsider to see? What is the mission of the organization that will most appeal to outsiders? How do people who work in the organization serve their mission? What are the clients like; how do the benefits they receive endorse the mission?
2. Remember that people give money to make a change for the good, not to support and organization. Donors have their own concerns and ego needs. The case statement should stress how the donation makes a difference because of the benefits it confers.
3. Position the donation as a personal investment. The people you are approaching are comfortable with the notion of investing their money. What they expect from these investments is a return. Explain the accruing impact a donation will have over the years and how benefits will compound over time.
4. Write out the case statement in detail, rather than just creating an outline or list. Doing this will help you be sure that you cover all of the key points you need to address. It will also give you confidence that you know what you are going to say when you are face to face with a potential donor.


Before you can venture out into the community to solicit donors, you also need to prepare your case statement. Where the elevator speech provides a quick summary, the case statement describes the organization, its values, and its impact in more detail so prospective donors quickly understand why they want to contribute.

To make your case you need to have good answers to these questions:
● What – What need does the organization fulfill?
● How – How is the organization meeting a need?
● Who – Who is the organization – its leadership, its record, its mission?
● Why – Why should the donor contribute?

Ask the board chair and chief executive to provide information that you need about the organization’s staff, its constituents, and its unique position in the community. It will help you develop an elevator speech that represents the organization in a clear, compelling way and distinguishes it from other worthy causes in your community.

Some find it easier to create the case statement first, and then summarize its elements into a succinct, coherent, emotionally persuasive speech; some find it more useful in the exact opposite order. The bottom line: What will be the return on the donor’s gift?

Katie’s Story:
During a strategic planning process for a public education foundation, the board began to question the future of the organization. As a whole, they were very proud of their accomplishments and continued growth of annual fundraising revenue, but they wondered what their impact on public education would be if they could offer more grants. Offering more grants meant raising more money.
Katie, the incoming chair, was apprehensive about fundraising. She certainly understood its importance to the organization and supported the notion of future growth. As a donor she was committed to the mission and saw firsthand how contributions were used.
During this time, Katie hosted several events in her home where fellow board members spoke about the organization. She accompanied other board members on personal calls to visit with potential donors. She worked with the consultant to assist in the identification of donor prospects. Katie even made a planned gift to the organization.
Within several months Katie realized that she enjoyed her role as an advocate for the foundation. Her passion was evident, and her focus on encouraging others to participate financially occurred without her even being aware she was doing it. She noted at an informal meeting with the past president that “I can’t look at people any more without wondering how much money they could contribute!”
Katie learned that there is more to fundraising than asking for money. What was meaningful was that she participated, not how she participated!


Less is More
(an excerpt from “Why Bad Presentations Happen to Good Causes” by Andy Goodman)

According to Max Atkinson in his book Lend Me Your Ears, the “less is more” rule applies to storytelling as well.  “Think of the parable of the good Samaritan,” Atkinson told us.  “It’s incredibly short.  Ronald Reagan’s speech on the 40th anniversary of D-Day included stories of less than a minute,” he added.  The story below requires only 500 words:
























Resources
Storytelling as Best Practice by Andy Goodman (also check out his website: resources and the Free Range Thinking newsletter http://www.agoodmanonline.com/publications/storytelling/index.html
Digital Storytelling: A Creator’s Guide to Interactive Entertainment by Carolyn Handler Miller. 
This Web site http://electronicportfolios.com/digistory is a digest of many different stories and resources for helping with digital stories.  
This edition of Free Range Thinking http://www.agoodmanonline.com/pdf/free_range_2003_10.pdf, the newsletter from consultant Andy Goodman, describes the book listed above and identifies 7 questions to think about in terms of telling stories as a beginner. 

image1.emf

image2.emf

image3.emf

image4.emf

image5.emf

image6.jpeg
For More Happy Endings

hether you work at a small nonprofit, large foundation, or any

W public interest organization in between, storytelling remains
your single most powerful communications tool. The only

question is: are you making the most of it?

Storytelling as Best Practice can help
ensure you do. Written expressly for
public interest communicators, this
booklet culls the best advice on
storytelling that has been featured
in free-range thinking™ over the last
four years. You'll find articles on:

- How to create, maintain and
effectively use a story bank.

- How story memos make program
officers better communicators.

- Why managers need to pay close
attention to stories told inside
your office.

- How stories can make you a more
persuasive presenter.

You'll also find a reading list (with
capsule reviews and excerpts) to help you dig deeper
into this topic. For long-time subscribers to free-range thinking™,
Storytelling as Best Practice can be a valuable refresher course. And

for new readers, this

T

booklet will be a

convenient compilation

of articles you may

have missed since the
e are not grazing cows started

ime) Allow 1-2 gracing your inbox. m

To order Storytelling as Best Practice, please send a check for $10
(3750 per copy plus $2.50 first class postage and handllng) to:

Andy Goodman 3250 Wilshire Blvd., Suite 1400, Los Angeles, CA 90010

Please make check payable to Andy Goodma
mept credit card payments at |

Free-range thinking™ is a monthly newsletter for public interest groups, foundations, and
progressive businesses that want to reach more people more effectively. For a free subscrip
tion, send your request to: andy@agoodmanonline.com or call 213.386.9501. Back issues are
available on the web at www.agoodmanonline.com  Newsletter edited by Carolyn Ramsay.
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GOOD IDEAS FOR GOOD CAUSES
—1 3250 wilshire boulevard, suite 1400
=

los angeles, ca 90010

Good stories cut through the clutter and connect with people’s
hearts, opening their minds to your point of view. Dull stories don't,
and all too often, that’s what public interest groups are telling.

sk someone from a typical non-
profit to tell the story of “The
Wizard of Oz,” and you're liable
to hear something like this:

An at-risk youth from a
blended family in the
farm belt is rendered
unconscious during

an extreme weather
event. When she

awakens, she o
undertakes a long,
hazardous journey in

which she is aided by

an assortment of vari-
ously-challenged adults
while also being pursued

by a person of color*. Upon
reaching her destination, she
learns that her journey was all a
dream and wakes up in her own bed
with a newfound appreciation of the

importance of family and community.

Seven
Questlons

our
Stories

Alright, perhaps it wouldn't be quite
that bland, but storytelling in the
public interest sector is often
flatter than the Wicked
Witch of the East. In
their devotion to
data, many non-
profiteers have
forgotten how to
tell a compelling
story, even when
a r en they have plenty
to tell. And
that’s a problem,
because stories
help engage
audiences, making
them more receptive
to the facts. So here are
seven questions to ask your-
self before launching into your next
story.

* Green, in this case.
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1. Who's the protagonist?

Just as a car needs a driver to get it where
it’s going, stories need someone to drive
the action. This person (or group of people)
is called the protagonist, and traditionally
structured stories follow protagonists in
pursuit of clearly defined goals. To help
your audience identify with the protagonist
and enter the world of your story, don't be
afraid to name names (when appropriate)
and provide enough physical description

or background to let them see this
individual in their mind’s eye.

2. What's the hook?
Another technigue for
drawing people in is
beginning the story
where the audience

is. This is your story’s
“hook”- the descrip-
tion of a place, circum-
stance, or premise that
everyone understands
and with which they
readily identify. If the
subject of your story is
global warming, for example,

starting with facts about concen-

trations of carbon dioxide in the atmos-
phere is not going to engage the average
person. On the other hand, saying, “Have
you been reading about the incredible heat
wave in Europe?” is more likely to get heads
nodding.

3. What keeps it interesting?

Predictable stories are boring, and no
matter how proud you are of a recent victo-
ry, if your story boils down to “We identified
a goal, we pursued that goal, we reached
that goall” you're not likely to have audi-

Seven
Questions
to Sharpen
Your
Stories

BER 2003

ences rapt with attention. “The stuff of
storytelling,” says Robert McKee, a renowned
Hollywood script doctor (see box), “is the gap
between what we think will happen when we
take an action, and what actually happens.”
Take another look at that success story of
yours and see if you can recall any barriers
or surprises that cropped up along the way.
From the listener’s perspective, that’s where
the story gets interesting.

4. Where's the conflict?
There is no drama without conflict,
and comedies, for that matter,
also fall flat without it. Heroic
action always comes into
sharper focus when juxta-
posed against villainous
misdeeds, and while your
stories will probably not
reduce to simple-minded
battles of good versus evil
(unless your name is Bush,
that is), it helps to have
clearly defined heroes and
villains with different notions
of how the story should end.

5. Have you included telling details?

Recently, | heard a story about a small
community in West Virginia whose economy
collapsed when its primary industry, coal
mining, was shut down. The narrator
described the place as “a company town,”
but the image of a controlling and penny-
pinching company became vivid when she
added that every home was required to turn
on its porch lights at 7:00 pm each evening
“..because that's how the mining company
made sure the streets were lit.” A single
telling detail such as that can replace a
paragraph or more of description, and good

Copyright ©2003 by Andy Goodman, All Rights Reserved.

stories have just enough telling details to
set the scene and people it with colorful
characters.

6. What's the emotional hook?

By consenting to read or listen to a story,
the audience subconsciously enters into a
contract with the storyteller. In return for
their time and attention-an increasingly
valuable commadity, not so incidentally -
they expect more than a recitation of facts.
They want an emotional experience that
makes the time worthwhile. “Our appetite
for story is a reflection of the profound
human need to grasp the patterns of
living,” says McKee,
“not merely
as an intel-
lectual
exercise,

but within a
very personal,
emotional
experience.”

7. Is the meaning
clear?

Finally, your
story should
have a crystal
clear moral, a
reason for taking
this particular
journey. “We don't
need more infor-
mation,” writes
Annette Simmons
in The Story Factor, “We need to know
what it means. We need a story that
explains what it means and makes us feel
like we fit in there somewhere.” m

obert McKee is legendary in Hollywood

for teaching aspiring television and

screenwriters how to structure a

compelling story and people it with
interesting characters. He was the

expert to whom Nicolas -

Cage's character turned I'earm I

for help in the movie fl'om HOI 00d S
Story Guru

“Adaptation,” and having
taken his course myself, | can
offer my endorsement as well: McKee is the
real deal when it comes to under-
standing the intricacies of storytelling.
After years of teaching in Los Angeles
and New York, McKee has summa-
rized his course in the book, Story:
Substance, Structure, Style and the
Principles of Screenwriting. Even if
you never hoped to write the Great
American Screenplay, McKee will
help you write and tell better
stories, and that's an asset in
any field of communication.

“Science, once the great
explicator, garbles fife with
complexity and perplexity.

Who can listen without

cynicism to economists,

sociologists, politicians?
Religion, for many, has become an
emply ritual that masks hypocrisy. As our faith
in traditional ideologies diminishes, we turn to
the source we still believe in: the art of story.”

from Story, by Robert McKee
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a climate-changed world. In addition to
Mount Rushmore, the dramatically altered
backdrops include New York City, Rio de
Janeiro, Venice, and the Great Wall of
China. (Visit wwu.diesel.com to see

the camplete set.)

27 ¢F " The website links visitors to stopglobal-
warming.org to learn and do more, so it
appears Diesel’s intentions are serious.

(i
B iesein Pﬁwergd But does a hot-fashions-for-a-hotter-planet

approach enhance awareness and promote

Ad t. = ? activism, or is Diesel trivializing the
Ver IS!ng P single largest problem facing the planet?
| conducted a focus group of one with my
seventeen-year-old son, Daniel, showing

Diesel, purveyor of cool clothing, is doing him the Rushmore ad and asking, “What

its part to promote awareness of global do you think?" His reply: “l don't buy A doctor’s Story about an unfﬂrgeﬁable

warming. Sort of. The company has Diesel. You should ask a girl.” . H

produced a series of print ads that show R N Christmas Eve shows how storytelling can make the case
beautiful people sporting Diesel duds in Research completed. = when numbers alone don't.

f all the places I've talked about When | finished my plea for more stary-

starytelling, RAND Corporation’s telling — to polite applause and the

Santa Manica headguarters may feeling there were still some skeptics in

be the most intimidating. Before the room — a health officer from Georgia
%4 visitors can enter the main offices, asked if he could share a story of his own.
they must pass by a glass wall on which Speaking softly but with deep feeling,
these words are printed: “The RAND Dr. Patrick O'Neal made a better case in
Corporation is a nonprofit institution five minutes for the persuasive power of
that helps improve policy and decision- stories than | had in the previous sixty.

making through research and analysis The following is his story.

Or to my eyes, “Storytellers go home.”

Last month, | was invited to
RAND to address 35 public
health officials from all across
the U.S. These officials oversee
departments that would have to
communicate quickly and clearly
with millions of Americans
should a flu pandemic occur.

| was there to tell them that in
a crisis of such scope, data
alone is probably not the best

Free-range thinking™ is a monthly newsletter for public interest way to capture attention, calm

d groups. foundations, and progressive businesses that want ta reach nerves, and bring out the best
a QOO ma n more people more effectively. For a free subscription, send your in human nature.

AD ITAS Fok GROE DAUSES request 1o: andy@agooimanonline.com or call 323,464.3956.
Back issues are available on the web &t www.agoodmanonline.com.
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Newslettor adited by Lovi Matsomoto.
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About thirty years ago, Dr. Patrick 0'Neal
was a staff emergency physician for DeKalb
General Hospital in Decatur, Georgia. On one
Christmas Eve, usually a quiet night at the
hospital, a call came across the radio saying
an ambulance was inbound carrying a child
who had just heen severely injured.

When the ambulance arrived and

its door opened, Dr. O'Neal could

see a paramedic administering CPR

10 a two-year-old boy.

As the child was moved to an x-ray
table, the paramedic explained what
had happened. Earlier that evening,
the boy's mother discovered she
had forgotten to buy a Christmas
present on her list, so she asked
her husband to drive to a nearby
store before it closed. It was a warm
evening, not unusual for Decatur
in December, and their son was
playing outside. Hastily backing
his car out of the driveway, the
father ran aver the boy. Dr. O'Neal
could see tire marks on the left
side of his abdomen.

The child was in cardiac arrest
when he arrived, Dr. O'Neal recalls,
and despite resuscitation efforts
there was no detectable blood
pressure. A hematoma across his
temples suggested a head injury,
but Dr. 0'Neal couldn’t tell if the
boy was unconscious from this
injury or from shock. The location
of the tire tracks suggested a ruptured
spleen, and the boy's belly was bulging.

“It's easier to call a code (i.e,, cease life-saving
efforts) when you're desling with an elderly
person” Dr. O'Neal says. “On a two-year-old,
it's much harder.” The doctor and his team
continued attempts at resuscitation for ninety

MARCH 2007

minutes despite no signs of life on the moni-
tors in the emergency room. A flicker of blood
pressure briefly rekindled their hope, and the
team pressed on until three hours had elapsed,
but close to 11:00 pm they conceded the effort
was futile.

Dr. O'Neal pronounced the child dead, gathered
his strength, and went to inform the parents.
“It was particularly difficult telling the boy's
mother,” he says, and even now, thirty years
later, Dr. O'Neal has to gather himself again
just to finish the story. “She started pounding
on my chest, saying, 'No, doctor! You're wrong!
He can't be dead! Not on Christmas Eve!™

Telling Tales 1o

Dr. O'Neal's voice cracks as he recounts the
mother’s words.

“If I'd had a pediatric surgeon on hand,” Dr.
O’Neal continues, “it's conceivable the child's
life could have been saved.” That thought
lodged in his brain and would not let him
alone. Over the ensuing years, Dr. 0'Neal
made it his mission to equip hospitals all
across Georgia with the physical and human
resources necessary to provide better
emergency care — a “trauma system,” in the
parlance of public health.

The numbers, Dr. O'Neal felt certain, were
already on his side, and he cites one statistic
from 2004 as an example. In the United
States that year, the trauma death rate

(i.e., deaths from massive injuries) was 56 per
100,000 people. In Georgia, however, the rate
was 64 per 100,000. Well-equipped trauma
centers in more hospitals, Dr. O'Neal believed,
could help bring Georgia's number down to
the national average.

There was one number, however, that was not
on his side: the cost. With many hospitals
operating in the red and other priorities
vying for funding, it was difficult to generate
support for the tens of millions of dollars
necessary to create a statewide trauma
system. Year after year, Dr. O'Neal would
make his case to legislators and policymakers,
steadily adding to the mounting pile of
evidence for improved trauma care. And for
nearly twenty years, the answer was always no.

Last August, Dr. O'Neal tried yet again, testi-
fying before a legislative study committee
in Atlanta and an audience of about 200
interested onlookers. “This time,” he says,
“I told them | was going to take a risk and
relate a personal encounter that had made
me commit to seeking funds for a trauma
system.” Even though he had plenty of data

¢ Data-Driven

to make his case, he told the committee his
reasons for being there were personal. “So |
asked them to bear with me,” he says, and for
the first time in a3 public forum he told the
story about that Christmas Eve in Decatur.

“There was a fair amount of chattering before
I began, and even as | started talking,” he
recalls, “but as | told the story, the room
became completely quiet. At the end, you could
have heard a pin drop. One of the committee
co-chairs left his seat, came around to the
podium where | had been speaking and thanked
me. He said, "You don't need to convince us
that we need the system. From this point on,
our role is to figure out how to fund it.™ This
past January, legislation was introduced in
the Georgia State Senate to establish the
infrastructure for a statewide trauma system,
and in February, the House introduced the
legislation to pay for it.

Dr. O'Neal has no doubts why the scale finally
tipped in his direction, “This demanstrates
the impact a story can have when pure data
alone fails ta make the case,” he says. “You
need to substantiate your case with data, but
you need the story, too.” &

Storytelling iSchool
Set for Spring
The next classes are
- now set for April 13,
20, 27, and
May 4 from :
n-1p \
Eastern each day. :
- For more details

- and to register online go to
www.agoodmananline.com/ischool.
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0 reserve one or more copies, visit
wwuw.agoodma nonlinecom and
click on the book's cover located on
; the home page. That will

. link you to an order
form where youcan
enter your name
and address. On
January 23rd, we'll
start shipping,so
you can expect

- If you or your nonprofit, foundation,
government agen cyor educational
institutionwould like to order additional

copies, the cost is $10 per copy
plus $2.50 for postage and
handling per copy. (For
orders of more than
10 copies, please
contact me directly
at 213.386.9501 to
d iscuss bulk ship-
ping rates that can
save you money.)

How to Pre-Order

Why Bad
et Presentations
g Happen to

Good Causes

$15.00 per copy plus $2.50
postage andhandling per copy.

- For individuals or

Before placing your companies outside the

order, please note:

- If you are a ful-time
employee at a nonprofit, founda
tion, government agency or educational (Again, please contact me directly

institution, you can request one compli- if you wish to order more than 10
mentary copy (while supplies last.) copies.) &

Why Bad Presentations Happen
to Good Causes is made possible
thanks to the generous support
of The California Endowment,
The California Wellness Founda
tion, The Edna McConnell Clark
Foundation, The William & Flora
Hewlett Foundation, The
Harbourton Foundation, The
Robert Wood JohnsonFoundation,
the Op en Society Institute,

The David and Lucile Packard
Foundation, The Sisters of Charity
Foundation of Cleveland, and

the Surdna Foundation.
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Freerange thinking™ is a monthly newsletter for public interest
groups, foundalions, and progressive businesses that want 1o reach
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Text-heavy PowerPoint slides can be difficult
to read, but far worse, they can also make it more
difficult for your audience o learn.

he following is excerpted from

Why Bad Presentations Happen

to Good Causes, which is available
L for pre-order beginning January 9th.
(See the back cover for details.)

Bad PowerPoint
presentati ons waste
time. Forbusinesses
and nonprofits al ike,
time is money, so
tedious slide shows
can alsodrain
dollars from an
organization’s
bottom line. The
only questionis: how
many? In 2004, Max
Atkinsoncalculated
one answer.

A UK-based presenting
and publicspeaking
coach, Atkinsonderived a
formula to determine how
much money PowerPoint
was costing the British
economy in a single year.
“If you take the number of
managers in the country

earning 30,000 pounds a year or more,”

he says, “[assumethey attend] one pre-

sentation for one hour a week, and you

know 90% of the presentations bore

them and they get nothing out of them,
the answeris 7.8
billion pounds”” Or
roughly 14.2 billion
US dollars.

With no dollars to
waste, nonprofiteers
need to take a closer
lo ok at how their
organizations use
PowerPoint. If your
slides shows feature
few images, s cads of
text, and your presen-
ters are reading that
text to the audience, wasting
time and money is not your
only problem. These presen
tations are actually making
it harder for the audiences
to learn - a fact that was
proven in 1998 and report-

ed in Richard Mayer's eye-

opening book, Multimedia
Learning.
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The people in your audience have two
channels for processing information:
visual and auditory. These channels work
simultaneously, so audience members

are perfectly capable of lo oking at a slide,
listening to the presenter, and making
sense from both streams of information.

These same people can run into trouble,
however, when they have too much infor-
mation to process at one time.

How much is too much? In 1998, Richard
Mayer conducted a series of tests on
college students to answer this question.
Mayer created two sets of slides to teach
students how lightning storms develop.
The first set was comprised only of images
(see figure 1) and as each slide was shown
to the students, a narrator explained what
the image was depicting. The second set
of slides had the same images, but in this
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set the explanation was printed on the
slide for the student to read (see figure 2.)
No narration accompanied these slides.

After reviewing theslides, the students
were tested for retention of the information
they had just been given. Even though the
images and explanati ons were identical,

the students who saw the images and he ard
the narrated explanation retained more
than the students who saw the images and
read the explanation themselves. Mayer
repeatedthe test four times and obtained
the same result every time. His conclusion:
presenting a picture with narration allows
the two information processing channels

to work collab oratively. Presenting a
picture with text overloads the visual
channel (while ignoring the auditory chan-
nel) and can actually hinder learning.

Text in Image

: As air in the updraft cools, water
i vapor condenses into water draplets
andd forms a clowd,

{No narration}
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fig 3.
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Asair in the updraft cools, water
vapor condenses o water droplets
and forms a cloud.
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To further test this theory, Mayer ran
another side-by-side experim ent with one
critical difference. As before, the first set
of slides showed images only accompanied
by voice narration. The second set showed
images with text, but this time na rration
was included as well (see figure 3). Once
again, the students who saw the first set
of slides retained more than those viewing
the second set.

From these results, Mayer con ¢ luded that
students viewing the second set of slides
were hindered by two problems. As before,
their visual processing channel was over-
loaded with information. And instead of
opening a second channel for learning,

the narrator’s voice further aggravated
the situation. When people read text on

a screen while a presenter intones those

same words aloud, Mayer asserts, the audi-
ence's tendency is to listen for differences
to determine if the printed and sp oken
words are, in fact, thesame. And that
means the audience is not focusing on
the content!

“When making a multimedia presentation
consisting of animati onand words,” Mayer
writes in his book, Multimedia Le arning,
“present the words as narration rather
than on-screen text.” Like any rule, there
are exceptions here as well, but as a gen eral
guideline for the design of PowerPoint
slides, Mayer's advice is worth heeding. =
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Good Cause. Lousy Message.

ast February, the US Fish and Wildlife

Service proposed removing wolves

from the endangered species list in

Idaho and Montana—an acknowledge-

ment that populations were recover-

ing in both states. The announce-
ment drew protests, however, from environ-
mentalists who feared this de-listing would
lead to indiscriminate killing.

Unfortunately, their campaign for hearts
and minds—as captured in the picture
here—is already putting a hoof in its own
mouth. The quote on the bright green
placard, presumably the wolP’s thoughts,
appears intent on shaming hunters—not
exactly a catch-more-flies-with-honey
strategy. Even worse, it assumes most

a goodman

GOOD IDEAS FOR GOOD CAUSES

444 north larchmont blivd, suite 102
los angeles, ca 90004

people know the definition of “ungulates.”
(Full disclosure: | thought it was a kind of
clam.)

Meanwhile, the counter-protester in the
cowboy hat has a five-word message that
is clear, concise, and loaded with gut
appeal (abhorrently xenophobic as it may
be). The howling over the wolves is still far
from over, but if you ever needed a snap-
shot of why good causes often lose the
message war, you can thank The Idaho
Statesman for this one.

(And we'd like to thank Jonathan Parfrey
for bringing this picture and story to our
attention.) ®

Idaho's Wo
’s Wolves ¢
Wildlife toq,
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The 10 Immutable
Laws o/ Storytelling

he question arises al least once
during every storylelling workshop
I lead, and it drives me crazy. “Can
my organization be the protagonist
of my story?” a well-meaning non-
profiteer will ask politely.
“No!” | want to scream. “No!
No! A thousand times nol”

Discretion prevails, however,
and | explain just as politely
that people relate to people,
so stories about your work —
any line of work, really —
must provide human protago-
nists to draw the audience in
and lead them through the
narrative. And that’s not just
arecommendation, | hasten
to add. When it comes to
telling stories that an audi-
ence will remember and even
repeat to others (the ulti-
mate payoff for a well-told
tale), consider this a law.

In fact, through the process
of leading dozens of story-
telling workshops for literally

hundreds of nonprofits, I've been able

to identify ten such laws. With very few
exceptions, the stories that have risen

to the top in these workshops tended to
follow every one of these laws to the letter.
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Story, 'Cc-rnmunity and ‘Leadership E~News‘letter§artr_‘clé, June?OOQ Family Giving 't\l_e:ws‘_ R

By BtlI Graustein. Trus'tee,"Cas'par Grattst'ein M:e"mor;.arpmd

Edthl‘S note We often encourage phrlantiuop:c famrltes to share then famrly stones lt s a crucral way to pass m the famrly s legacy to‘_
the next generatron ln thts essa y Natronal Center for Famrly Phrlanthropy Board Member B:ll Graustem slmres how he uses N
: | storytetlmg to help nonproﬁt leaders shape the future of therr commumty ' ’

For 20 years my career was in geophysrcal research trymg to better understand how the physncal worId worked I d coIIect samples of |

jdurt (I ve dug holes m 44 states') and alrborne dust and try create puctures m my mmd of how tmy partrcles move through the

ﬁenvuronment and our Ilves Fd

"Flfteen years ago when I was m my fortIes a surpnsmgly Iarge amount of money came wrthout much warnmg, toa chantable
'foundatron my dad had started and named in memory of his brother 1 was named after my uncIe S0 thrs change m the foundatlon S
_assets felt Ilke both a responsubmty and an opportunlty I had the chance to re-lmagme what chantable work wodd be a fi ttmg memonal
to Dad and hIS sanmgS e e T SLoELT e S O |
i) talked wnth many people to plan the work of the foundatlon They shared not only thelr professuonal opmlons and Judgments but aIso .
,thelr stones Those stones Iatd themselves next to my memones of the stones Dad had told about tlmes when hewas youn""’fi To my ;

surpnse I then began to see the lmages m the famlllar famlly stones |n a stnkmgly dlfferent Ilght than I had as a r.hllct t ha S L
_:remembered them as Dad s explanatton of how thmgs were, but I now saw them as examples of how my Dad mme_to see the. worId

iand its :pOSStbllltIeS

About,,hls tlme, I happened to meet two master storytellers Donald Davns and Cathenne Conant They showed me that my expenence

'memones works better wnth company and how Iookmg for meanmg together can tum a group mto a communlty ” _' ,'T -

) began to Itsten more closer for others stones Workmg wnth orgamzatlons wuth people and thetr stones toek mosre and more of my
?attentlon Wrthm a couple years |t became clear that a shuft m career had snuck up on me and that tt was tlme toqunt my ]ob as a o

research scnentlst and focus on phrlanthropy

As I got to know more nonproﬁt Ieaders m my communlty of New Haven Connectlcut I became more and moreconfused I nmed anf
expectatlon from domg scnence that I could put bits of mformatnon together to form a plcture of a whole. | found ﬁmuch more d ft' cult |
jwhen the startmg matenaIs were abstract mrssron statements and program descnptuons rather than rocks I coutd touch or drr'tl couId _ :

»dlg m I could not see the vrsuon of the future I had to do somethmg

I drew up a Ilst of 20 people I respected from across the nonprot" t sector - agency executlves communtty vqunteers foundatton staff
'ofr cers mdrvudual donors and mvrted them each to share a meal I asked each of them the same two questlors What rs your vrsnon

for what you want to accomplush" What gets m your way?

What 1 heard repeatedly was that people wanted to work m cooperatlon wrth others for the common good of the commumty but that :
they found that was dlft' cult m the culture of our town I aIso heard people say that they often felt a dlsconnectlonbetween theur values
and thelr work; that they wanted to fi nd a way to express more fuIIy in their jObS those thmgs that were most lmportartt to them It
—sounded as If they were Iookmg for an opportumty to renegotlate the connectron between thelr hearts and thelr haads between thetr
sense of seIf and the roIe that they pIayed in thelr jObS It was aIso clear that the yearnmgs were more than desrras for personal s
fuIﬁIIment I heard them saymg,‘ ‘fVVorkmg alone ] can 't create the future I want for our communlty o ' PR

| decnded to start a workshop senes called the Commumty Leadershlp Program (CLP) to address this yearnmg and brought ln some
skilled coIIeagues to help lead the workshops with me. We're now begmnmg our eighth year and more than 150 people have taken




image14.jpeg
'part Story and Ilstenmg for story have been a central part of the program smce rt started and an addmonal yeammg has become clear
to have a courageous and creatrve conversatron across vanous boundanes of drfference mcludmg race and class. Story can shape
how we as a communlty hold thrs conversatlon The stones that come from thrs conversatron wrll in turn shape the future of our

communlty b " 4 o2

New Haven |s made up of people wrth many dlfferent life expenences The conceptual words we use to descnbe our expenence are
based on our memones of what we personally saw and felt. The same conceptual words can evoke very drfferent expenences for - i
dlfferent people lf we gather and talk m abstract terms mlsunderstandmg can quretly open the door and Jom us before we recognlze lt

Once mlsunderstandlng has opened the door mlstrust can sneak m behlnd lt Fear gurlt and anger wart outsrde. m the shadows "

'We ve found that when we start a gathenng wrth story and descnbmgthe thmgs we ve seenl the conversatlon follows :’a' drfferent path

and drfferent guests arnve respect cunosrty and hope

'As part of a CLP weekend retreat we ask partrcrpants m palrs to take turns"’descnbmg :to" each other a place they remember fondly

from chlldhood and some of the thmgs that happened there We then ask what |t was hke to take a turn lrstemng to others memones. ___;

'Here are some typrcal responses 7

} I could feel the "warmth exhaustron calmness of evenlng and_the loss of the passnng of summer

K l was womed that my story' wasn t srgnrf cant but we found commonalmes m the detalls

'bega"w Stammefwhen'recogmzed C'assd'spant'es-fortheﬂrstﬂme' recog mzed them'" mY°W" sl

It rs as |f the attentlon respect and apprecratlon that the partners srlently convey whrle they llsten rnvrte the tellers 'to go beyond therr i
famllrar recollectrons grvrng them the courage to keep lookmg when they reach the edge of what IS famlllar.andcomfortable ’» | B

gVerses was at bottom an argument about who should have power over the grand narratrve the Story of lslam and that.t :at:-'power ' s
" tves power to retell rt

'must belong equally to everyone because those who do not have power over the story that domlnates ther

‘rethmk rt deconstruct rt Joke about |t and change |t as tlmes change truly are powerless because they cannot thmk new thoughts

Leadershrp rs |n Iarge part about thmkmg new thoughts |magm|ng a future day that rs unlrke the past or present conveymg a plcture
of that new day to others and persuadmg and mspmng others to lrve mto that vrsron | i R L -

The story that dommates our Irves is often dlff cult to see because we are so famlllar wrth rt Both m facilltatmg CLP and m retellmg my
VDad s stones I've seen how shanng stones can enable us to understand the past more fully and |magme a dlfferent and better future-
My strong sense is that the power of story to change our vrsmn grows as the dlverslty of expenence of those |n the story crrcle

lncreases




image15.jpeg
TEN TIPS FOR
CREATING ANNUAL
REPORTS THAT WORK
ALL YEAR LONG

By Elaine Fogel

hat does your organization’s annual report say about your
%; %; nonprofit’s programs and mission? Although developing and
producing an annual report may seem to be a chore, the pub-
lication can be so much more than just a financial or accountability tool. It
also makes a valuable marketing piece to include in packets for major and
planned-giving donors, foundation and grant applications and media kits. A
professionally produced report is also very beneficial in attracting corporate
sponsors and partners who want to connect their brand names with organiza-
tions that have some level of sophistication.
Here are 10 tips that can help you get started on your next annual report:

1. Tell stories that show how you lived

your mission.

People like to read stories. Short, feel-good stories can tell more about what
you do than many other ways to get your message out there.

2. Use thtO treatment to accompany

those stories.

A great picture can jump off the page and capture a reader’s attention, espe-
cially if it is up close and evokes emotion. Your annual report isn’t the place to
use the shots that staff or volunteers have taken, unless they are professional
photographers or take professional-quality photos. It is worth investing in a
photo shoot or finding a professional photographer to donate his or her time.

3. Avoid clip art.
Unless your mission focuses on children or animals, do not use clip art. Even
then use it sparingly. Clip art can cheapen the look of your annual report.

4, Talk to an external audience.

Try to avoid using jargon, acronyms and accomplishments that may bore out-
siders. Many of your readers may not know as much about your organization
as you wished they did. This is an opportunity to enlighten and excite them
about your mission.

5. Include a brief financial statement or pie chart.
Show supporters where your revenue goes. Typical annual report readers may
not be interested in more than a graphic representation of your organization’s
financial health. If they are interested in more detail, make your Form 990 (for
U.S. organizations) or audited financial statement (in Canada) available on
your website on the same page as the PDF of your annual report.

6. Check your thank-you lists for accuracy—more
than once.

If supporters specify how they want their names to appear, honor those wishes.
Check that all titles and credentials are correct. Using “Mr.” or “Mrs.” as
titles for all names can be burdensome and very formal, however. First and last
names suffice, unless, of course, you have received a specific request.

If the annual report includes company names, it is best to ask how those
names should appear when you first establish the relationship, so the database
reflects them accurately. If you did not receive any direction and your print
deadline is looming, check the companies’ print ads or websites to locate their
official corporate names. Online, these are usually located in the “About Us”
section.

7. Do not forget white space in the design.
If you cram the pages with too much content, it can turn off your audience and
you will lose their interest.

8. Do not place bilingual copy on the same page.
Annual reports that come in two languages should have separate copy. Ro-
mance languages, in particular, run longer than English does, so the translated
copy will not fill the same amount of space. In addition, it is difficult for read-
ers’ eyes to jump around the page trying to find their language of choice. As
an alternative, print the annual report with one language on one side of the
center saddle stitch, and the other language on the other, facing the other way.
This way, readers cannot view one language as predominant over the other (es-
pecially valuable in Canada where there are two official languages). Another
cost-effective option is to print the annual report in the language for which the
demand is greatest, and make the alternate language version available in PDF
format on the website and by email.

9. Use professionals whenever possible.

If the slogan “Image is Everything” holds true, a poorly designed or unprofes-
sional annual report will say volumes to prospective and current supporters
about your organization.

10. Print the report in color whenever possible.

With print technology advancing in the past few years, four-color printing is
often no more expensive than two-color. Your photos and images will come
alive, and color helps reinforce your brand identity with greater impact.

An annual report may be time-intensive to create and produce, but can be
an extremely valuable marketing tool for your organization to use throughout
the year. Done well, it can give your nonprofit credibility and a professional
appeal while sending a message that its mission is worth supporting.

Elaine Fogel is president and CMO of Solutions Marketing & Consulting LLC in Scottsdale,
Ariz.; an author and speaker on nonprofit marketing, branding and customer service; and
marketing chair of the AFP Greater Arizona Chapter.




