
Culture of Storytelling
a workshop for nonprofits 

presented by 



Write down a story about your
organization from last week on a

card.
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STORYTELLING
As humans, we are hardwired to crave stories. We

want to connect with stories, and people respond to

stories. 



T h e  5  P ' s

IDENTIFY YOUR MOST 
POWERFUL STORIES



PEOPLE

Clients

Team

Volunteers

Board

Community

Partners



PLACES

Facility

Community

Clients Spaces

Destinations

Transitions

Origins



PURPOSE

Why

Vision

Mission

Values

Passions

Goals / Dreams



PAIN

Need

Obstacles

Tension

Villians

Issues

Difficulties



PRIDE

Moments

Overcoming

Accomplishments

Success

Transformation

Awards



Who are specific people  
that your audiences need

to know about?

Question





What are some
significant places

you can tell a story
about?


Question





What are the stories
that show my 

organization's values
in action?


Question





Who are the villains
your organization 

confronts daily?


Question





What am I proud of when
it comes to my
organization?


Question





Write 1 Answer
Per Sticky Note

ANSWER + STACK

6
 Min



Can you tell me 
a story about that?

TURN TO YOUR
PARTNER

6
 Min



CREATE A STORY PIPELINE

Gather

Make a plan, create a system, tell everyone



TELL A STORY FROM
YESTERDAY

Daily

Take 5 min each morning when you arrive at work. Jot

down the date and a one-sentence summary of the

story moment. 



SET UP "STORY-TIME"

Storytime

Invite a group to share stories for 30 minutes

on a monthly or quarterly cadence. 



PART OF EVERY MEETING
Make Stories 

Share personal & professional bests

A story highlight

Invite a special guest

Write a card and read it aloud



CREATE A FORM TO
COLLECT STORIES

Automate it

Create a google form with questions to send out to staff,

volunteers, clients, board members, etc. 

Pre-schedule reminder emails.  



A STORY BANK TO 
 CAPTURE THE STORIES

Create 

Notebook  

Spreadsheet

Hootsuite

Trello

Asana

Google Drive

Notes on your phone



YOUR STORIES
Catalog+ Orgnaize

Create categories

Use labels or tags

Note the use

Easy to access

Use it

Do it 



What tactic will you
try?

WRITE IT DOWN

3
 Min



 STORY STRUCTURE

Basic

SETUP
TENSION

RESOLUTION



Itsy-Bitsy Spider



PRINCIPLES OF STORYTELLING
7

+ 1 Common Misconception that will kill your story



7 PRINCIPLES 

+ 1 story killer misconception 

 Set a goal 

 Be authentic

 Make it relatable

 Start with a hook

 Engage the senses 

 Keep it simple

 Offer an action step

1.

2.

3.

4.

5.

6.

7.

 



Goal

What is the goal of this
story?  



Come volunteer, visit the

website, send an
application, or maybe
create more empathy. 



Share the real
moments. 



Stories come in all

sizes. Sometimes the
smallest story has the

biggest impact.





Authentic



Relateable

Make your story
immersive. 



Paint a picture of the
universally relatable
moments, feelings,
dreams, hopes, and

challenges. 
 



Hook

Use a Hook



All good stories start by
grabbing your attention.

Utilize the art of a hook.  



Senses

Engage the senses. 



Describe the
moment, person, or
place using one or

more of the five
senses.  



Simple

Can someone who just
encountered this story

understand the
message? 

Is it clear and easy to
understand?



Action

Does the audience
know what they

should do next? Be
blunt and direct, and
only give one CTA. 



ITS NOT THE NUMBERS

Am I sharing a story or
just facts and figures? 



The numbers and facts

support a story, but they
are not THE story. 



Pair up and tell your
story to your partner

using these 7
principles.

PRACTICE

10
 Min



YOUR STORY OVER AND OVER
Repurpose 



Make a list of the types of people you share stories with.

Make a list of how/where you tell these people your stories. 

Reference your story bank and create a map for all the ways
you can use the same story to connect in different ways.

Note if you need any special elements. (Photos, videos, quote,
stats, URLs etc.)  

MAKE YOUR PLAN





NEWSLETTER 



ENGAGED AUDIENCE


 



SOCIAL POST

 

Are your hands full?  Those were the only words Machaela, the
founder of this really great nonprofit, heard when they called to ask if
they could take placement of a 2-day-old baby girl.  Here is that baby
on her adoption day.  Hands were full, shopping at the $5 store.  

Hearts are full now, we're celebrating National Adoption Month all
month!  Share your adoption day photos in the comments! 
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__________
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__________
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Story



Roadblocks



Assuming everyone knows what you do 
Explain it again, and again, and again

Patronizing
Good intentions & Expertise can lead to the trap of
speaking too much for the people you serve. 

We don’t have time 
I’m not good at this
Light/Dark 

Focusing too much on one or the other 

ROADBLOCKS



 Groups of 3-4. Pose
the challenge to the
group, then silently
take feedback from

the group.

PROBLEM SOLVE

10
 Min






VIVIAN KVAM

Vkvam@thetandemworks.com

@thetandemworks 



TandemWorksTeam

Riding Tandem

Lets Connect






MACHAELA
CLARK

Mclark@thetandemworks.com

@thetandemworks 



TandemWorksTeam

Riding Tandem

Lets Connect



THETANDEMWORKS.COM/SOCIAL-MEDIA-SIDEKICK

Custom Social Media Posts for
Busy Small Business Owners

support@thetandemworks.com



RIDING
TANDEM

WITH VIVIAN KVAM
A BEHIND THE SCENES

LOOK AT SMALL  BUSINESS

LISTEN ON 
YOU FAVORITE 

PLAYER

Podcast





PLAY WITH THE TOYS



USE THE BATHROOM WHEN YOU NEED



ASK QUESTIONS AT ANYTIME

Need to know...



We create
vs 

We're creating custom
marketing...




We design 
vs 

We're creating
custom marketing...








GREAT COPY IS 
MORE THAN PRETTY

WORDS.























IT'S NOT ABOUT YOU...
Newsflash

It's about your client or customer. Don't start with "I" or "We." 



DON'T BE THAT GUY
Posts should be about them for them, not you. 



RESTRUCTURE THE NARRATIVE 
But how?







Be social! 

After all, that is the whole idea behind social media.  

Ask questions of your followers with games or contests.  

Give the followers a reason to give their opinion or favorite
something. 

Engage in other conversations, and start other conversations
on follower’s profiles! 

ENCOURAGE CONVERSATION







CLARITY

Provide
Don't leave people guessing!



Can someone who
just started

following the page
understand the

message? 

PROVIDE CLARITY

Goal Understand CTA

What is the goal of this
post? Do you want

people to comment?
Come to the store, visit

the website? 

Does the audience
know what they

should do next? Be
blunt, and direct, and
only give one CTA. 









Define Your Brand Story 

Use Your Story to Create Posts

It's not about you - it's about them. 

Use a hook.

Activate your message. 

Provide clarity. 

RECAP


