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Compelling Stories That Show and Seed Impact 
Handout to Accompany Webinar, October 2019 

 
Learn how to share stories and you’ll never feel like you’re begging for resources.  
 
Become confident in your ability to ask for you what you need because you offered up 
a compelling story with a strong argument and a clear ask.  
 
Key Tips:  

o Focuses on a single person/group. Focus on the human aspect of the story. 
o Track Transformation—From adversity to success!  
o Quotes, pictures, and concrete details make the work come alive for the 

reader/listener.  
o Blend Head, Heart, and Wallet—Make the ask!  
o Be focused—a single story can’t hold all the issues or solutions. Where might a 

picture help tell the story versus words? Think about how an image shows 
something, which means you won’t need to add that point using language in the 
text. Let picture and text complement each other.  

o Get an editor to help you revise for grammar, flow, and impact. 
 
Story Starters:  

o Quote from “the hero” of the story. Start describing the human after the quote. 
o Description of the setting – set the scene and place us in the context of the 

situation. 
o Fact/Data then lead into the human connection. First sentence: “More than 

2/3rds of 3rd graders in Sacramento County can’t read at grade level. Jennifer 
Burns, mother to Paul and Polly, is worried that her children may be falling 
behind. ENTER QUOTE from Jennifer.”  

o Cut right to the conflict. “At night the temperature dropped to 54 degrees, but 
that didn’t deter Stephon, a man in his 70s experiencing homelessness, whose 
job is to keep a vigilant watch over the tree memorial park in Stockton. He’s 
part of a mission to deter vandals from messing with the trees. He shivered in 
jacket as we spoke, walking around with nothing more than a flashlight.”  

 



 2 

Head, Heart, Wallet:  
o Gather 2-3 pertinent quantitative data points that mesh with the human story  
o Define key terms/ideas that the general population may not know. Give only 

the pertinent details, not the entire history of the term/idea. I.e., some people 
may not know of the Urban Island Heat Effect… give them a quick sentence 
that sums it up. Don’t get lost in the mechanics. 

o Gather a lot of “heart tugging” stories. Write them as 1-2 pages and then chunk 
them down into smaller bites for different audiences. Focus on the human 
element of transformation, how they went from A to B because of your work.  

o Make a clear ask with information about how to give. You can ask for a 
person’s time, talent, or treasure.  

 
Audience Considerations:  

o Define your audience for a particular story—are they more inclined to want 
data or story? Lead with their desire, but eventually blend in the other.  

o How much time does your audience have to read and/or listen? Adjust 
appropriately. Learn how to telescope a story, long or short.  

o What’s pertinent for them to know in order to engage?  
o Don’t focus on objects, processes, or buildings. Focus on how people and 

neighborhoods are changed because of your work. 
o Make an appropriate ask—do you research about what’s possible from the 

person on the other end.  
 
Where to Share:  

o At elected official meetings- school districts, city council, municipalities, 
county supervisors, state capitol.  

o On social media: Twitter, Facebook, Instagram, YouTube  
o On your website and in your newsletter  
o Via End of Year Appeals with donors and funders  
o With Funders 
o In Grants 
o Over lunch with donors, colleagues, and friends  
o In passing—be quick, don’t just tell people your job title and mission, punch it 

up with a story!  
 
Presented by Katie McCleary, Paper Wings Creative Consulting 
www.paperwingscc.com  

 


