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Nonprofit 
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in 2010
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It’s All Marketing

Who’s Using the Internet? Everyone!
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Older Folks Are Catching Up

“Me” 

Generations
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Conversation is What Matters

F
lic

kr
: K

ris
 H

oe
t

Regardless of Which Tools You Use!

Using Stories to 
Share Your 

Messages about
the Watershed
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What is a Story?

“A story is a fact, 

wrapped in an emotion

that compels us to take 

an action that 

transforms our world.” 

– Richard Maxwell and 

Robert Dickman in The 

Elements of Persuasion

Great stories are the
gems of nonprofit marketing

Stories Work Because . . .  
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Why are Stories So Much Better?

• Easier to remember

Why are Stories So Much Better?

• Easier to remember

• Feed word-of-mouth 

marketing



© 2009, Kivi Leroux Miller

NonprofitMarketingGuide.com 7

Why are Stories So Much Better?

• Easier to remember

• Feed word-of-mouth 

marketing

• Free!

Why are Stories So Much Better?

• Easier to remember

• Feed word-of-mouth 

marketing

• Free!

• Make us human
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Why are Stories So Much Better?

• Easier to remember

• Feed word-of-mouth 

marketing

• Free!

• Make us human

• Emotional, and 

therefore inspirational

Stories Work Because . . .  

They Are Sticky.

Flickr: roboppy
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People Hear AND See Good Stories

“Stories provide simulation

(knowledge about how to 

act) and inspiration

(motivation to act).” 

– Chip Heath and Dan 

Heath in Made to Stick

But . . . 

You aren’t this guy.
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But . . . 

You aren’t this guy. Or this guy.

Flickr: timparkinson

The Good News

Nonprofits 

have great 

material to 

work with!



© 2009, Kivi Leroux Miller

NonprofitMarketingGuide.com 11

Three Classic Stories

1. The Challenge Plot

2. The Creativity Plot

3. The Connection Plot

Mixing and matching
is fine!

1. The Challenge Plot

• Classic underdog, rags 

to riches, against all 

odds, bootstrap stories

• Inspires action, 

confidence; appeals to 

our courage and 

strength

Flickr: barrebarrie
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Act I:

Introduces the 

character, his 

situation,  and 

his goal.

Act II:

Character 

faces 

obstacles. 

Tension 

mounts.
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Act III:

Action peaks. 

Character 

triumphs, 

gets payoff.
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Who Is This Guy in Your 

Nonprofit’s Story?

Writing the Challenge Plot

• Characters at a particular 

time and place

• Their goals or desires 

• Barriers that they must  

overcome

• How they get beyond those 

barriers

• Payoffs or triumphs

Here’s What

You Need:
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Let’s tell some  

“Challenge” 

stories.

2. The Creativity Plot

• Aha! moments, 

breakthroughs,

“what if” stories that 

work out

• Inspires us to take a 

chance, experiment, 

support a new 

approach

F
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Writing the Creativity Plot

• A well-understood 

problem

• A standard response 

that just doesn’t work

• A new approach (test 

runs or theories OK)

• Vision of a new reality

Here’s What

You Need:



© 2009, Kivi Leroux Miller

NonprofitMarketingGuide.com 17

Let’s tell some 

“Creativity” 

stories.

3. The Connection Plot

• Bridging the gap, we are 

one, there but for the 

grace of God go I, big 

meaning in a small event 

stories

• Inspires compassion, 

understanding, love, 

cooperation

Flickr: pondspider
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Writing the Connection Plot

• A small, specific situation 

or event

• A connection to a  greater, 

universal human 

experience

• A surprise, discovery,

or  epiphany

• Connections within the 

story and with the reader’s 

heart/soul

Here’s What

You Need:
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Let’s tell some 

“Connection” 

stories.

Stories rush by you everyday. 

Take the time to capture them.
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Sort them and figure out

how you can use them.

Where to Use Them

• From testimonials to 

personal profiles

• Website home page

• All “Call to Action pages”

• Newsletters

• Press Releases

• Presentations
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Telling Even

Better Stories,

So People Get It

The Curse of Knowledge
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Numbers w/o Context Are Meaningless

Solution: Social Math

• Blending 

Statistics into 

Stories by Using 

Analogies

Flickr: Flickr: puroticorico
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What Big Numbers Do You Use?

Flickr: erix!

Dry Facts Rarely Motivate

Flickr: scragz
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Emotion Rules in Advertising

• Ad campaigns with 

purely emotional 

content outperformed 

the rational ads 2 to 1.

Sources: Source: Brand Immortality: How Brands Can Live Long and Prosper

Flickr: Joe Shlabotnik

What’s This About?
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You Fear of Cheese – Bad Cheese

Flickr: stevendepolo

Your Job: Translator

Flickr:  Migraine Chick
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What Kind of Emotions?

When Fear Works

• The threat must be real 

to themselves or loved 

one.

• Otherwise you create a 

dismissive response.

Flickr: Randy Son of Robert
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When Fear Works

• Ways to avert 

the threat must 

be clear and 

doable.

• Otherwise you 

create a 

defensive 

response.
Flickr: Draco2008

How Supporters Want to Feel

Effective

Appreciated

Powerful

Included

Heard

Validated

Relieved

What Else? 
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Power of One – The Darfur Puppy  

It’s all about the EMOTIONAL connection!
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Appealing to Group Identity

• What kind of people 

do they want to be?
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Stories the Media Loves

• Local Face on a 

National Story

• Contrarian (against 

the trend, or popular 

opinion)

• How-to, Advice, Lists

• Seasonal / Calendar

Getting Web 1.0 
Right First:

Your Website and
E-Newsletter
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Imagine a Tree . . . 

Your Website

Your Website

Your Email 
Newsletter
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Your Website

Your Email 
Newsletter

This is Web 1.0.

This is the baseline
for a nonprofit’s online
marketing program.

Now it’s time to plant 
some acorns . . . 

Your Website

Your Email 
Newsletter

Social Media
(Flickr, YouTube)

Social Networks
(Facebook, MySpace) 

Your Blog
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. . .  and see what 
grows!

This is Web 2.0.

Your Website

Your Email 
Newsletter

Social Media
(Flickr, YouTube)

Social Network
(Facebook, MySpace) 

Your Blog

Your Website

Your Email 
Newsletter

Social Media
(Flickr, YouTube)

Social Network
(Facebook, MySpace) 

Your Blog

Build a community around 
your cause, where everything 
is connected and people can 
enter at different places. 
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If Your 

Website 

Sucks,

Fix It

Flickr: bqw

10-Point Basic Website Check

• Domain Name 

Make Sense?

• Know Where Am I?

• Clear Path for Top 

Questions/Actions?

• Images?

• Donate Online?

• Email Capture?

• People Featured?

• Stories on Need or 

Success?

• Easy to Contact Staff?

• Google Keywords on 

Target?
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10-Point Basic Website Check

Build Your 
Email Lists

Everywhere, 
All the Time, 
and Use It

Flickr: fuzzyjay
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10-Point E-Newsletter Check

• E-News Provider?

• Easy to Get On & Off?

• From Recognizable?

• Intriguing Subject Line?

• Is Content Reader-

Focused?

• Personal and 

Conversational?

• Call to Action?

• Skimmable?

• Simple Design?

• Preview Pane/Mobile 

Readers in Mind?

How to Start an E-Newsletter
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Web 2.0 / Social 
Media Strategies 

Best Suited to 
Watershed Groups

Be Your Own Media Empire

Everyone can be a 

publisher.

Everyone can be a 

broadcaster.

Everyone can be a

(mini) media mogul.

Flickr: Zoomar
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Dip into Social 
Media by 

Diving into
1-2 Tools. 

Plan to Swim 
Awhile

Flickr: emutree

Blogging
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RSS: Subscribing to Blogs, Podcasts, Etc.

Benefits of Blogging

“Short and sweet” 

is great.

Search engines 

love blogs.

Can even replace 

website and

e-newsletter.
CafePress.com
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News Blog

Advocacy Blog
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Toolbox Blog

Storytellling Blog
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ED / CEO Blog 

“Outsider” Blog
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Easy Blogging Tools

Interactive 
Imagery
(Social + Media)
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. . . And Start Some Conversations!

Social Media: Deck Out Your Website or Blog

Flickr: Add Rotating Photos
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Flickr: Add Rotating Photos

The Nature Conservancy – Photo Contest
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Video from YouTube

Presentations on Slideshare.net
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Social 
Networking

Teens Say Old People are Ruining It

• 2/3 + of Facebook users 

are out of college. 

Fastest growing 

demographic is people 

35+ (Facebook).

• Nearly half of Twitter 

users are 35+ 

(Quantcast).
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Like, Grandma is on It, OK?

• 1/4 of Americans 55+ 

have a Facebook 

account (Harris 

Interactive, 4/09)

• Facebook reported in 

2/09 that its fastest 

growing demographic 

was women 55+.

Facebook

• Personal 

Profiles for 

Staff

• Pages for Your 

Organization

• Groups

• The Causes 

Application
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Twitter

Feed Your 

Biggest Fans

Flickr: brendio

You rock! You rock! You rock! You rock! 
Let usLet usLet usLet us
help you!help you!help you!help you!
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Six Gs of Social Media Marketing

The Dos:
• Genuine
• Generous
• Grateful

The Dont’s:
• Greedy
• Grandstanding
• Grabby

What’s Next?

Flickr: creativecommoners

• Social networking, but with info

• The semantic web

• Personal search

• Personal plug-and-play

• Organic LED

For now . . .

• How does your website look on a 

phone?

• Are you collecting cell phone 

numbers ?
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Let’s keep in touch!

Blog: NonprofitMarketingGuide.com/blog

E-News: NonprofitMarketingGuide.com

Twitter: kivilm

Facebook.com/nonprofitmarketingguide & /kivilm

LinkedIn: Kivi Leroux Miller

Slideshare: kivilm

Email: kivi@ecoscribe.com

Office: (336) 499-5816


