
S t o r y t e l l i n g

Financial  Resi l ience Training

www.jumpstartfundraising.com
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HOUSEKEEPING

• WE RECOMMEND USING HEADPHONES

• GOOGLE CHROME BROWSER WORKS BEST

• SUBMIT QUESTIONS AND COMMENTS IN 

THE “ASK A QUESTION” BOX

• SEND YOUR QUESTIONS AND/OR 

COMMENTS TO 

NONPROFITRESILIENCE@NETWORKFORGOOD.COM

mailto:NONPROFITRESILIENCE@NETWORKFORGOOD.COM
mailto:nonprofitresilience@networkforgood.com


• Send your homework assignments to: 

nonprofitresilience@networkforgood.com

• Get personal feedback on your assignments 

• Get entered into a drawing to win a FREE

one-on-one coaching sessions!

mailto:nonprofitresilience@networkforgood.com
mailto:nonprofitresilience@networkforgood.com


VIRTUAL OFFICE HOURS 
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Friday, April 24 at 2:30 PM ET

https://bit.ly/2yqlv8e


Kimberly O’Donnell, MS, CFRE
Managing Director of Professional 

Services and Lead Fundraising Coach

Janet Cobb, MA, CFRE, CNP
Personal Fundraising Coach

A N S W E R I N G  YO U R  Q U E S T I O N S  TO DAY

Rachel Ramjattan, CFRE
National Program Director for 

Impact & Sustainability



6

W E ’ R E  H E R E  T O  H E L P !
• J u m p s t a r t  O v e r v i e w

• I s  J u m p s t a r t  F u n d r a i s i n g  r i g h t  f o r  y o u ?
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Take the needs assessment here! 

www.jumpstartfundraising.com
https://sforce.co/2Vuea0c
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“I think the foundations should know that they are making a tremendous contribution to 
our organizations as this program increases our expertise in many ways. It is probably 
one of the most valuable grants we could ever receive.”

-Tim Curtis, Brookwood in Georgetown

“I have to say this training couldn’t come at a more perfect time when support/education 
will be needed to understand how to navigate an economy in the aftermath of this 
pandemic.”

- Mary Sweeney, Downs Syndrome Association of NE

https://sforce.co/2Vuea0c
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"We have experienced unprecedented success. 420 guests attended the banquet 
which raised $43,000 and 89 new donors. Our year-end appeal yielded $78,000 on 
top of the $50,000 match. We tripled our revenue on these projects raising more in 
four months of 2018 than we raised in all of the prior fiscal year. That will go a long 
way to helping refugees settle Spokane!”

- Bob Savage, World Relief Spokane

https://sforce.co/2Vuea0c
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U L T I M AT E  G O A L :  F I N A N C I A L  R E S I L I E N C E

S T E P  1 : R E V I S E D  B U D G E T  F O R  F U N D I N G  G A P S

S T E P  2 :  R I G H T S I Z E D  F U N D R A I S I N G

S T E P  3 :  C O M M U N I C A T I O N  P L A N  I N  S E R V I C E  

O F E F F E C T I V E  F U N D R A I S I N G

S T E P  4 : D O N O R  S E G M E N T I N G

S T E P  5 : P I P E L I N I N G ( M O V I N G  Y O U R  D O N O R S )

S T E P  6 : M A N A G I N G  A N D  S Y N C H R O N I Z I N G  P H A S E S

R O A D M A P
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• P O L L  Q U E S T I O N S

• S U R V E Y  D O N O R S

• C A S E  F O R  S U P P O R T

• D O N O R - C E N T R I C  C O M M U N I C A T I O N S

• C O N T I N U I N G  T H E  C O N V E R S A T I O N

• W A N T  M O R E  H E L P ?  

• H o w  t o  l e v e r a g e  C O V I D - 1 9  e m e r g e n c y  

f u n d s  t o  j o i n  J u m p s t a r t

• H O M E W O R K  A S S I G N M E N T

• C o m p l e t e  t h e  a s s e s s m e n t

• Q U E S T I O N S

A G E N DA
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D E V E L O P I N G  Y O U R  C A S E

everything you need to know



GET TING AT THE WHY ?
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• Why did this organization begin?
• Why do you exist today?
• Why would your community suffer 

if you ceased to exist? 
• Whom do you serve? 
• How do you bring value to the 

solution that is different from 
other organizations?

Your Case standardizes the messaging which informs 
your grant proposals, media kits, annual 
communication plan, and individual fundraising 
campaign content. It informs your website, 
publications, and donor communications, and is further 
developed by them. Your Case ensures that your 
historical and data-driven content is consistent across 
various channels and over time, especially if more than 
one person is responsible for donor cultivation.

Excerpt from Promised Land, Janet Cobb ©2020
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ART OF 
PERSUASION

Kairos is timeliness, appropriateness, decorum, symmetry, balance—
awareness of the rhetorical situation or “the circumstances that open 
moments of opportunity” (Kinneavy; Sipiora; Vatz; Bitzer; Hill 217).

Pathos: emotion Ethos: credibility

Logos: logic Kairos: time

Persuasion

Excerpt from Promised Land, Janet Cobb © 2020
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1. The problem/opportunity you address 
This section includes the issue at hand -- getting at the why you do what 
you do and why your reader should care. 

2. The solution you offer 
Your vision and mission statement are important, but also be specific 
about the programs and services you provide to address what would be 
missing if you did not exist. 

3. Your capability to address the problem 
If you have a long history of service and impact, present these here; if 
not, share the story of the founder/founding team, how he/she 
recognized the issue and what compelled him/her to respond. 

4. How/why you are best suited to address the problem/solution 
Others may offer similar services but how do you bring added value to 
the solution; how do you understand the problem/solution differently.  

5. What resources and funds are required to offer this service
Present a well-thought out and clearly defined budget. 

6. How you will obtain these resources 
Present the various revenue streams and collaborations that will be 
needed to offer the comprehensive service so that the potential donor 
understands how their investment relates to the whole.

7. The methods and time-line for giving 
Clearly outline all needs and wish list items, the channels for donors to 
contribute, and the time frame for giving to optimize success. 

8. Who is leading this project 
Present the professional accomplishments of your board leadership, 
Executive Director, and administrative staff through narrative. 
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CHANNELS TO 
‘MAKE THE CASE’

• Organizational website

• Social media (Facebook, Twitter, blogs, etc.)

• Paid advertising (Google AdWords, print or 
online banner ads)

• Unpaid placements (PSAs or press releases)

• Communications (newsletter, e-newsletter, 
direct mail)

• Special events

• Brochures

• Annual report



WORD COUNT
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CASE

Motto

File

Brochure

One-
sheet

Elevator 
Pitch

Tagline
2 - 3 Hashtag
3 – 4 Tagline/Motto
10 - 15 Twitter
15 - 30 Facebook
50 - 100 Donation Form
250 - 350 Email
1000+  Direct Mail

Newsletters, Grant Proposals



18

T H E  P O W E R  O F  S T O R Y

bestow identity, they shake us up, they open us to 
our own deepest experience  

- Prophetic Dialogue, Bevans and Schroeder



Tension

• Distress grabs attention

• Produces cortisol

Climax

• Emotionally charged events

• Releases dopamine

Call to 
Action

• Generates oxytocin

• Fosters empathy

NEUROSCIENCE BEHIND A STORY



CHARACTER DEVELOPMENT
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First, introduce a character. 

Then detail the obstacles and conflicts your 
character faces when working toward a goal. 
This is the real meat of the story, when your 
character is struggling to get a law passed, a 
visa for a refugee, emergency surgery for an 
animal. It’s not clear if the character will 
prevail. 

Next, remind the reader they have the power 
to create a happy ending. 

Clear call to action – specific ASK. 
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VERB + 
WHO IS 

IMPACTED

Try to AVOID words like:
Partner with…

Help us…
We...

House
Warm
Educate
Cure
Adopt 
Cultivate
Encourage
Empower

the homeless
the cold
a child
sick 
a dog
scientists
collaboration
young women 
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W R I T E  D O N O R - C E N T R I C  C O M M U N I C AT I O N S
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SHOW THE

DONOR LOVE

• Make it all about them

• Elicit emotion

• Don't dump data

• Be conversational
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Ask – call to action –
donor is the hero

Donor’s gift brings 
hope of solution

Focus on unfinished story of need



DEVELOPING THE NARRATIVE
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• Who is the protagonist (a beneficiary)?

• What problem do they face?

• How will the problem be solved?

• How does the prospect/donor relate? 
(Make the personal experience universal)

• How will a donation solve the problem?

• What do you want the reader to do?

• What is your call to action?

• Acknowledge the uniqueness 
of circumstances with compassion

• What problem are beneficiaries or 
the organization facing?

• Ask for support to address the problem?

• Offer details of how gift will provide 
a solution – specificity works here!

• What do you want the reader to do?

• What is your call to action?

• Offer message of hope at the other end of 
the crisis.

In Normal Times In Crisis Times



26



27

C O N T I N U E  T H E  C O N V E R S AT I O N



DEVELOPING THE NARRATIVE
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Th
an

k 
yo

u

What 
your gift 
will do

R
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o
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ac
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What 
your gift 
is doing

N
e

w
sl

et
te

rs
/R

ep
o

rt
s

What 
your gift 
did do



ONGOING DONOR ENGAGEMEN T
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• Begin with the thought, "I am writing to 

you today because..."

• Don’t send mixed messages

• Segment - never thank a non-donor

• Continue to share stories

• Use a variety of communication channels

• Each point of engagement should have 

one focus

Engage

Ask

Thank

Report 
impact

Repeat

Thank OFTEN and UNEXPECTEDLY



FINANCIAL  RESIL I EN C E

30
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I S  J U M P S TA R T  F U N D R A I S I N G  R I G H T  F O R  YO U ?
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I S  J U M P S TA R T  R I G H T  F O R  Y O U ?

• Can you/your team commit to spending 5 hours per week on 
fundraising and development activities?

• Are you willing to use the Network for Good Simple Smart 
Fundraising Software?

• Have you raised $5,000 or more from individual donors during the 
past twelve months?



HERE'S  THE GOOD NEWS
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• People are giving generously NOW.

• Jumpstart Personal Fundraising Coaches and tools will help whether you are 
delivering services now or have suspended services until recovery begins.

• The Jumpstart team is ready to help you access COVID emergency funds and 
matching funds from Network for Good so you can enroll ASAP.

• NEXT STEP: Click here to see if Jumpstart is right for you (10-minute assessment)

https://sforce.co/2Vuea0c
https://sforce.co/2Vuea0c
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HOMEWORK:

1. Take the Fundraising Needs Assessment.
2. Click here to talk with the Jumpstart team.
3. Thank the foundation that invited you sharing 

your key takeaways.

https://sforce.co/2Vuea0c
https://calendly.com/brieforesman/jumpstart
https://sforce.co/2Vuea0c
www.calendly.com/brieforesman
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Q U E S T I O N S



36

A D D I T I O N A L  R E S O U R C E S



FUNDRAISING NEEDS ASSESSMENT
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Take the next step and determine your eligibility for Jumpstart Fundraising by taking 
this 10 minute Needs Assessment! 

https://sforce.co/2Vuea0c______________________

https://sforce.co/2Vuea0c
https://sforce.co/2Vuea0c
https://sforce.co/2Vuea0c


• Send your homework assignments to: 

nonprofitresilience@networkforgood.com

• Get personal feedback on your assignments 

• Get entered into a drawing to win a FREE

one-on-one coaching sessions!

mailto:nonprofitresilience@networkforgood.com
mailto:nonprofitresilience@networkforgood.com


F I N A N C I A L  R E S I L I E N C E  T R A I N I N G  R E S O U R C E S
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https://bit.ly/2Y0GYz6
https://bit.ly/2Y0GYz6
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https://www.facebook.com/groups/NonprofitsUnleashed/
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https://www.jumpstartfundraising.com/covid-19-resources

https://www.jumpstartfundraising.com/covid-19-resources
https://www.jumpstartfundraising.com/covid-19-resources
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