
BALANCING URGENCY &

INSPIRATION IN YOUR 

STORYTELLING

BRU CE C.  BRYA N
B R U C E @ 5 P O I N T S C R E AT I V E . C O M



What Makes You Special?

Figure out what you do 

best. What makes your 

nonprofit unique?



Determine Who Needs to Hear About You

Nonprofit Know Thy Audience.  

Then Craft Messaging for Them.



Building a Connection From the Inside Out

Employees, Volunteers, 

FamiliesUsers, Sponsors/Underwriters

Municipalities, Agencies, 

Aligned Organizations, 

Concerned Citizens, 

Advocates, Former 

Clients…
The General Public



Start Where You Are!

Start with gathering resources 

and formulating a plan (and 

budgeting time and money!)

Tell others about your 

nonprofit, organically 

at first, then to a 

larger audience.



PRACTICAL GUIDANCE – 

IDEAS TO HELP YOU 

POSITION YOUR NONPROFIT



Get Ahead of the Wave

ESTABLISH A 

CADENCE01

- Press Releases

- Media Outreach

- Email Marketing

- Social Media

- Sponsor Communication



Get Ahead of the Wave

REGULAR MESSAGING BUILDS 

UPON ITSELF 02

- Create awareness first

- Find ways to draw attention 

- Put your stories to the front

- Be willing to reshare them

- Grow and use your email list

- Make it easy to sign up on your site and 

at events

- Ask others to bring attention to you and 

your outreach

- Remove “desperation” by getting into a 
regular routine.

- Steady wins 

- As you prepare the ground, your audience is 

more prepared to hear your ask.



Make It Easy for Others (do their work ☺)

THE “NEWS BEAST”03

- Media outlets are hungry for 

packaged news they can put to 

good use

- Many will let you make live 

appearances & you can become a 

resource to them

- Match the story you have with the 

right reporter or outlet

- Look for natural tie-ins (National 

Farming Day, Poetry Day, or Ice 

Cream Day - things like that.)



PRACTICAL GUIDANCE – 

WHAT TO SAY & HOW TO 

SAY IT BEST



Excuse Me.  May I Have Your Attention?

INTERRUPT!
01

You’re kind people. 95% of the humans I know in the 

nonprofit world are so I’m going to assume you are too. The best marketing, 

advertising, and in turn development outreach, interrupts.

 - Stories

 - Fun facts

 - Humor

 - Touching examples

 - Famous – or locally famous – people

Use whatever means you have at your disposal and get people’s attention. Once 

you have their attention (and once they’ve wiped the tears or cleared that laugh) 
they are more ready to hear what it is you are doing to make our community and 

in turn their lives better.



Tell Me a Story

INTEGRATE STORYTELLING!
02

- A compelling story impacts the decision process in a 

variety of ways.

- The listener can better connect their passion with 

your cause

- It builds empathy, and it softens the ground for the 

ultimate ask. 

- It slows people down and shifts the tone of your 

development process

- Firms your credibility and value both



Craft Messages Specifically 

HAVE A VARIETY OF TALK TRACKS03

- Start with uncovering what the audience 

needs.  THEN shift your story to match with the 

reason they want to give.  

- Have three or four creative stories or messages 

and align them with your audience.  

- It will help your message to stick and remove 

much of that desperation from your ask.

- Demonstrates listening & personalization





Bruce C. Bryan

brucecbryan.com

5Points Creative

Advertising Czar

Bruce@5PointsCreative.com

540.986.8766

QUESTIONS?
L ET ’ S  C O N T IN U E  T H E
C ON V E R S AT I ON …

https://www.5pointscreative.com/
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