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The Power of Story

Once upon a time…



Today’s line up

Why Bother

What Stories

What makes a good story

How to use story - strategically

Where to start 

And, of course…sharing stories 



Why  should we bother?

 We’re hardwired to remember this way

 Presents emotional context for charity work

 Revival of Storytelling Globally

 Proof that it’s working…



The Revival of Storytelling – Why?

• More transient society - less personal 
connections

• Increased sense of isolation
• Storytelling creates community
• New “on-line” communities (Twitter, 

Facebook, Blogs, etc.) based on sharing 
“stories” 



Who else is doing this?

 Goodman Centre (NY Comms Agency) builds 
whole comms strategy on storytelling

 3M top executives get storytelling lessons

 NASA captures astronauts’ stories 

 XEROX created Eureka (a story data bank 
estimated worth $100 million)

 Columbia U teaching narrative medicine to ALL 
2nd year medical students



Who else is doing this?

 Jewish Foundation of Manitoba –
Endowment Book of Life 12 years, over 600

 Regina Humane Society –revised annual 
appeal to incorporate “stories” of animals

 Average gift on catalogue appeal 3 x average

 Calendar sales increased by 95%

 The shift is happening…



Why Stories?

“Stories are powerful because they show us 
rather than tell us, dramatically enacting a 
truth that can move us and influence the way 
we see things.”

Stephen Denning

Private Knowledge Management 

& Organizational Storyteller 



Why Stories?

“Scratch the surface in a typical boardroom and 
we’re all just cavemen with briefcases, hungry 
for a wise person to tell us stories.

Alan Kay
co-founder, Xerox & Hewlett-Packard



Stories You Need to Know and Share

o The History of Your Organization

o Your Mission “in action” AKA  Impact Stories 

o Your Missing “in action” AKA  The Gap Story 

o Donor & Volunteer Stories… “ Maps & Models”

o Collectively… the “big story” Your Case for 
Support 



The Anatomy of a Story

The Bones

 Set the Scene: Time and Location

 Introduce Characters 

 Plot –(Characters face the challenge or 
opportunity) 

 Conclusion



Share a Story

 What was your path to the 
involvement you have with charity 
today?

 Tell for 5mins and Listen for 5 mins. 



Narrative In Action

Some Donor Stories…



Phyllis Summerhayes

1908 – 2004



The Summerhayes Story 

Bequest from Phyllis 
Summerhayes 

To establish:

The Maurice Williams 
Summerhayes Awards

(1872 –1953)



Maurice &  Hilda Summerhayes 



Maurice Williams Summerhayes 

Prospecting Days, Timmins, Ontario



The Motivation: 

A Daughterôs Love for her Father

Photo taken during 
Maurice’s visit to 
California, the first time 
Phyllis ever saw her 
father. 

She never left him from 
this point forward. He 
died on Vancouver 
Island, under her care in 
1953. 



Marigold telling her Storyé



The Summerhayes Family in 2006



What was the ROI on the Summerhayes 
Story?

 Incredible media profile for organization –
positioned as a “good steward” of gifts

 Immediate interest from other potential 
donors

 Resulted in two more gifts in excess of 
$500,000 in bequests within one month

 Developed a positive relationship with 
professional advisors in the community.



Miss Kay Ruane

Established student 
awards (bursaries) 
to assist students 
pursuing a Nursing 
career.

University of 
Manitoba & 
University of 
Victoria 



Professor William Stobie’s Gift to 

University of Manitoba

 Professor who “tested” with 
gift of shares

 Undue Influence & Referrals 

 Tea, Whisky & Evening Visit

 Stories Galore – reading 
assignments

 $7+Million – largest bequest 
in 131 year history



Stories Through The Donor Cycle

1. Marketing 

5. Recognition

6. Stewardship

2. Cultivation

3. Solicitation

4. Closure



Gathering Stories

 How to help your donors create their Legacy 
Story…

 Why?  Best prospect research bar none!  You’ll 
learn about their  motivation, values, priorities 
and expectations.  

 Remember to Listen to Understand vs Respond

 The role of Curiosity in building relationships



Gathering Stories…

 Provide information on use

 Follow Privacy laws

 Be prepared before Interviewing

 Be flexible



Telling the Story “Right”

Language is what you use to convey your story… 

 Use Plain English

 Avoid Corporate and/or Organization-centric “speak”

 Be mindful of Politically Correct language

 Paint pictures with language – use the “visualization 
check” 

 And, tell from the Head, Mouth and Heart…



Mining for Stories

 Where do you think you could find stories? 



Getting StartedéJust Do It! 

 Create a culture of valuing Stories

 Develop a Story Bank 

 Appoint a Story Keeper

 Collect at least 1 Impact Story for each 
program/service

 Collect at least 1 M & M Story for each type of 
donation or volunteer role

 Use Stories strategically…



Are you sitting comfortably? 

Let the storytelling begin…

 Your group are those around your table

 You have 5 min quiet time to prepare

 You each have 5 mins to tell your story

 1 minute Feedback window – only 
positive comments



Wrap Up Time

 Review of the Handouts

 Complete Evaluations

 A Story to Close…



Thank You…

Norma Cameron, CFRE

Phone: 250 655 3352

Email: thenarrativecompany@telus.net
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