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Slide 2 Why Do You Need a Story?

Without one your coalition is:

• Defined by your silence

• Defined by others

• Misunderstood/misinterpreted   
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Slide 3 Components of Your Story

• Who you are

• What you do

• Why you exist

• Why anyone should care

• What you hope to accomplish
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Slide 4 Who are you?

What is your brand promise?

• Not your logo or tagline 

• The “thump” in your chest, 

• Laser-focused - not tacking!
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Slide 5 What do you do?

It’s about differentiation and communication  

• What do you do that no one else does?

• Separate by target audience

• Keep it simple

• No jargon 

• Remember that you have competition
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Slide 6 Why do you exist?

• The emotional rationale for your existence 

• The practical reality for your existence

• The people, communities and causes you help
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Slide 7 Why Should Anyone Care?

• What would happen if you weren’t here?

• What benefits do you provide - immediate and long 

term?
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Slide 8 What Do You Hope to Accomplish?

• What do you want to happen?

• What outcome?
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Slide 9 Knowing your Target Audience

Who is your target audience?

• Multiple groups 

• Identify them, prioritize them
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Slide 10 Target Audience Questions

• What does TA want from me?

• What do I want from TA?

• How do they view me?

• What do I think they know?

• What do I wish they knew?

• How can I reach TA?
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Slide 11 Target Audience

• Multiple target audiences, with multiple priorities 

• Identify and Prioritize, you can’t talk to everyone
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Slide 12 Storytelling Tools

Position your Coalition:

To____________   _____________

(target audience) (brand name)

Is the __________________ that

(frame of reference)

_______________________
(Unique Point of Difference)
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Slide 13 Storytelling Tools

Know your brand promise

• The “thump” 

• The “authentic voice”

• Has to be real, true, believable
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Slide 14 Storytelling Tools

• What stories do you WANT to tell?

• Focus on stories that communicate your brand 

promise, reveal your humanity, connect and are 

relevant

• Emotional stories - overcoming obstacles and of 

success
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Slide 15 Storytelling Tools

• What stories do you HAVE to tell?

• Public Relations

• Financial

• Personnel 

• But still - stick to key messages!
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Slide 16 Storytelling Tools

Develop Key Message Concepts

• 5 or 6 KEY Concepts

• Adaptable for any Target Audience
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Slide 17 Storytelling Tools

Refine Concepts to Key Messages by Target 

Audience

• Simple statements, easy to remember, easy to say

• Use them EVERYWHERE!
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Slide 18 Storytelling Tools

Develop a “voice”

• Your voice should match your brand, your target 
audience and your key message concepts.  

• Are you: empathetic, sensitive, emotional, humorous, 
youthful, etc? 
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Slide 19 Storytelling Tools

Be True to your Brand

• Your message needs to match your brand

• No disconnects!
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Slide 20 I’ve Got My Story, Now What?

• Embrace it

• Share it

• Refine it

• Update it

• Keep it going
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Slide 21 Barriers to Telling Your Story

“We can’t afford to do it”

• You can’t afford NOT to

• Consistent, focused messaging key 

• Shape your own destiny
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Slide 22 Barriers to Telling Your Story

• “Our coalition is too complicated, we can’t tell the 
message without lots of words & charts & graphs”

• Discipline yourself and your team to tell the story in 
simple terms:

– Positioning

– Brand Promise
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Slide 23 Social Marketing - Still Relevant!

Social Marketing is

• A social or behavior change strategy

• Involves defining barriers to a behavior in order to 
effect change

• Most successful when it activates/motivates people

• Targeted to those who have a reason to care and are 
ready for change

• Strategic, and requires use of resources

• Integrated requires a comprehensive approach
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Slide 24 Social Marketing - Still Relevant!

Social Marketing is

• “What’s in it for me?”

• Change on the installment plan - no quick fixes!

• Requires research into the target audience

• About exchange - good behavior for bad; bad 
behavior for incentive; good behavior for reward
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Slide 25 Social Marketing - Still Relevant!

Good Social Marketing

• Sets measurable behavior goals

• Uses consumer research and pre-testing

• Relies on theory

• Is insight driven

• Applies principles of segmentation & targeting 

• Thinks beyond communication

• Creates attractive, motivational exchanges with the 
target audience

• Remembers the competition for the desired behavior
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Slide 26 Social Marketing - Still Relevant!

Good Social Marketing

• Sets measurable behavior goals

• Uses consumer research and pre-testing

• Relies on theory

• Is insight driven

• Applies principles of segmentation & targeting 

• Thinks beyond communication

• Creates attractive, motivational exchanges with the 
target audience

• Remembers the competition for the desired behavior

 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

Slide 27 Social Marketing - Still Relevant!

FUN, EASY, POPULAR!

• Fun 

– Are the consequences of the behavior both real 
and rewarding for me? - Is it worth it??

• Easy 

– Can I do it? Am I capable? 

• Popular

– What do the people I care about want me to do? I 
want to be like them!
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Slide 28 Social Marketing Mix: Product

Key Marketing Question

• What is our organization offering? And, how 

appealing is it?
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Slide 29 Social Marketing Mix: Price

Key Marketing Question

• What is the price we want our audience to pay? Can 

they afford it? Are they willing to pay that price?
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Slide 30 Social Marketing Mix: Place

Key Marketing Question

• Where will our organization offer this exchange? 
Have we made it easy to access? How available is it?
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Slide 31 Social Marketing Mix: Promotion

Key Marketing Question

• Do we know how to reach our audience? Do we 

know what they want/need to hear? 

• Will we need advertising, public relations,direct mail, 

interpersonal, point of decision/purchase

More?
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Slide 32 Social Marketing: 10 Things To Remember

1. Audience focused - and then some!

2. Its about behavior change - not just awareness or 
communication!

3. Research is vital - even small “r” research

4. Exchange is key - what’s in it for me?

5. Barriers, Barriers, Barriers - what are they? How 
big? 
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Slide 33 Social Marketing: 10 Things To Remember

6. Others have probably done it - check best practices!

7. Readiness - where/when is your target audience in 

the right frame of mind

8. Timeliness - where/when is the right place & time

9. Evaluate!! Wrong? Right?

10.You are NOT the target audience - its all about 

them!
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