
Giving Day 
Storytelling 
Made Easy!

How to tell powerful stories that attract and 
empower donors on your Giving Day



Your Giving Day Experts

Rebekah Casad - Customer Success Project Coordinator

Rebekah works with Nonprofits and Community Partners to 
help them make the most of the GiveGab platform. She enjoys 
working closely with GiveGab's partners and helping them with 
their online fundraising and giving day strategies. 

Bridget Cafaro - Customer Success Manager

Bridget comes from a background of nonprofit fundraising for 
the arts and health services. She has worked on dozens of giving 
days across the country preparing nonprofits for successful 
engagements with their donors on giving days and beyond!



The Significance of Storytelling

● Provokes active listening and participation 

● Lays the foundation of your organization’s “big picture” 

● Provides context and clear calls to action

● Empowers supporters to be a part of the story

● Becoming even more significant in the digital era



Storytelling & Online Giving

● Lower capacity donors give with their heart

● Online donors make quick “irrational” decisions 

● An emotionally compelling campaign is more likely to 

convert your potential donors to make a gift 

● Including your donors as a part of your organization’s story 

motivates them to invest in your mission and story



5 Easy Steps to Storytelling Success

1. Identify the key details of your organization’s story

2. Reflect on your organization’s Giving Day goals

3.  Determine the best way to tell your story

4. Share your story across multiple access points 

5. Leverage this story in your overall Giving Day campaign



Gathering Powerful Stories

● From your beneficiaries

○ Those that have benefited from the work your organization does

● From your volunteers

○ Those that have dedicated their time to serving your mission

● From your donors

○ Those that have invested financially in moving your organization forward

●  From your staff

○ Those who have worked directly with your mission in action



Probing Questions

For Beneficiaries

● What challenges were you facing 

prior to connecting with us? How 

did you feel facing them?

● When did you utilize a service or 

program and why?

● What programs or services have 

you found the most helpful?

● How did the help you receive 

resolve some of your challenges?

● If you were able to speak 

face-to-face with a donor, what 

would you say?

For Donors

● How did you hear about us?

● What made you decide to make 

your first gift?

● Why do you enjoy giving to us?

● What is your favorite program or 

service to donate to?

● What do you hope to accomplish 

through your philanthropy?

● What do you wish everyone 

knew about this cause?

● How do you feel after making a 

gift to our organization?



Probing Questions

For Volunteers

● How did you first get involved with 

our organization?

● What activities do you participate 

in when you’re volunteering?

● Is there a moment during your 

time volunteering that stands out?

● Why do you continue to volunteer 

your time to this cause?

● What is your favorite part about 

being a volunteer?

● Why is this cause important to 

you? 

For Staff

● What is your favorite part of 

working at this organization?

● Do you have any personal 

connections to our cause?

● Is there a specific moment where 

you could see the positive 

impact of our mission in action?

● What are you most excited 

about in our organization’s 

future?



Gathering Stories

● Seek passionate supporters via email

● Send an easy to fill out survey

● Have an activity at your next board meeting 

● Leave a box for written responses in a high traffic area 

where your organization regularly engages with supporters 



Storytelling 
Made Easy!



6 Types of Storytelling

● Your Founding

○ How your organization came to be

● Your Focus

○ The core challenges you tackle

● Your Impact

○ Before and after stories of your 

organization, your supporters, and 

your beneficiaries

● Your People

○ Highlighting your donors, staff, 

volunteers, and beneficiaries.

● Your Strengths

○ How your approach adds value

● Your Future

○ What your work will lead to



Your Founding Story

● What motivated the founders to start this organization?

● What was their personal connection to this cause?

● What was the problem they originally wanted to solve?

● What was the solution to that problem?

● When, where, and how did your organization come to be?



Example

● Provides context as to 

when and why the founder 

started the organization

● Story has a beginning, 

middle, and an end

● Personal and easy to 

understand



Your Focus Story

● How does your organization’s work and impact connect to 

your ultimate beneficiaries?

● What is the core challenge you tackle?

● How does the work you do make a difference in your 

community? Who is your community?



Example

● Connecting Specific 

Information Together

○ Who is being helped?

○ What helped them?

○ Who is helping?

● Including  visuals to help 

your supporters make a 

stronger connection



Your Impact Stories

● How does your organization make a difference in the 

lives of the people you serve?

● What was their life like before? What was it like after?

● How do your programs and services benefit a specific 

person, group of people, or community?

● How can donors have a tangible impact?



Example

● Focuses on the before and after of 

someone the organization has 

personally affected

● Provides details so that readers 

can feel your story, instead of just 

process it.

● Closes with a call to action



Your People Stories

● Who is already passionate about your organization?

○ Board Members, Volunteers, Donors, Sponsors, etc.

● How do they support your mission and make the work you 

do for your community possible?

● How are they connected to your cause?

● Are you motivating prospects to follow in their footsteps?



Example

● Focuses on a current supporter 

and how they became involved

● Highlights the direct impact they 

were able to make so prospects 

feel that they can do the same

● Offers a testimonial of the work 

you do and the impact you make



Your Strength Stories

● How does your approach provide value to your community 

and your constituents? 

● How are you different than other services provided?

● What is unique about your organization’s approach to 

solving problems in your community? 

● What are your greatest strengths?



Example

● Highlights the specific strengths 

which makes the organization 

unique from other causes

● Emphasizes the specific programs 

that are able to make a difference

● Ends with a clear call to action



Your Future Stories

● What is your organization’s vision?

● How can prospects help to make your ideal future a reality?

● How will the world/your community be a better place after 

your mission has been successfully executed? 

● How can you link your dreams to your donor’s dreams?



Example

● Highlights an ideal future for your 

organization and its constituents

● Adds specific information about 

what you hope to accomplish in 

the months and years to come

● Invites donors to be a part of 

making your dream a reality



Sharing Your Story

Your supporters should find elements of your story in more than one place:

● Your Giving Day Profile

● Your Social Media Profiles

○ Facebook, Twitter, Instagram, Snapchat, LinkedIn, etc. 

● Your Email Communications 

○ General newsletters and Giving Day specific emails

● Your Organization’s Website 

Think “C.O.P.E” - Create Once Post Everywhere!



Creating A Successful Story Arc

● Be consistent across all mediums of which you are communicating

● Be sure that the stories you are telling motivate donors to help you reach 

specific goals tied to your mission and values 

● Leverage ambassadors who are passionate about your cause (with a strong 

social following!) to support and share your stories 

● Set up your story ahead of the Giving Day, and use the 24-hour event to break it 

down into a beginning, middle and end

● Give your supporters a reason to check back throughout the day



Key Takeaways

● Storytelling allows your donors to actively participate in your 

organization’s mission in action instead of just processing it

● Asking your constituents and supporters for their personal 

testimonials can help prospects connect with your cause

● There are many way to tell your stories, so find the best 

methods for you and your organization!



Helpful Resources

● Join us for our next live webinar:

○ Getting Your Board Ready for your Giving Day

Thursday, March 15 at 1:00 PM EST 

● Visit gvgb.co/NPGivingDayToolkit to sign 

up and view more helpful tools

○ Suggested email templates and timelines

○ Sample Social Media Posts 

○ Board Engagement Tips

○ Free Ebook on Giving Day Success



Thank You!

Have questions? Email us at customersuccess@givegab.com

mailto:customersuccess@givegab.com

