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H OW  T O  T E L L  YO U R  S T O RY  
L I S A L O N G  L Y T E R

February 11, 2025

Stories are remembered 22x more easily 
than data, facts and statistics

Our neural activity increases 5x when 
listening to a story

Storytelling engages our sensory cortex in the brain 
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1 . K N OW  YO U R  W H Y  

+ Clarity is critical.

+ When you know your plan, you have clarity. Then, you know 
where to aim.

+ It lets your “YES” be yes and your “NO” be no.

+ It draws people in and provides the opportunity for you to 
have influence with them 
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1 . K N OW  YO U R  W H Y  

“When you know your why, your what becomes 
more impactful because you are walking in and 
toward your purpose.”

Michael Jr.
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1 . K N OW  YO U R  W H Y  

Years 1 – 4 = Average amount raised and given to charity was 
$20,000

Year 5 = Increased ticket sales by 40% and increased money 
raised and given to charities to $45,000

1 . K N OW  YO U R  W H Y  

Develop your story in these formats:

:30 

:45 

Up to 2 minutes 
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2 . E M B R A C E  S T O RY  S T RU C T U R E

Act One – Set Up – set scene with the what, the who, the where, and the 
why.  Then land the hook.

Act Two – Confrontation – Action!  This is where we witness the goals 
and struggles of the character.  What conflicts, obstacles, risks, and dangers 
have arisen?

Act Three – Resolution – Big moments occur.  Change is witnessed. 
Lessons learned.  You land your call to action with crystal clear clarity.

3 . F O C U S  O N  O N E  C H A R A C T E R  
O R  I T E M  

Pick one main character or item

Share common denominators that they may have with the audience

Introduce characteristics, benefits, features and qualities of your main 
character or item
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4 . S H A R E  T H E  C O N F L I C T, G O A L S  
A N D  S U C C E S S E S  

Share the conflict to overcome, or that has been overcome 

Communicate the challenges your non-profit has faced

Share how the character has shown strength, courage, and insight amid 
struggle (this makes sure you are not seen as the victim and adds the value 
of hope to your story)

This is the time to be clear that your organization has the solution to the 
struggle and needs support to continue

5 . T H E  R E S U LT  

What is the clear lesson or takeaway as the result of the story you 
shared?

Before and after photos are a great way to do share this information 

You want to inspire your listener into action 
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6 . T H E  C A L L  T O  A C T I O N  

The call to action comes naturally after completing the story.  You 
have inspired your listener to ask for more information and to get 
involved.

It is now time to invite the Impact Board to become the ”hero”-
“Thanks to Impact 100, now Mary and her family will have enough 
to eat each month”

Keep your call to action clear and simple.  

7 .  T H E  P E R S O N  W R I T I N G  T H E  G R A N T  I S  
N O T  N E C E S S A R I LY  T H E  P E R S O N  T O  
P R E S E N T  

1. Choose a storyteller who looks to their own experiences 
to share (without making themselves the hero)

2. Choose a storyteller that embraces vulnerability 

3. Choose a storyteller who understands the need for conflict

4. They must have a “rallying cry” – people will become your 
partners in change because they want to be part of the 
journey 
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8 . W H AT  A R E  T H E  K E Y  E L E M E N T S  I N  
T H AT  H E L P  M A K E  A  S T O RY  G R E AT ?

1. Immediacy –Your follower/fan needs the information and 
needs it right now 

2. Useful/Educational – Building trust as an expert in your field 

3. Personalization – an example of how you did it wrong, how 
you did it right, something unique to you  

4. Humor – a funny story or joke

5. Authenticity – sharing from your heart 

6. Relevance – sharing something relatable to the listener
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9 . W R I T E  L I K E  
A  C H A M P I O N

9 . W R I T E  L I K E  
A  C H A M P I O N
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9 . W R I T E  L I K E  
A  C H A M P I O N

9 . W R I T E  L I K E  
A  C H A M P I O N
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9 . W R I T E  L I K E  
A  C H A M P I O N

1 0 . P R A C T I C E  M A K E S  P E R F E C T  

1. Practice with friends, loved ones, and co-workers

2. Practice by videoing yourself and watching for areas of 
improvement 

3. The goal is to be efficient and effective 

4. When you tell a story well, the first thing someone thinks 
is, “Who can I share this story with?”.  Your efforts will be 
10x if you tell the story well.
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