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HOW TO TELL YOUR STORY
LISA LONG LYTER

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




1. KNOW YOUR WHY

+ Clarity i1s 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

YouTube michaeljrcomedy
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1. KNOW YOUR WHY

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

Michael Jr.




1. KNOW YOUR WHY

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
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1. KNOW YOUR WHY

Develop your story in these formats:
:30

:45

Up to 2 minutes




2. EMBRACE STORY STRUCTURE

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.
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3. FOCUS ON ONE CHARACTER
OR ITEM
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. SHARE THE CONFLICT, GOALS
AND SUCCESSES

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
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5. THE RESULT
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

12
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6. THE CALL TO ACTION

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 1s 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.
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7. THE PERSON WRITING THE GRANT IS
NOT NECESSARILY THE PERSON TO
PRESENT
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
14
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8.WHAT ARE THE KEY ELEMENTS IN
THAT HELP MAKE A STORY GREAT?

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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Personalization

Pensacola Police Department

Pensacola Police Department is at Palafox Market
January 7 at 1:39 PM - Pensacola - @

Here's a promise to you...you bring a dog near us, we're gonna pet that dog.
Hope everyone is enjoying this gorgeous Saturday in Pensacola

#pensacolasfinest #dogsofpensacola

@O stephen Davis, Ricki Mcwilliams and 1.5K others 67 comments 67 shares

A —_ s B an
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| Authenticity
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thought my life was over. It was only beginning.
Much love to all,

arceegomez Waa-who! Congratulations

Quint! I'm sorry that | missed your story,
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Relevancy

¢ DCREEVESFORMAYOR

View insights

@D Liked by mayorashtonhayward and 235
others.

dereevesformayor Our country is built on the

foundation of the courage and sacrifice of all

veterans in every branch.

Thank you. ¥ =2

oQv A]

D.C. Reeves for Mayor

6:09 ol T -

< Reelinsights

insights, such as sh:

d

replies, may be lower than expected due to

privacy rules in some regions.
Learn More

]
B

Qur country is built on the foundation of the...

i i

> L [} 7
2972 236 5 67
Reel Insights @

Instagram and Facebeok plays

Instagram likes and Facebook reactions.

or - Original audic

R

2973

236

19

Doa House, 30 S. Palafox
Downtown Pensacola
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BP¥ Liked by makenna.curtis and 196 others.

__thedoghouse__ Don't be afraid, it's just a
BOO-itto.

Breakfast BOOrittos and other delish breakfast
plates: 8am-11am
Lunch: 11am-3pm

#october #october s #b0o #scareprank
#scared #breakfastburrito #burritos #breakfast
#pensacolarestaurant #palafox #hungry #eggs
#bacon #veggies #breakfastclub #breakfasttime
#experiencepcola #downtownpensacola #grits
#bayougrits #burritos &, #burritolife #boorrito

#burritolove

View all 6 comments
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October 6, 2021
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9. WRITE LIKE
A CHAMPION

Why 4th grade level?

* “54% of U.S. adults read below the equivalent of a sixth-
grade level.” U.S. Department of Education, 2022

* Apple understands and keeps it simple. They don’t
think you are dumb - they want to reach as many
people as possible.

* They don’t skimp on audience research. Use that
theory to your advantage.

» Today’s consumer is tired, impatient, busy and has a
shorter attention span. Regardless of intelligence,
everyone appreciates an easy read.

21
9. WRITE LIKE
Instead of empathetic, Instead of innovative,
A CHAMPION say all hearts in say forward-thinking
Instead of transparent, Instead of honest,
say out in the open say plain-spoken
Instead of bold,
Instead of warm, say risk-taker
say sweet-tempered
Instead of authenti
Instead of friendly, 82; iings»f_lio_eﬁ =
say good-natured goodness
22
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9. WRITE LIKE
A CHAMPION

Shorter copy

Longer copy or

shorter copy,

which is better?

warmbihope

is best to inform

Longer copy

is best to influence

23
9. WRITE LIKE
A C H A MPI O N Shorter Copy Longer Copy
Low-cost, Higher-priced,
low-risk items  specialty items
Audience is Overcoming
ready to buy objections
Trusted and Complicated
recognized subject matter
20 Twenty Two Written by Kizkopop
Verbal Identity for FinTech www.kizkopop.com Write to the Point
24
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9. WRITE LIKE

A CHAMPION "Copy is like a woman's skirt. It

should be long enough to cover
the essentials, but short enough
to keep it interesting”

- Neville Medhora

20 Twenty Two ‘Written by Kizkopop
Verbal Identity for FinTech www.kizkopop.com Write to the Poiat
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10.PRACTICE MAKES PERFECT
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 eftective
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.
26
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