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o, It Stewy Time

Every year, thousands of new charities are founded.
Thousands. Of course, overall this is terrific. People
have more opportunities to contribute to both
nuanced and large-scale causes in increasingly unique
and convenient ways. On the other hand, in what is
already a highly competitive market, this presents
interesting challenges for any non-profit organization.

In this quarter’s edition of Charity Views, we discuss
the importance of storytelling. As our sector continues
to grow and evolve, with more players finding new
ways to utilize technology every day, interestingly
enough, it is the age-old art of storytelling that is
perhaps more important to fundraising than ever.

Whether it's providing an authentic portrayal of the
struggles your organization fights to resolve or finding
the perfect balance of data and humanity to maximize
impact—there’s much to master, and in the coming
pages, we unpack it all.

Thank you for your readership and support,

The IAA Team
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No matter how big an organization is, how established,
how well-funded or how innovative, stories are the
great equalizer. Utilized correctly, storytelling can
transform numbers on a page into an emotional
connection with a prospective contributor. Storytelling
can make a national initiative distinctly relatable and it ¥
can drive action. Quite simply, storytelling is your single : : e TITTETELE
most powerful tool. T
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© 2018 Insurance Auto Auctions, Inc. All Rights Reserved. The content and images included in this publication may not IAA-AUCTIONS.COM BACK TO TABLE OF CONTENTS <3

be reproduced or used in any manner without the express written permission of Insurance Auto Auctions, Inc.


https://iaa-auctions.com/selling/charity/
http://www.iaa-auctions.com/selling/#charity

Every charitable organization can provide statistics that justify
contributions to their respective causes. Even though many find
unique ways to relay these numbers, more often than not, they
don’t garner the attention they deserve. While extensive data or
flashy communication methods may help them get noticed, only
by tying in these facts with authentic stories can organizations
truly be heard.

Take for example, that Brandon Stanton, the
photographer behind the successful “Humans of New York”
Instagram account, did for Pediatric Cancer. A staggering number
of children nationwide are diagnosed with cancer every year.
However, the numbers alone don’t necessarily elicit an emotional
response. Stanton used his platform to humanize the data.The
pictures he took and words he wrote about these remarkable kids
(and their doctors and nurses) brought their struggles to life, and
the results speak for themselves. In just two weeks, his impactful
storytelling helped raise over $3 million for the cause.

“Humans of New York” helped raise over

3 MILLION B

in two weeks
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Relatability= TMPACT h

You’ll notice a common thread amongst all of the greatest
storytellers in the philanthropy sector. They are able to
make their organization’s cause relatable to their donors—
regardless of how mainstream or obscure it may be.

To fully understand the importance of relatability, let’s take
a trip to the small village Adi Etot, Ethiopia, where villagers
struggle to find clean water every single day. For many
Americans it's hard to imagine such places even exist,

let alone comprehend the struggles of their inhabitants.

“The greatest storytellers in the
philanthropy sector...are able to
make their organization’s cause
relatable to their donors.”

That's why, to drive donations, Charity: Water created the
“Someone Like You” page on its website. When potential
donors entered their age and a few of their interests and
values, they were virtually introduced to someone similar
from Adi Etot through an interactive profile page. With
relatable storytelling such as this, it should come as no
surprise that the New York-based organization has already
raised over $250 million dollars since its founding in 2006.

‘"
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So, you've done it all. You've utilized the power of
storytelling. You’'ve humanized the data with compelling,
authentic examples. You‘ve established relatability
between your donors and those your organization
supports. Now all that'’s left to do is watch your fundraising
increase, right? Not exactly. Getting the final step in the
process right is pivotal—turning emotion into action.
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Three Keys
&s to DRIVING poration

There are three keys to turning great storytelling into gl Strl ke the tht ba |ance

donor action.

The first is to strike the right balance. As inspiring StO”eS W|thOUt d fOCUS on
i h I be,
ctorios without a focus on thastugalesthar - eeetne stnugglesyhaiarecedad
ded th k ization difficul . .
o3 o U hogy e e them make an organization

their donations can make a difference. d|ff|CU|t _to COﬂﬂeCt Wl_th .u

Second is to link singular stories to the larger issues.

Yes, it is beneficial to humanize the problems your

organization works so hard to support, but you Finally, clearly establish a pathway to action.You've
also run the risk of over-personalizing. Connecting grabbed the attention of prospective donors, you've
the unique stories you share to the overarching connected with them emotionally and you've

problems serves two important purposes: You compelled them to act—now, show them how.
eliminate the possibility of people concluding that

one person’s struggles are exclusive to the individual
and you identify a fundamental issue that affects a
huge number of people.

!
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LIPS # ITICKS

As you've seen, storytelling brings to light the crux of any
organization—the human element. It highlights the reason we
feel compelled to give and it allows charities to create lasting
connections between donors and those in need, but it's not easy.
Here are a few helpful tips & tricks that you can keep in mind
during your next fundraising campaign.

Fill in the Blanks

Organizations find the most success when they leave
room for their audiences to finish the stories they tell.
For example, a compelling tale of an impressive low-
income child who still needs a mentor will be more
impactful than that of a child who has already found or

Leverage Video

Many charities veer away from this medium due
to unfounded fears of big budgets and difficult
production processes.You have a terrific resource
in your pocket at all times! Great footage can be
shot and edited with a smartphone, and video
always proves to be the most attention-grabbing
communication method.

Listen

Storytelling isn’t a one-way street. Hear what your
prospective donors have to say, get feedback and
conduct research.You’ll learn which type of stories
resonate the most and can build your communication

strategies from there.
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To have your organization’s stories, events or important dates
featured in the next edition of Charity Views, or on our social

channels, please contact us at: marketing @iaai.com.
877.557.1CAR | 1ICAR1DIFFERENCE.COM

Insurance Auto Auctions, Inc.
Two Westbrook Corporate Center, 10th Floor
Westchester, IL 60154

one car

one difference
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