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Ø The Gazette, Maryland
Ø St. Cloud Times, Minnesota 
Ø Statesman Journal, Oregon 
Ø Florida Today, Florida 
Ø Des Moines Register, Iowa
Ø Story Struck Marketing
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1. Segmentation

2. How to tell the story 

3. The one thing
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Segmentation

Ø Stop trying to reach everyone
Ø Focus on your ideal audience 
Ø Use research to identify your 

specific audience (every 
organization is different)
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Look for similarities

Ø Demographics
Ø Motivations (their why) 
Ø Behavior (their trigger) 
Ø Geography 
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Create groupings

Ø Identifiable list (data)
Ø Ways to add to list (data)
Ø Use motivations, 

preferences, and other 
information for messaging 
and marketing
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Workshop: 

Identify your audience segments 
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Audience segments

Ø Parents
Ø Community members
Ø Taxpayers
Ø School staff

Parents

CommunityTaxpayers

School 
staff
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Who does it 
resonate with?

Ø Parents
Ø Community members
Ø Taxpayers
Ø School staff
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Ø Taxpayers
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Workshop: 

Brainstorm motivations of donor 
segments 
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Audience segments

Ø Major donors
Ø First time donors
Ø Volunteers

Major 
donors

First time 
donors

Volunteers
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Volunteers

What do I need to do? What does success look 
like?

First Time Donors

How do I explain it? How do I delegate 
responsibility?

Major Donors
What decision do I need to 

make?
What resources are 
needed to address?
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Volunteers

What do I need to do? What does success look 
like?

First Time Donors

How do I explain it? How do I delegate 
responsibility?

Major Donors

Understanding Clarity of story Transparency
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Volunteers

What do I need to do? What does success look 
like?

First Time Donors

Appreciation Impact Story of impact

Major Donors

Understanding Clarity of story Transparency
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Volunteers

Recognition Experience Story of 
experience

First Time Donors

Appreciation Impact Story of impact

Major Donors

Understanding Clarity of story Transparency
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Practical application: 

Research, Personas, Donor Journeys
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Ways to understand 
your audience

Ø Interviews
Ø Surveys 
Ø Focus groups
Ø Round table discussions
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Audience Personas

Ø Common demographics
Ø Typical day 
Ø Common motivations 
Ø Common preferences
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Donor Journeys

Ø Customize communication
Ø Select social based on persona 
Ø Share stories that impact individually  
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First Time Email

Ø Build relationship
Ø Personalize with name
Ø Share result / impact 
Ø Visualize result / impact 

Source: Community Funded
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1. Segmentation

2. How to tell the story 

3. The one thing
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Clarity 
of Story

Source: 
DREAM 2016 Annual Report
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Clarity 
of Story
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Written 
Story 
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Written 
Story 
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Visual 
Story
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Visual 
Story
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1. Segmentation

2. How to tell the story 

3. The one thing
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Advocate 
You know firsthand. Advocate for what you need.

Ø Reflect on: What you need and why

Ø Look for evidence: 
Personal experience and best practices 
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Advocate 
Follow this formula: 

1) The evidence is … 

2) The evidence shows that … 

3) Therefore, I believe … (solution) 
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Seek solutions 
Ø Online learning (ask for time) 
Ø Marketing Capacity Building Grant
Ø Additional grants or funding 

Email me at:

mackenzie@storystruckmarketing.com
… and I’ll send you the capacity grant link. 

mailto:mackenzie@storystruckmarketing.com
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Questions?
Mackenzie Walters – StoryStruck Marketing  

Connect with me on LinkedIn! 
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