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Story of Change using the “Pixar Structure” 

 “What do you want people to Feel, Do and/or Remember?” J. Anderson 

 

Clearly identify the key point of what you want the story to do to. 

• Who is the primary audience? What do you want them to Feel, Do, and/or Remember? 

• Clarify how this is different from a documentary approach, rather it is a story designed to inspire 

action, engagement or emotion in some way. 

• What is the shared value(s) that you will be working with (consider humanitarian shared values 

related to emotion, needs, human condition, challenges). 

Setting the context: Once upon a time… [Describe the setting, the main character—can be a person, 

animal, even a tree] 

Every day… [what is it like? What is the challenge the main character faces? This gets to the need of 

your nonprofit] 

One day… [this is the beginning of a change; a realization, an action, a new situation, a new character 

who has come in contact with the main character that is going to be a force of change] 

Because of that … [the beginning of that change, described above] what happens that starts the change 

in motion?  

Because of that… [positive change is starting to happen, might have some challenges too, but the main 

character is overcoming the challenge; this is what the donor often is helping with too] 

Until finally… [this is the positive outcome, the result that I as a reader can relate to given the shard 

valued; something that has made this person/animal/plant, etc. [main character] end up in a better 

place/way, have a better future] 

And this is just the beginning… [meaning that there are other people, animals, plants, etc. who/that 

need your help, just like this main character did. You can help by…] 

 

From: Storytelling: Science and 

Strategy; 2017Brady@shiftcharity.com 

Adapted from Daniel Pink’s “To Sell is 

Human”,  Brady@shiftcharity.com 

 

J. Anderson, 2017 

mailto:2017Brady@shiftcharity.com


Magazine cover-full photo 

Consider a quote on the front 
from an article, that is inspiring. 
From a person in the 
community or someone who 
has benefited from your 
conservation work. 

Don’t put photo credit on this 
page. 
**
Could be half page photo, with 
a short story of change too. 

Back page
• Assumes mailing flat-
• Half page mailer, with 

marketing plug for signing 
up for the e-news.

• Suggest public 
programming (interesting to 
families) on the back, with 
visuals—not a lot of text.

• Could put a story of need 
with matching grant 
announcement here

• Cross market e-News and 
Facebook in a banner-WIFM

ED letter. Make it a 
personal impact story. 
2/3 page with photo.
Identify story of 
change theme, tell a 
story to frame the 
idea. 

p.2. P.3.

Story of change: Impact 
story.
1/3 page visual.
#1

Would you like to partner 
with us? Feature box

LOGO

Bd/st
aff, 
accre
ditati
on 
seal, 
etc. 



p. 4. p. 5.

p. 6. p. 7. 

Story of change—two page spread. 
Strong visual impact.
Project #2

Pull Quote-key take 
home message 
(relevance)

Conservation stewards 
programs-what’s the 
benefit for the 
donor/reader?

Tips column on ways the 
reader can help.  

Story of change-
Strong visual, project #4-
could be a public 
property, or a 
community program,  
and a new or different 
experience.

Pull Quote-key take 
home message 
(relevance)

Visual that spans both pages

Monthly giving, thank you to 
all donors; go to the website 
for the full list. 



 

 

 

HANDOUT-LTA RALLY 2018 workshop: “Newsletters that Invite, Inspire and Include”; Judy Anderson, Janet Milkman 

Spring 2018 Newsletter by the Bitter Root Land Trust 

➢ Examples of community feedback on the other side 



The following is provided by Emy Royce, Communications Director at Bitter Root Land Trust, regarding the 

shift their land trust is making towards more inclusive, inspiring, welcoming and reader-centered writing:  

Gavin Ricklef, E.D. anecdote:  Connecting with people, as people 

I answered the phone in the office recently (months after the newsletter had been mailed) and the 

caller who I had met years ago and spoken to before.  Initially, he didn't recognize me or make the 

connection that we had met previously.   We talked briefly and he asked me my role and tenure with 

BRLT.  I told him I was the E.D. and had been working for the land trust for a decade.  Still no 

recognition.  We continued small talk and at one point I mentioned my kids.  Finally, he said, "Wait a 

minute.  I know you.  You're the one that takes his daughter fishing right?  I read about you in the 

newsletter."  It was a poignant example of the power of human stories and how much they resonate 

with our supporters. 

** 
A local fishing guide commented that "The story about Elise, made me tear up.  It was emotional for 

me." 

** 

Emy Royce, Communications Director: People remember you 

One day out in the conservation park, close to our office, Gavin and I were having a meeting when a 

familiar face approached with her daughter and grandchildren--the city attorney.  She said that she was 

about to take her grandkids out fishing and that, "I know you take your kids fishing every year because 

of that great story in the newsletter."  We all laughed together and thought about how significant it was 

that she remembered that semi-personal information. 

After the city attorney left, Gavin teased saying "You put her up to that, didn't you?"  I laughed out loud 

saying "No way!  She had no coaching at all!" 

** 

Gavin received a phone call this morning from a man who received our newsletter.  He is on a 

committee that coordinates a statewide award. The Governor presents the award, pretty cool.   This 

gentleman is in our database, lives over two hours away in Helena, and hasn’t donated since 2002.   

He read the newsletter cover-to-cover and immediately called Gavin (somehow got his cell phone 

number) and gushed about how the whole publication is about being neighbors, friendly, and 

community driven, etc.  I think it inspired him to call us… He asked Gavin to nominate someone for the 

award because of the newsletter… 

** 

A note from a conservation leader: 

I got home from work today to find your newsletter waiting for me. Right away I wanted to open it 

because of the beautiful cover.  Drew me right in.  And then Cate’s picture and Gavin‘s words brought 

tears to the eyes. Actually there isn’t a page in this newsletter that isn’t appealing, interesting, and 

compelling. I think this is the nicest newsletter I’ve seen in a long time. Great work Emy and Gavin and 

Bitter Root Land Trust. --Your fan, XXX 

Note: Newsletter coaching provided remotely via phone and editing by Judy Anderson, Community 

Consultants; judy@community-consultants.com 
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