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The microphone is currently muted. We will start the presentation on time.
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Our sites, projects and 
programs engage Canadians
and enhance local identity. 

We offer training, tools and 
support to help communities 

bring heritage to life. 

Learn more: 
nationaltrustcanada.ca

The National Trust for Canada, 
a national charity that  

leads and inspires action for 
places that matter. 
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Today’s Agenda 
Step 1: Get ready to tell your story.
Step 2: Think about how you will use your story.
Step 3: Craft the right messages for the right audiences.
Step 4: Tell your story.
Step 5: Tell it in pictures.
Step 6: Use social media to tell your story.
Free/low cost resources for dressing up your story.
Open Forum.
Wrap-Up.
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Step 1:  Get ready to tell your story.

Why do you need a story?
 To engage people.
 To inspire people.
 To compel people.
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The average human attention span:

We see or hear about 105,000 words each day.
 That’s 23 words per second.
 Or 34 gigabytes of information – every day.
 Enough to overload a laptop within one 

week.

The average human attention span is 8 
seconds.
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Jerry Seinfeld

“This whole idea of an attention span is, I think, 
a misnomer. People have an infinite attention 
span if you are entertaining them.”
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What should your story do for you?

Engage people – get them past that 8 seconds.

“He was an old man who fished alone
in a skiff in the Gulf Stream and he 
had gone eighty-four days now without 
taking a fish.”
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What should your story do for you?

 Share your passion.
 Leave them asking “How can I help?”
 Make it easy for your audience to remember 

and retell.  
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Key elements of your story:

 The main character.
 The challenge.
 The hero.
 The happy ending.
 The emotional 

journey.
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2 Stories about Campbell House.

Duthie’s Point Heritage Site, New Richmond, QC.
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Campbell House – Story #1.
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Campbell House – Story #2.
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Story #1  OR  Story #2?
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Step 2:  Think about how you will use 
your story.

 Communications materials.
 Donor appeals.
 Major gift asks.
 Sponsorship approaches.
 Saying thank you.
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https://www.youtube.com/watch?v=KN1rcWZA7_E

https://www.youtube.com/watch?v=KN1rcWZA7_E
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Use your story in your elevator pitch:

 Spark interest.
 Explain what you do and why you’re unique.
 Leave them wanting to know more.
 Deliver it with passion.
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Use your story in your case for support to 
demonstrate:

 The need.
 The urgency.
 The impact.
 What’s at stake.
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Green’s Harbour 
painted a story of 
what their harbour 
would look like 
without the church. 

What a great way to 
help supporters 
understand what’s at 
stake. 
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Use your story in your call to action:

 What do you want your heroes to do?
 If your story leaves them asking “How can I 

help?”…….
 Be sure to tell them how!
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Step 3: Craft the right messages for the 
right audiences:

 Know your 
audience.

 Who are you 
talking to?

 Are you keeping 
THEIR interest?
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Different ways to segment.

 Behavioural
 Demographic
 Geographical
 Psychographic
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Most targeted audience segments.
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Geography

 A story about a 
lighthouse will not 
appeal as easily to 
someone on the 
prairies as 
someone on the 
east coast. 
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Audience segments who love 
historic places.
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Step 4: Tell your story.

Be creative.
Be fearless. 
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Who are your story tellers?

 Champions.
 Community influencers.
 Partners.
 Twitter friends.
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Champions.
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Community Influencers.
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Partners.
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Twitter friends.
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Step 5:  Tell your story in pictures.

Human beings process visuals 
60,000 times faster than text.

 Tweets with images earn up to 18% 
more clicks, 89% more favorites, 
and 150% more retweets

 Average length of a website visit is 
15 seconds.
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Use photos that:
 Feature people.
 Show people in action.
 Appeal to people’s natural

sense of curiosity.
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Glenaladale 
Estate
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The Potato House
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Sonja’s favourite photos.
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Tell your story in video:

 Website visitors spend 100% more time on 
pages with videos.

 Just using the word “video” in an email 
subject line boosts open rates by 19% and 
clickthrough rates by 65%.

 On This Place Matters crowdfunding site:
- Page with 1 photo and no video = 75 secs
- Page with video + photos = 173 secs

Sources: eyeQ, HubSpot
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When making video remember to:

 Keep it short – 60 to 90 seconds.
 Keep it focused.
 Keep it entertaining.
 Include a clear call to action.
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My favourite video:

https://thisplacematters.ca/project/cape-
forchu-bc-36-lens-building-restoration-
project/

https://thisplacematters.ca/project/cape-forchu-bc-36-lens-building-restoration-project/
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I like this video because:

 It’s fun.
 It explains the lighthouse.
 It introduces the people.
 It explains the project and its impact.
 It has a clear call to action.
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Step 5: Use social media to tell your story.
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If you aren’t on 
social media here’s 
why you should be:

 It’s a great place to 
start a conversation
 Your audience is on 

these social channels 
already
 2.8 Billion people
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Different social  
channels:

Use Facebook to 
have a 
conversation 
with your 
audience.
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Different social  
channels:

Use Instagram to 
tell your story in 
photos.
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Different social  
channels:

Use Twitter for 
timely 
conversations.
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Tweet example:
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Different social  
channels:
If you do make 
videos, YouTube is the 
best place to share 
them.
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How to choose your social media channel.

 Social media may 
be free but it takes 
time.
 Choose which social 

media channel 
works for your 
audience.

 Where is your audience?
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What is a hashtag?
Why use a hashtag?
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#thisplacematters

#regenworks

#historicplacesday
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“Dress up” your story with free or low 
cost resources:

 YouTube:  www.youtube.com
 HootSuite:  www.hotsuite.com
 Canva:  www.canva.com
 PowerPoint:  www.office.com
 GoAnimate (animations):  https://goanimate.com

http://www.youtube.com/
http://www.hotsuite.com/
http://www.canva.com/
http://www.office.com/
https://goanimate.com/
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Open Forum
Any questions?
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Dive in and learn 
something new. 
Tip sheets, case studies and blogs. 

Sponsorship
Crowdfunding
Volunteer Management
And, much more. 

www.regenerationworks.ca
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Don’t miss upcoming webinars! 

February 20 – How heritage organizations 
can gain a competitive edge in 
sponsorships.
March 6 – How to find your heritage 
supporters.

Register Now. 

www.regenerationworks.ca/learningevents

http://www.regenerationworks.ca/learningevents
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Open Forum
Any questions?
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Key takeaways:
 Use stories to engage, inspire and compel.
 Your story tellers are in your organization and 

in your community.
 Tailor stories to your audiences.
 Photos and videos bring your story to life.
 Social media is a great way to tell and 

spread your story.
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Thank you! 
Funded in part by: 
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