
TELLING YOUR STORY:
WHAT, WHERE, WHY, WOW, & 

TO WHOM 
JIM KITCH

ADI MOBILE HEALTH





WHAT

• DO YOU KNOW WHAT YOUR CLIENTS, FUNDERS, PARTNERS WANT?

• WHAT IS IN IT FOR THEM?

• HOW CAN YOU EDUCATE AND BRING VALUE TO THEM?

• HOW DO YOU PROVE YOUR WORTH/VALUE?

• WHY SHOULD THEY BE YOUR FUNDING PARTNER? VENDOR? PATIENT?



WHAT DO YOUR CLIENTS, FUNDERS, VENDORS 
WANT?

• DO YOU UNDERSTAND WHAT YOUR CLIENTS WANT?

• PEOPLE MAKE EMOTIONAL BUYING DECISIONS AND BACK IT UP WITH LOGIC

• WE CAN EDUCATE AND BRING VALUE TO THEM.





WHAT IS IN IT FOR THEM?

• WHY SHOULD YOUR CLIENTS, VENDORS, FUNDERS INVEST IN YOUR OPERATIONS?

• WHAT IS THE VALUE OF THEIR PARTICIPATION? – MONETARY, IN-KIND, ADVERTISING, 

MANPOWER

• HOW DO YOU COMMUNICATE THAT VALUE AND APPRECIATION OF THE INVESTMENT?



HOW DO YOU EDUCATE YOUR PARTNERS AND THE 
COMMUNITY?

• ARE YOUR OPERATIONS VIEWED IN THE COMMUNITY AS AN AUTHORITATIVE RESOURCE?

• DO YOU ENGAGE THE PUBLIC AND COMMUNITY IN EDUCATION MARKETING?

• LOCAL MEDIA

• YOUTH CLUBS/CENTERS/SCHOOLS

• PROFESSIONAL ORGANIZATIONS

• LOCAL EMS/EMERGENCY MANAGEMENT





HOW DO YOU PROVE YOUR WORTH?

• DO YOU HAVE REGULAR COMMUNICATIONS/UPDATES TO YOUR INVESTORS – CLIENTS, 

VENDORS, FUNDERS?

• DO YOU SHARE SUCCESS AND IMPACT STORIES – PERSONAL PATIENT CARE STORIES

• DO YOU QUANTIFY THE VALUE OF SERVICES PROVIDED TO THE COMMUNITY? THESE CAN BE:

• ER VISITS AVOIDED

• NUMBER OF PATIENTS SEEN IN AFTER HOURS CLINICS THAT DON’T HAVE ANY OTHER VENUE

• $$,$$$ VALUE OF CARE GIVEN IN A WEEK, MONTH, YEAR



WHY SHOULD I BE YOUR PATIENT, VENDOR, 
FUNDING PARTNER

• WIIFM – WHAT IS IN IT FOR ME?

• PATIENT

• CONVENIENT HOURS

• AFTER HOURS/WEEKEND HOURS

• CULTURALLY COMPETENT AND COMPASSIONATE STAFF

• VENDOR

• MAKING A DIFFERENCE

• RECOGNITION OF DISCOUNTS/SPECIALS – BECAUSE OF YOUR DISCOUNT OR PURCHASING PROGRAM 

WE WERE ABLE TO TAKE THE DIFFERENCE AND ENHANCE XYZ.





WHY SHOULD I BE YOUR PATIENT, VENDOR, 
FUNDING PARTNER

• FUNDING PARTNER

• YOUR FUNDING ENABLED US TO:

• EXPAND OUR HOURS

• EXPAND/ENHANCE PROGRAMS

• CONTINUE EXISTING PROGRAMS

• ENGAGE NEW GEOGRAPHIC LOCATIONS

• ENGAGE NEW CLIENT POPULATIONS





WHERE

• WHERE DO WE TELL OUR STORIES?

• YOUR INTERNAL STAFF

• YOUR EXISTING PATIENTS

• YOUR VENDORS

• YOUR FUNDING PARTNERS – EXISTING AND POTENTIAL

• LOCAL BUSINESS COMMUNITY

• LOCAL MEDIA COMMUNITY

• LEGISLATORS – LOCAL, STATE, FEDERAL



INTERNAL STAFF

• DOES YOUR STAFF KNOW YOUR HISTORY, STORY, MISSION?

• CAN THEY RETELL THE STORY ACCURATELY?



EXISTING PATIENTS

• DO YOUR EXISTING PATIENTS KNOW YOUR STORY?

• DO YOU ACTIVELY SOLICIT HELP FROM YOUR PATIENTS?

• DO YOU SHARE YOUR NEEDS WITH PATIENTS?



VENDORS

• DO YOUR VENDORS KNOW YOUR STORY?

• DO YOU SHARE YOUR NEEDS WITH YOUR VENDORS?

• DO YOU ASK YOUR VENDORS TO CHECK YOUR ACCOUNT TO MAKE SURE YOU ARE GETTING 

THE MAXIMUM BENEFITS, DISCOUNTS?

• ARE YOU PARTICIPATING IN YOUR VENDORS’ NON-PROFIT PURCHASING PROGRAMS



FUNDING PARTNERS

• DO YOUR EXISTING AND POTENTIAL FUNDING PARTNERS KNOW YOUR STORY?

• DO THEY KNOW THE IMPACT THEIR INVESTMENT HAS MADE IN THE COMMUNITY?

• HAVE YOU SHARED SPECIFIC PATIENT IMPACT STORIES?

• HAVE YOU SHARED SPECIFIC HEALTHCARE SYSTEMS IMPACT?



LOCAL BUSINESS COMMUNITY

• DOES THE LOCAL BUSINESS COMMUNITY KNOW YOUR PROGRAM EXISTS?

• DO YOU HAVE REGULAR CONTACT WITH THE CHAMBER OF COMMERCE, ROTARY, KIWANIS, 

OTHER CIVIC ORGANIZATIONS?

• HAVE YOU COMMUNICATED YOUR NEEDS – BOTH MONETARY AND IN-KIND?



MEDIA COMMUNITY

• DOES YOUR LOCAL MEDIA COMMUNITY KNOW YOUR PROGRAM?

• DO YOU HAVE SPECIFIC CONTACTS AT LOCAL RADIO AND TV STATIONS?

• DO YOU HAVE SPECIFIC CONTACTS AT LOCAL NEWSPAPERS?

• DO YOU HAVE REGULAR CONTACT WITH THESES PARTIES?

• DO YOU PARTICIPATE IN “ASK THE EXPERT” INTERVIEWS?



LEGISLATORS – LOCAL, STATE, FEDERAL

• DO YOUR LEGISLATORS (AND THEIR STAFFERS) KNOW YOUR PROGRAM?

• DO YOUR LEGISLATORS KNOW THE IMPACT YOU MAKE IN THE LOCAL COMMUNITY?

• DO YOUR LEGISLATORS KNOW SPECIFIC PATIENT IMPACT STORIES?





WHY

• WHY SHOULD YOU ENGAGE THE PREVIOUS MENTIONED GROUPS?

• WHAT IS THE IMPORTANCE OF REGULAR ENGAGEMENT?

• WHAT VALUE DOES IT BRING TO YOUR OPERATIONS?

• WHAT IS IN IT FOR THEM?



WOW

• HOW DO WE WOW THE PEOPLE WE ARE TELLING OUR STORIES TO?

• WHAT MAKES YOUR PROGRAM OR ORGANIZATION UNIQUE?

• WHAT IS YOUR “SECRET SAUCE”?



WHO

• WHO ARE WE TELLING OUR STORIES TO:

• STAFF

• PATIENTS

• VENDORS

• LOCAL BUSINESS COMMUNITY

• LOCAL MEDIA COMMUNITY

• LEGISLATORS – LOCAL, STATE, FEDERAL

• EVERYONE!



10 MINUTE BREAK



ELEVATOR PITCH

• 2- 4 SENTENCES

• WHAT IS YOUR HOOK?  (“DID YOU KNOW…?”)

• WHO YOU ARE

• YOUR SOLUTION

• “WOULD YOU LIKE TO LEARN MORE?”



FUNDRAISING RESOURSES

• GRANT/FOUNDATION RESEARCH

• LOCAL FUNDERS RESEARCH

• DEVELOPING CORPORATE PARTNERSHIPS

• PROFESSIONAL FUNDRAISING ORGANIZATIONS



GRANT AND FOUNDATION RESEARCH

• DISCLAIMER – THIS IS NOT AN ENDORSEMENT OF ANY ONE SERVICE JUST SHARING OF 
INFORMATION BASED ON PERSONAL EXPERIENCE 

• CD RESOURCES

• FOUNDATION CENTER



CD PUBLICATIONS – WWW.CDPUBLICATIONS.COM



FOUNDATION CENTER –
WWW.FOUNDATIONCENTER.ORG 



FOUNDATION INTELLIGENCE









LOCAL GRANTMAKERS





DEVELOPING CORPORATE PARTNERS

• W.I.I.I.F.T.?

• COLLABORATIONS – ARE WE WORKING UNDER THE SAME DEFINITION?

• DON’T UNDERESTIMATE THE POWER OF IN-KIND GIVING:

• IT TECH SUPPORT

• BUILDING MAINTENANCE

• PRINTING

• GRAPHIC DESIGN

• VOLUNTEER MANPOWER



DEVELOPING CORPORATE PARTNERS

•WHERE DO WE FIND THEM?

• LOCAL SOCIAL ORGANIZATIONS

• ROTARY INTERNATIONAL

• KIWANIS

• THE LINKS

• FRATERNITIES/SORORITIES



PROFESSIONAL FUNDRAISING ORGANIZATIONS

• CAN BE OF GREAT ASSISTANCE WITH BOTH NEW AND ESTABLISHED FUND RAISERS

• SHOULD NOT WORK ON A PERCENTAGE BASIS

• SHOULD WORK ON A CONTRACTUAL BASIS DEFINED BY TIME AND A SET RATE

• WILL NEED TO KNOW YOUR ORGANIZATION VERY WELL

• WILL BE YOUR CHEERLEADER IN THE GRANT SPACE MARKETPLACE



PROFESSIONAL FUNDRAISING CAMPAIGNS

• BEFORE ASKING FOR OUTSIDE $$$, 100% BOARD PARTICIPATION IS MANDATORY

• CAN YOUR BOARD TELL THE STORY?

• IS YOUR CAUSE COMPELLING?

• WHAT IMPACT WILL YOU MAKE IN THE COMMUNITY WITH THIS NEW FUNDING?



PROFESSIONAL FUNDRAISING CAMPAIGNS

• REMEMBER THE THREE RIGHTS

• ALWAYS DO THE ASK IN PERSON

• DON’T LEAVE A PLEDGE CARD, MAKE AN APPOINTMENT

• MAKE IT AND KEEP IT PERSONAL

• ALWAYS, ALWAYS, ALWAYS FOLLOW UP WITH DONORS



QUESTIONS?

JIM KITCH
812-401-8866

JIM.KITCH@ADI-MOBILEHEALTH.COM


