VISUAL STORYTELLING STRATEGY & RECOMMENDATIONS

Prepared for [Nonprofit] by Maribeth Davis

1. Strategic Alignment & Core Mission

To maximize impact, [Nonprofit] photography and messaging must be on-brand and rooted in the organization's
mission, vision and values. Every captured image should support [Nonprofit]’s goal to recruit and retain support.

e Mission: To expose, engage, and empower underserved and underrepresented youth with STEAM (Science,
Technology, Engineering, Art, and Math) learning experiences.

e Vision: Inspiring, training, and transforming today’s underrepresented and underserved youth to become the
next generation of leaders in STEAM.

e Values: Empowerment, equity, and innovation.

e Target Audience: Primarily K-12 educational institutions (for school retention and recruitment), followed closely
by corporate sponsors, grant-makers, volunteers, and community advocates.

Core Content Strategy Statement: Our content inspires and persuades audiences to support the organization’s mission
to prepare the future workforce by building participants’ self-esteem and 21st-century skills (STEAM). We achieve this
by replacing vague nonprofit generalities with differentiating, clear evidence of capability and success.

2. The Cohort Storytelling Vision (2026-2027)

[Nonprofit]’s photography strategy for the new school year must distinctively capture both the inception and the
culmination of the student journey:

e New Cohort (Incoming 3rd Graders): Focus on capturing the spark of exposure. Visuals should highlight wonder,
initial curiosity, hands-on experimentation, and collaborative bonding as participants enter the STEAM pipeline.

e Continuing Cohorts (Final Year Students): Focus on capturing the breakthrough of empowerment. Visuals should
focus on confidence, leadership, sophisticated projects, peer-to-peer mentoring, and preparation for the future
workforce.

e Longitudinal Impact Tracking: For multiyear participants, compile chronological photo sequences or collages
demonstrating individual commitment, physical growth, and advancing skill levels over time.

Brand Voice & Tone Alignment

[Nonprofit] content has a major opportunity to be more consistently joyful and conversational across all digital and

print channels. Moving away from standard institutional language builds affinity and trust.

Tone Pillar Visual & Editorial Application

Passionate Driven by mission; capturing deep engagement, active curiosity, and intense focus in the
classroom.

Upbeat & Joyful Highlighting smiles, high-fives, breakthroughs, and the fun inherent in creative problem-
solving.

Conversational Relatable, accessible, and free of dense nonprofit jargon. Speaks directly to parents, teachers,

and sponsors.
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Informative & Trustworthy Backing up emotional imagery with concrete facts, specific project details, and verifiable
student success data.

3. Photojournalistic Framework: The Three Content Pillars

To build credibility and engagement, eliminate stock photography completely. Aim for a photojournalistic approach
categorized into three strict storytelling pillars:

Pillar A: Program Inspiration & Differentiators

This category focuses on the active delivery of [Nonprofit]'s specialized curriculum (math, coding, and real-world
STEM challenges).

e Action Over Posing: Prioritize dynamic action shots over static portraits. Capture the movement of learning.

e  Micro-Groups & Expressions: Focus tightly on close-ups of 1 to 3 students rather than massive, diluted group
shots. Look for intense expressions of focus, laughter, and collaborative problem-solving.

e Active Collaboration: Capture active peer-to-peer mentoring and teamwork. Avoid images where students are
just listening passively to an instructor.

e Special Events: Document high-impact milestones such as interactive guest speaker sessions, industry field trips,
and cohort graduation ceremonies.

Pillar B: Verifiable Program Results

Images must serve as evidence of [Nonprofit]’s academic and operational capability.

e Project Displays: Capture students proudly showcasing their work directly to the camera or to smiling parents
and mentors.

e Academic Achievement: Whenever permissible, photograph students holding up excellent test marks,
performance certificates, or other markers of success.

e Alumni Trajectories: Document returning program alumni who have transitioned into advanced high school
courses, technical college majors, or STEAM-related corporate internships.

e Leadership Successes: Pair impactful leadership announcements (e.g., annual report and other metrics
presentations, corporate sponsorships, new school sign-ups) with images of [Nonprofit] directors in action.

Pillar C: Supporter & Partner Recognition
Visible gratitude deepens long-term commitment and drives recurring financial and operational support.

e Donor Events: Capture authentic interactions, networking, and certificate presentations at corporate donor
meetings, grant announcements, and fundraising events.

e School Partner Highlights: Celebrate [Nonprofit]’s host educational institutions. Include signs, logos, and school
personnel cooperating actively with [Nonprofit] coordinators to solidify local partnerships.

o Volunteer Spotlights: Highlight corporate and community volunteers embedded in classrooms, providing real-
world guidance and directly assisting student teams.

4. Technical Guidance & Style Blueprint for the Photographer

Discuss this checklist with your professional photographer, and incorporate their expertise, to ensure consistent
brand assets across all channels:

e Optimal Lighting: Prioritize bright, airy, and high-clarity environments. Avoid muddy or dim classroom imagery.
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Vibrant Color Profile: Embrace vibrant, saturated colors within the learning space, projects, and materials to
naturally convey a joyful and energetic atmosphere.

Uncluttered Composition: Frame out classroom clutter, recycling bins, or messy whiteboards. Leave ample
negative space around primary subjects to give the design team flexible cropping options for website banners,
social grids, or print layouts.

Eye-Level Perspective: Physically drop down to the students' height. If a 3rd grader is testing an engineering
model on the floor, the photographer should shoot from the floor. This eliminates the detached, “adult looking
down” perspective.

Impact Selection: Lean heavily toward using 1 or 2 large-format, high-impact photos or short, dynamic videos per
post/page. A single great image tells a stronger story than a cluttered grid of hard-to-see thumbnails.

. Strategic Communications Framework

On-brand creative assets must align with strategic storytelling to advance [Nonprofit]'s goals.

Organizational Objectives: [Redacted]

Operational Strategy: [Redacted]

Communications Objectives: Clearly differentiate [Nonprofit] from standard after-school programs by
highlighting rigorous math/coding metrics; undeniable student success rates; and ambitious, scalable targets.
Communications Strategy: Maintain a consistent, cross-channel brand experience (website, Facebook, Instagram,
YouTube, emails, newsletters, annual reports, presentations, live events). Plan on-brand, timely messaging that
merges emotional student transformation with hard data. Empower partners with pre-packaged media kits to
amplify the [Nonprofit] brand.

Recommended Action Items for Next Cohort Launch: 1. Brief the photographer on the 3rd-grade vs. final-year cohort

narrative focus. | 2. Establish a curated digital asset library categorized by the Three Pillars. | 3. Focus content on high-
impact visuals paired with goal-aligned key messages; align voice and style across all channels. | 4. Distribute partner-

specific assets and graphics to participating partners.
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