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The 
power of 
problems. 
How to open your next 
fundraising pitch with force
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THE POWER OF PROBLEMS

You should lead most 
of your fundraising 
communications with a 
problem statement.
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Because donors must 
understand the issue before 
caring about your solution.

They need to lean in.

Be invested.

This psychology dates back 
200,000 years to cave people. 
Humans are hard-wired to listen 
for how to thrive or survive.



So never start your comms 
with “we” language. 

Let’s look at a few nonprofit 
examples:
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THE POWER OF PROBLEMS

Here’s how you can 
embrace this narrative 
shift. In three steps:



The first exercise in our Mighty 
Ally theory of change process 
is the problem statement — 
because what you decide here 
will greatly affect the rest of 
your theory of change.

And what you communicate 
here will greatly affect how 
audiences listen to your story.
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STEP ONE

Start with theory of change.



So describe the key social 
challenge your work addresses. 

● Keep it concise! 6–10 
sentences max.

● Align your statement with a 
couple of the 17 SDGs.

● Include a master data point 
(or two!) to reinforce the need.
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STEP ONE

Start with theory of change.



The full problem statement 
from your theory of change will 
be useful in some places. Like 
copying/pasting into a funding 
application. Or maybe in a more 
extended copy block on a 
website subpage.

But in many settings, you’ll 
need a much shorter version.
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STEP TWO

Find a soundbite that hooks.



We often hear leaders say, 
“there’s no way we can reduce 
this issue to a few sentences. 
It’s too complex.”

So think of this 1–2 sentence 
soundbite as the tip of an 
iceberg. You’re sharing the 10% 
above water. Your audience can 
ask if they want to hear the 
other 90% below the surface.
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STEP TWO

Find a soundbite that hooks.



Now that you’ve determined 
your soundbite to hook 
audiences, use it. Everywhere!

Start your elevator pitch with 
the challenge. Make it the first 
page of your pitch deck. 
Explain the problem on your 
website — potentially a 
dedicated page like our client 
Justice Defenders:
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STEP THREE

Weave it into your marcom.
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STEP THREE

Weave it into your marcom.
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THE POWER OF PROBLEMS

This format has been 
used successfully in 
stories throughout time 
— from ancient myths 
to Bollywood scripts.

So hit them with it.



“Conflict creates tension 
and tension is an essential 
life attribute. Without 
tension there is boredom 
and predictability.”
― Susan Cohen
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1. Follow Kevin L. Brown to 
maximize your funding

2. Click the 🔔 to get notified 
about new posts

3. Like, comment, and ♻ 
repost below


