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Purpose

Create a process and standard for story creation that

allows our team to:

Vet stories together and pursue leads

Collect stories (leads) in a central location

Establish realistic timelines + follow progress

Plan for use across platforms and quarters




Our Process Today
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Leads

Story comes across social
(tagged, user-generated
content) OR :
e Quarterly editorial
meetings
e Marketing alliance
partners
e Email from DEV
e Workvivo (Stories from

the Field)

Selection

Possible paths:
A. Autumn chooses what

works best for social.

B. Pitched in digital content
meeting, selected then by
committee + plugged into

emails, blogs, social.

Production

Possible paths:

A. Andrew begins to create for social,

and we request for emails, blogs,

internal, etc. (video only)

B. Andrew creates or Creative does.

Blogs and email content created, as

well as video.

These stages should be further developed and slowed down.



Breaking it down

LEADS VETTING DISCUSSION PRODUCTION
» Pre-evalua
Determine primary Consider the angle, Run through an Ideate platforms, Create pre-planned, multi-
and secondary sources and strength of the objective rubric formats, and lifespan faceted content in Asana:
storyteller and story. throughout the = emails + blogs
Store in a central quarter. = videos
location. = social

= internal



Proposed STEPS

Collect story + contact info Collect raw files + finals

Source Vet Stories Pursue Leads/ Production
stories rioritize through Team Discussion
Ongoing storage and success metrics: Present in standing Everyone’s role + tasks
collection — proactive, o angle/theme meeting for clearly represented in
not reactive. o multiplication discussion. Asana
o strength
Share w/Jersey Road

* RUBRIC * to evaluate risk



Vetting RUBRIC
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Click image to view rubric


https://docs.google.com/spreadsheets/d/1Br_oM4fiEgd4ajo5MCz7iYh5VrkmY0Ka0-qeTkV1WxQ/edit?gid=0#gid=0

ASANA Board

. Marketing Stories ~ * O Set status
Overview List Board Timeline Calendar Workflow Dashboard Messages Files <

+ Add task |~

Untitled section 1 Ideas and Proposals 1 Approved 2
) Template ) Renew World Outreach 1 YWAM Prayer Journal Article
_ | _ 2027
| e @ o 0
ot Teah

+ Add task

Click image to view board



https://app.asana.com/1/657768513276/project/1213345859676136/task/1213437908133286
https://app.asana.com/1/657768513276/project/1213345859676136/list/1213346514761080
https://app.asana.com/1/657768513276/project/1213345859676136/list/1213346514761080

Norms and Notes

Pursuing Leads and Production (Stories)
For external Marketing pieces and documents

REQUESTING/GATHERING STORIES (Sourcing stories)
» Prioritize user-generated content — produced by others - we've been tagged, we came
across it naturally or someone tells us about it (i.e. Larry Buck, Kari Kennedy).
o As a secondary source, we sift through Stories from the Field - Workvivo
o DEVY fund appeal and Marketing pages (Bri's email)
» Content strategy/direction meetings [ALL]
Quarterly editorial calendar
Marketing alliance partners (the partner may want to lead on content)
DEV fund appeal and Marketing pages (Bri's email)
Digital content planning meetings

[T T & R

VETTIMG STORIES (Pre-evaluate)

a. What's the possible angle for us?

b. Can we prioritize the theme (multiply content) or is there just a story we can use?

c. Consider the poster or source-specific ministry and personality.
i.  Think through their branding or potential connectfions to their brand.
ii. Backed by JFP staff member (in network)?

e Consider keys to success of our existing content (ex: Aldo's Story)

a. Through line idea emerges from the interview or can be pre-planned

b. Good, strong story + Great photos

c. Good amount of content (start, beginning, end)

d. Person sharing is sirong in their storyteliing/idea

» Evaluate via the rubric & Marketing Content Priority Rubric
a. Answers: Should | pursue this? Is it a right fit, yes or no?

STORAGE/COLLECTION OF STORIES
+ Insert story lead name into Marketing Stories % Asana board as a task
a. Include contact info, links and background information, images, videos, etc.

PURSUING STORY LEADS & TEAM DISCUSSION
# Present at standing meeting biweekly or monthly —
“Story Corner” during 2026 Mktg Campaign meeting
o As we discuss w/team on larger call there’s always room to push back on rubric.
» Meet with Jersey Road to consider risks— first-person stories specifically.

PRODUCTION OF STORIES (Collaboration)
e Seek out legal permission to use face, words and video.
» "We're creating a story. What assets do you need and in what format?”
a. Consider where we want to run it. What do we need for what channel?
» Set interview or recording time / Assign “interviewer."



https://docs.google.com/document/d/1-kmEE8cMjE_QNtzgmdWChhZieY0A5fLHMn8DSIe0up0/edit?tab=t.0

End of Presentation
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