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Crafting Your Elevator Speech 

An elevator speech requires you to compellingly tell your story and why it matters in about 30 seconds. This 

makes you zero in on why someone should care about your cause, and it forces you to make that case 

succinctly. It’s hard to do. But once you get it down, it is helpful for many situations: chatting with funders or 

stakeholders, giving speeches, writing press releases, social media posts, etc. 

Tips from speech coach Nick Morgan for getting to the point: 

1. Grab the attention of the specific audience by starting with the word YOU. Make it about the people 

listening. Why should they care? 

2. Identify a need, problem or challenge they have. This gets to that fundamental advocacy point – show 

how your cause relates to their values. 

3. Weave in emotion. 

4. Explain how you solve that need or problem. 

You can use the key messages and sample proof points as a starting point for developing your elevator 

speeches. Any key message needs only two or three examples of supporting data, as long as they are relevant 

to your situation and are meaningful to the person you are speaking with.  

An elevator speech should conclude with a call to action. It could be a specific ask (e.g. for funding, for support 

of an initiative, etc.) or it might be a request for further conversation. The American Library Association has 

developed the following template to guide you through the process of developing an elevator speech.  
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CRAFTING YOUR ELEVATOR SPEECH 
  

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

  

  

The MESSAGE: 

    

What do you need your audience 

to know? 

    

The STORY & KEY DATA: 

Connect the message specifically  

to your work, with a quick fact/data  

and story .   

The ELEVATOR SPEECH   

Packages the above in a way that is 
  

short, personal and memorable.   

The  ASK :   

Consider who you are talking to,  

what they care about, and what it  

is within their power to impact.  

M ake a  specific  request.   

  


