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Learning Objectives

ÅUnderstand the purpose and role of an elevator 
speech.

ÅLearn how and when to use an elevator speech.

ÅLearn how to tailor your speech to those you need to 
reach. 

ÅPractice crafting one.
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What Is An Elevator Speech?

ÅSums up unique aspects of your initiative in a way 
that piques interest. 

ÅIs a short, persuasive speech (30 seconds).

ÅIs a verbal brochure.

ÅOpens the door to follow-up.

ÅIs a key tool in your communication toolbox.
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Why Use An Elevator Speech?

ÅElevate your profile in the community.

ÅPique curiosity to garner support.

ÅKick-start conversations as you meet people. 

ÅEnsure that key stakeholders know about NCTSNτ
they are part of something big! 
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Speech vs. Message

ÅElevator speech

ïChannel;  presents the 
message in a compelling 
way to certain 
audiences. 

ÅMessage

ïLanguage used in the 
speech. 
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When To Use An Elevator Speech

YES NO

Remember Your Audience
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²Ƙƻ !ǊŜ ¢ƘƻǎŜ ά/ŜǊǘŀƛƴ DǊƻǳǇǎέΚ

ÅKey stakeholders whose support you want/need: 

ÅFunders 

ÅCommunity partners

ÅParents and families

ÅMedia

ÅLegislators
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Messages For Stakeholders

ÅKnow what your 
program stands for.

ÅKnow what NCTSN 
stands for.

ÅUse NCTSN messages if 
appropriate. 
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άLƴƎǊŜŘƛŜƴǘǎέ ƻŦ ŀƴ 9ƭŜǾŀǘƻǊ {ǇŜŜŎƘ

1. Hook

2. Offering

3. Funding

4. ²ƘƻΩǎ ƛƴǾƻƭǾŜŘΚ

5. Your worth

6. Call to action

bƻǘ ŜǾŜǊȅ ŀǳŘƛŜƴŎŜ ƴŜŜŘǎκǿŀƴǘǎ ǘƻ ƘŜŀǊ ŜǾŜǊȅ άƛƴƎǊŜŘƛŜƴǘέ 
of your message.
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HookτStart Strong

Å! ǎǘŀǘŜƳŜƴǘ ǘƘŀǘ ƳŀƪŜǎ ȅƻǳǊ ŀǳŘƛŜƴŎŜ Ǝƻ ά²ƻǿΗέ

ÅUse social math:

ïά5ŀǘŀ ǎƘƻǿ ǘƘŜ ƴǳƳōŜǊ ƻŦ ȅƻǳǘƘ ƛƴ ƻǳǊ ƘƛƎƘ ǎŎƘƻƻƭǎ ǿƘƻ 
ŦŜŜƭ ŀƴ ŀŘǳƭǘ ŘƻŜǎƴΩǘ ŎŀǊŜ ŀōƻǳǘ ǘƘŜƳ ǿƻǳƭŘ Ŧƛƭƭ ƻǳǊ 
ƘƻǎǇƛǘŀƭ ŎŀŦŜǘŜǊƛŀ ǘƘǊŜŜ ǘƛƳŜǎ ƻǾŜǊΦέ

ÅOr use an anecdote: 

ïάhǳǊ ƭƻŎŀƭ tƻǇ ²ŀǊƴŜǊ ǎǘŀǊ ŀǘƘƭŜǘŜΣ ¢ƻƳΣ ŀƭǿŀȅǎ ǎŜŜƳŜŘ 
happy. But because no one knew the warning signs of 
trauma and depression, it came as a complete shock when 
ƘŜ ǘƻƻƪ Ƙƛǎ ƻǿƴ ƭƛŦŜΦέ 
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Thinking About Your Hook

ÅDifferent audiences, different priorities and values.  
An effective hook:

ïAligns with their values

ïFocuses on what keeps them up at night.
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Offering

ÅOne or two sentences about your work. 

ÅWhat problems is your work solving?

ÅWhat issues are you addressing? 

ÅWhose lives are you changing?

ÅHint: See HookτStart Strong

Remember:   Be brief! Under 60 seconds.
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Funding

ÅWho is supporting your 
programs/services now 
and down the road?

ïShow existing support to 
attract other 
supporters. 

ïHelps substantiate and 
add credibility to your 
work.
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²ƘƻΩǎ LƴǾƻƭǾŜŘΚ 

Å²ƘƻΩǎ ƻƴ ōƻŀǊŘΚ

Å²Ƙŀǘ ŀǊŜ ȅƻǳ ŀƴŘ ȅƻǳǊ ǎǘŀŦŦΩǎ ōŀŎƪƎǊƻǳƴŘ ŀƴŘ 
achievements?

ïHighlight key expertise

ïName drop, if appropriate.
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Worth

ÅHow are you better than the competition?

Å²Ƙŀǘ ǾŀƭǳŜ Řƻ ȅƻǳ ōǊƛƴƎ ǘƻ ǘƘŜ ƛǎǎǳŜǎ ȅƻǳΩǊŜ ŘŜŀƭƛƴƎ 
with?

ïComprehensive wraparound services?

ïKey partners?

ïProven-to-work practices?

ïCommunity support? 
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Call to Action

ÅWhat do you want the person to do as an immediate 
next step?

ÅThink small steps:

ïSet up a meeting to discuss further?

ïVisit a Web site?

ïRead a press kit?

ïAttend a meeting/event?

ïShare email addresses? 

ïExchange business cards?
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Putting it All Together

ÅHook: І ƻŦ ƪƛŘǎ ŦŜŜƭ ŀŘǳƭǘ ŘƻŜǎƴΩǘ ŎŀǊŜ ŎƻǳƭŘ Ŧƛƭƭ ǘƘŜ 
cafeteria 3xs. 

ÅOffering: Proven-to-work programs/services. 

ÅFunding: Part of NCTSN. 

ÅWorth: Offer cross-section of services to families. 

ÅCall to Action: Exchange business cards. 



Nancy S. Widdoes
Managed Care System Administrator

NCTSNAffiliate member
Division of Prevention and BehavioralHealth Services

Dept. of Services for Children, Youth and Their Families

Newark, DE
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The Elevator Speech in Action
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Think Strategically

ÅKnow your community.

ïWho are the big system 
players?

ïWhat are the critical 
issuesthey face?

ïWhat is the valueyou can 
bring to them?

ïHow can partnering with 
XX help meet 
programmatic goals?
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Your NCTSN Resources

ÅKnow:

ï²ƘŀǘΩǎ ŀǾŀƛƭŀōƭŜ ŀƴŘ Ƙƻǿ ǘƻ 
access it

ïWho is doing what

ïWhen to ask for help!

¸ƻǳǊ ŀŦŦƛƭƛŀǘƛƻƴ ǿƛǘƘ {!aI{!Ωǎ b/¢{b ƘŜƭǇǎ ǿƛǘƘ ŎǊŜŘƛōƛƭƛǘȅΦ
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Be the Partner They Want & Need

1. Put your preparation/resources into 
action via an elevator speech.

2. Be compelling and passionate about your 
message.

3. Make clear the value you bring and how it 
can help them.
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Three Success Stories
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Meeting a Wilmington Official

ÅWhat I knew in advance:

ïLargest city in Delaware; high crime rate

ïb/¢{b Ƨǳǎǘ ǊŜƭŜŀǎŜŘ 5±5Σ άYƛŘǎΣ /ƻǇǎΣ ŀƴŘ 5ƻƳŜǎǘƛŎ 
±ƛƻƭŜƴŎŜΦέ

ÅThe pitch:

ïInner-city youth and families; hard to reach, 
exposed to violence

ïHigh quality trauma-specific treatment for youth 
who need it.

ÅThe result:

ïChild Development-Community Policing Program  
Initiative undertaken by the City and Delaware 
/ƘƛƭŘǊŜƴΩǎ 5ŜǇŀǊǘƳŜƴǘΦ
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Approaching a State Legislator

ÅWhat I knew in advance:

ïConstituents often call legislators to get connected to 
state services

ïMost legislators need help connecting them.

ÅThe pitch:

ïThank for prior support.

ïState of the art treatment available that addresses many 
of the issues important to constituents: poor school 
performance, suspension, etc.

ÅThe result:

ïProvide guide to Child Mental Health Services to all 
elected officials in Delaware.



Guide to 

Child 

Mental 

Health 

Services 


