STORYTELLING FOR

SOGIAL IMPACGT




Stories connect, move, and mobilize.

Stories activate more areas of the brain than facts — including language,
sensory, and emotional centers.

Hearing a story releases oxytocin, the “empathy hormone” we become more
likely to frust, care, and take action.

Stories are up to 22x more memorable than facts alone (Stanford study).

Why?

Because our brains are built for narrative structure:
Beginning Conflict Resolution

THE SCIENTGCGE BEHIND

STORYTELLING
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STORYTELLING

T HE E N CE

Storytelling Is a Deeply Human Experience

o Storytelling is an ancient and powerful form of communication.
* When we connect through stories, we don't just understand — we feel alighed.
e Neuroscience shows that wvhen ve communicate effectively, our brain patterns
literally synchronize.
* This alighment makes storytelling one of the highest forms of social connection
we can create.
Great storytelling isn’t just commmunication — it’s shared experience.




STORYTELLING

T HE S CIENCE BEHIND

“People don’t buy what you do:
they buy why you do it.”

Simohn Sinek




STORYTELLING
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WHY = The Purpose

What is you cause? What do you believe?

HOWV = The Process

Specific actions tfaken to redlize the WHY

WHAT = The Result

What do you do? The result of WHY. Proof.




IMPAGTFUL STORYTELLING

HoW STORIES SHAPEOUR MI]TNDS

Watch on [Z8YouTube
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To inspire change, people must feel something.
e Facts speak to the mind, but stories speak to the heart.
* People might understand your cause from statistics... but they only care when
they feel connected.
Storytelling builds empathy:
* It bridges the gap between “us” and “them.”
* If makes your cause personadl, relatable, and urgent.
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TORYTELLIN

A story is not just a sequence of events
Storytelling isn't just about having a beginning, middle, and end.
A fTrue story is a journey — not just wvhat happens, but why it matters.

It follows a hero or heroine on a quest, facing a challenge or conflict, and
moving toward fransformation.

What makes it powerful is the emotional progression, not just the timeline.
A great story connects through tension, growth, and meaning.
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A Story Is Not Just an Anecdote

We share anecdotes every day. But that’s not a story.
Anhecdote = A moment.
Story = A journey of transformation.

A powerful story includes:

o A conflict or challenge

e A resolution

o A deep change in the hero or heroine
It’s the emotional and personal transformation — not just the event — that
turns an anecdote into a story.
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HOW T0 START?

S TORYTELTLINEG

Why you are telling your story?
e What message do you want to share?
e What change or emotion do you hope to inspire?

Who is the target audience?

e Who do you want to reach — funders, young people, decision-makers?
e What do they care about? What language or format speaks to them?

Where can you find a story?
e Redl people you've supported

e Personadl experiences / Everyday moments
e Volunteer or staff testimonials




KEY ELEMENTS

0F IMPACTFUL STORIES

1.Clear
Is your story easy to follow?
/ Avoid jargon

/ Stick to one core message
V/ Keep the structure simple: beginning conflict  resolution




KEY ELEMENTS

0F IMPACTFUL STORIES

2. Emotional
Does your story evoke feeling?
V/ Does it make the audience care?

V/ Are you showing vulnerability, challenge, or hope?
V/ Can the audience empathize with the character?




KEY ELEMENTS

0F IMPACTFUL STORIES

3. Respectful
Are you honoring the dignity of the people in your story?
/ Do you have consent to share this story?

/ Are you avoiding stereotypes ?
/ Are you amplifying voices rather than speaking for others?




KEY ELEMENTS

0F IMPACTFUL STORIES

4. Actionable
What can the audience do after hearing the story?
V Is there a clear next step (donate, share, join, reflect)?

V Is your call-to-action tied emotionally to the story’s journey?
/ Does your story make people want to act?
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WHAT IS A 600D STORY?

F OR STORYTETLTLTINEG

Simple
e Clear and easy to follow — no overload.
Personal

e Centered on real people and lived experiences.
Authentic
* Honest, raw, and emotionally true — not polished marketing.

Relevant
e Connects to your cause and resonates with your audience.




Co-funded by
the European Union

USEFUL

| N D EVELUOP
STORYTELLING FR

C T I V E
URK

7S

FF
M E
1.Define Your Purpose
Why are you telling this story? What do you want your audience to feel, think, or do?
2. Know Your Audience

Who are you speaking to? What language, tone, or format will best reach them?

3. Collect Real Stories

Gather testimonials, personal moments, interviews, and field experiences.
4. Structure the Narrative
Use a clear beginning conflict  resolution. Focus on emotion and transformation.
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5. Make It Ethical
Ensure consent. Tell stories with dignity and avoid exploitation.
6. Choose the Right Format

Video, social media, blog, podcast? Pick the platform that fits the audience and story.

1. Include a Call to Action

EFFECTIVE
AMEWURK

What should people do after engaging with your story? Make it clear and meaningful.
8. Test and Share
Share with a small group first. Gather feedback. Then refine and distribute widely.
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DIGITAL TOOLS

F OR STORYTETLTLTINE

Carrd - Create a simple landing page to host a digital story or campaign

Padlet - Digital pinboard to collect and share youth or community stories

Crello (now VistaCreate) - Like Canva, wvith extra animation features

Canva - Social media graphics, storyboards, posters, infographics, reports

Canva Video Editor - Create reels, testimonials, and campaigns with animated text and
effects

CapcCut - Excellent free video editing app (especially good for TikToks, reels, youth-
focused content)

Lumenb - Turn text or blog content into short videos automaticall




KEEP THE STORY GOING

ADVOCACY TOOLKIT, Unicef

Storytelling Tips & Tricks, How to tell a successful story, The Moth

Storytelling for Social Change: a communications resource for young leaders, World Vision
Storytelling for Impact Videos, National Geographic

DIGITAL STORYTELLING MANUAL AND TOOL KIT, DYME



https://storynet.org/what-is-storytelling/
https://storynet.org/what-is-storytelling/
https://www.forbes.com/sites/hvmacarthur/2024/05/24/the-power-of-storytelling-inspiring-and-connecting-with-your-audience/
https://www.unicef.org/wca/media/6451/file/UNICEF-KRC3-KRC4-Toolkit.pdf
https://themoth.org/share-your-story/storytelling-tips-tricks
https://www.wvi.org/sites/default/files/2020-06/WV-Storytelling%20Toolkit%20June%202020.pdf
https://education.nationalgeographic.org/resource/storytelling-for-impact-videos/
https://www.salto-youth.net/downloads/toolbox_tool_download-file-4073/EN_DYME_PR2_DST-Manual-Toolkit.pdf

B 00 0000 0 |
ANY QUESTIONS?




THANK YOU FOR LISTENING!




