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WHY STORYTELLING



YOUR BRAIN



Your brain on story

Broca’s area
(language)

Olfactory cortex
(smell)

Wernicke’s area
(language)

Sensory cortex
(sensation/touch)

Motor cortex
(movement)

Frontal cortex
(emotion)



The most pressing task
of STORYTELLING 
in this moment 
is helping unlock
the imagination to have...

ANOTHER ENDING.

- Naomi Klein



WHAT MAKES A 

GOOD STORY?



The Storytelling Process

It’s not all about the cameras! 

CAMPAIGN STORY
PRE-

PRODUCTION
PRODUCTION

POST-
PRODUCTION

ENGAGEMENT IMPACT



THE STORY CANVAS



OK GO!
10 minutes to explore the Story Canvas

● Start anywhere 

● If you get stuck, move on to the next box 

● It’s not written in stone! 



Purpose
What’s the bigger picture 

● Why does this story need to be told? 

● Why does it matter...for your AUDIENCE? 

● What are the values that this story communicates? 



The Big Why

https://www.youtube.com/watch?v=fMOlfsR7SMQ


WHO do you want to hear the story and take action?

AUDIENCE

● Primary vs. Secondary 

● Audience personas 

● How do we want to shift our audience? 

○ unaware → aware → engaged → championing 



Personas

AUDIENCE



Personas

AUDIENCE



Key Messages
What do you want the audience to remember? 

● What does your audience already know? 
What would they be compelled by? 

● Goals/Solution: Present your solutions to this problem 
● Imagine the new world: Help us create it



People 
Who will speak to the heart

● Who WANTS to share their story? 

● Who will your audience connect with? 



Places 
What locations will feature in your story? 

● How can you use place to convey more 

meaning/key messages in your story?

● Environment, object, situation & time (See 

StillMotion - Learn Story)  

● SHOW rather than tell 

https://musestorytelling.org/


Style & Tone 
How should the audience FEEL?

● What does our story look and feel like? 

● What elements of your medium can be used to 

evoke this? 

○ Colours, music, time of day, font, clothing, 

lighting, language,  

● Any comparisons/examples? 



Campaign
How will you reach and engage the audience? 

● What channels does your audience use?

● What channels will facilitate action?  

● Do you need to create other types of content 

for your campaign e.g. stills, flyers, 30 second 

edits, podcasts etc. 





STORYCRAFT

Let’s dive deeper into what makes a compelling narrative...



The three ingredients 

Head (Logos) Heart (Pathos) Hands (Ethos) 



● First 10 seconds 
● Could be based on 

○ Intrigue

○ Shock 

○ Self-interest

○ Relatability/Familiarity 

○ Visually Stunning 

○ Comedy/Quirky 

What’s the hook?



What’s the hook?

Issue - What is the core social or environmental issue your 
story touches on? 

Place - Does the geographic locality that your story explores 
connect others? 

Innovation/Approach - Does your approach/innovation to 
creating change connect with a group or community?

Methodology sourced from StartSomeGood 
The 6 Stories of Social Change Fundraising

http://startsomegood.tumblr.com/post/37839287370/the-six-stories-of-social-change-fundraising


What’s the Jab?

● What will you leave your audience with? 
(Bring it back to Purpose) 

● What does this mean on a human level? 
● What is the vision for the future? 



Simple Story Structure 

● Hook - soundbite or visual  
● Opening title 

● Context - who? where? what? 
● Problem - what is happening/has happened? 

Why is this important? 
● Solution - what happened to change things? 

Or what could happen?
● Impact of that change  
● Vision for the future 

● Call to action 



THE HERo’s JOURNEY

Introducing

A story that resonates across the stories of all cultures, 
according to Joseph Campbell.



THE HERo’s JOURNEY



USE THE FORCE!

Find your inner Yoda!



OK GO! 

https://www.youtube.com/watch?v=u1ZB_rGFyeU


Next steps



Resources 

● Learn how to FIND, MAKE, EDIT & SHARE your story in our Online 

Course 

digitalstorytellers.com.au/sfionline 

● Download the Story Canvas

https://docs.google.com/uc?id=0BwshKmGtE0DNcXVvZzNzTDlBTVk&export=download
https://docs.google.com/uc?id=0BwshKmGtE0DNcXVvZzNzTDlBTVk&export=download


Next steps!

Join Our Community

Facebook.com/GROUPS/StoriesForImpact

http://facebook.com/groups/storiesforimpact



