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Tell me the facts and I’ll 

learn. Tell me the truth and 

I’ll believe. But tell me a 

story and it will live in my 

heart forever.

OLD NATIVE AMERICAN PROVERB

The success of social innovation is
measured on the impact one makes in
the community through the success of the
initiative, business or project. To
maximise your impact you need to be
able to reach and engage your target
public. You are competing with others for
the attention of potential supporters,
clients or sponsors. A strong and
powerful story for your social innovation
can make all the difference in attracting
this attention and engaging your target
public. Storytelling is a powerful tool. It is
understood as a conscious and planned
act, where the story is being told with a

specific aim or goal, e.g. to convince
others to support your initiative, to inspire
change or to mobilise a specific
community. It can be part of your
marketing but is not marketing by itself.

Before you start, you need to bear in mind that what generates

interest in a story is uncertainty (e.g. unexpected events,

exaggeration), a turning point (e.g. a wait, a victory, a defeat),

identification with the problems/challenges of the key character, and

creativity (e.g. metaphors, surprises, analogies). Also, a story

needs a structure, with an introduction to the context, a turning

point, an action, some conflict or setbacks, and a resolution (all

popular folk tales follow this structure).

It is vital to plan your story – you need to define the following: a)

goals (why do I want to implement this social innovation initiative?),

b) focus (what is the initiative about?), c) breadth (how broadly will

the initiative be set up?), d) scope (how big will it be?), and e) a plan

(how will you carry out the initiative?). As you answer these

questions you will be constructing the base of your initiative’s story.1

There are several pitfalls you need to avoid when using your story

as part of your communication and/or marketing strategy:

1) Misalignment of the story with the philosophy/vision of your

initiative – the right story is one in which the values of your

initiatives are clear and respected.

2) One story for all – you need to define the target groups and

adapt the story to them so it connects with this target. The story

can be changed slightly for different targets (e.g. changing the

perspective of the key character).

3) Mismatch between the daily life of the target audience and the

story – the target audience needs to identify with the story –

using an event from their daily lives helps to do this.

4) No structure – make sure the story has a structure and that the

introduction, core and conclusion are coherent.

5) Bad media choice – you need to reach your target in order to

have an impact, so you need to plan carefully which media or

channels you will use to get the story to them.

There are many tools and methods out there for creating your story,

so go and find the one that suits you best.

WHY? HOW?

‘Storytelling is the most powerful way to put ideas into the world.’

Robert McKee
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To learn more social innovation skills, visit www.socialinnovationacademy.eu
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