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Overview
 Getting the right frame:

love, not loss
 The power of

storytelling

Miramichi River, N.B.

Love, not loss
 Evoking positive emotions is most effective when you want your audience to

do something.
 Research compiled for CCNB from various studies showed that a focus on

individuals alone is more effective than stories that focus on stats or a
combination of stats and individual stories.

 Fear can be effective if you want your audience to seek out information about

an issue, but risks avoidance
 Optimism is also powerful. The paper, “Climate Change and the Six

Americas” shows that one of the biggest barriors to political action is people
feeling as though their actions would be useless.

“It’s not the depressing accounts of the wildlife
we’re losing that moves us — it’s awe and
wonder, enhanced by understanding, that can
inspire us to take action. It’s love. Not loss.”

www.iucn.org (International Union for Conservation of Nature)

Telling love stories

Why we should tell stories
 Our brains are built to learn from stories
 Stories grab and maintain attention, helping us to understand and

remember messages
 Stories touch our emotions and create empathy. Empathy is needed to

engage target audiences for your environmental/children’s health
action.

The power of storytelling
 It’s gotta be compelling.
 Happy Feet case example: True story, got

more coverage than conservation
projects to save entire species
 People donated big sums without being
asked, to get him back to the Antarctic
 Why? Because he had a compelling story
that touched people’s hearts.

Telling your stories
 Speak to our emotions instead of our rational mind
 A story adds emotion, characters and sensory details to plain facts. That’s why a
story grabs us, pulls us along its plot and delivers its key message powerfully
 Create a happy ending, inspire hope (put negative information in a narrative

arc that leads to a positive resolution)

 Use the classic building blocks for stories we’ve heard all our lives:





Main message or key point
Conflict
Characters: hero and adversary
Structure, plot

Telling your stories
 Think about how you describe your work to family and friends. Do you

find yourself going to one or two case examples that illustrate what you
do and what you’re about?
 List some potential story ideas/arcs, and for each, list the key message

you want to resonate with the reader.
 You can use your members, supporters, colleagues, and the public, to

generate your stories. Get people to share their personal experiences.
Organize a contest to get engagement and good stories from the public,
that you can then build upon.

Telling your stories – a good exercise
List stories about your work that you tell most often
What is the key point, the main message the story should tell
What is the target audience for this story?
What is the conflict of your story? (Storytellers get their key point
across through conflict and its resolution)
5. Who are the characters? Who is the hero and who/what is the
adversary?
6. Create a storyboard describing four main scenes (beginning, middle,
climax, end)
7. Write/sketch it out, then refine.
1.
2.
3.
4.

Telling your stories
 “Story techniques help you to describe images and make them come

alive. By using sensory words –smelling, seeing, tasting, feeling,
hearing – you engage the listener because their senses are triggered. By
describing scenes vividly, using metaphors, hyperboles and adjectives,
you paint pictures in the minds of your listeners. Using verbs adds
action in your story. Combined with the building blocks of a hero and a
conflict your target audiences can identify with, you will touch minds
and hearts to move mountains. Your message will stick!”
(www.frogleaps.org)

Some examples… factual vs. emotional
 One group was given facts

• One group was told a story:

‘Food shortages in Malawi are
affecting more than 3 million
children. In Zambia, severe rainfall
deficits have resulted in a 42%
drop in the maize production from
2000. As a result, an estimated 3
million Zambians face hunger. 4
million Angolans –one third of the
population- have been forced to flee
their homes. More than 11 million
people in Ethiopia need immediate
food assistance.’

‘Her life would be changed for the better as
a result of your financial gift. With your
support, and the support of other caring
sponsors, Save the Children will work with
Rokia’s family and other members of the
community to help feed her, provide her an
education, as well as basic medical care
and hygiene education.’

and stats:

Strong communications/stories say:
 This is who you are
 This is what you care about

 Other people like you agree with this
 When you do this, you belong more to your group
 And the world becomes more how you want it to be

(www.climateoutreach.org)

Getting your stories out
 Social media is a cost-effective

way to reach New
Brunswickers.

 Think visually: have strong,

relatable images, without too
much text

 Consider video – getting easier

to do and doesn’t need to be
high quality production.

Getting your stories out
 Approximately 500,000 Facebook

accounts in New Brunswick.
 Try to stick to just one call-to-action
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Other considerations
 Test, test, test, with friends, family, supporters, opponents
 Know your audience, tailor your stories for different audiences you

want to reach.
 Collaborate and co-operate with people and orgs in this room (and

beyond). Think micro-brewery success in N.B.

Exercise
List stories about your work that you tell most often
What is the key point, the main message the story should tell
What is the target audience for this story?
What is the conflict of your story? (Storytellers get their key point
across through conflict and its resolution)
5. Who are the characters? Who is the hero and who/what is the
adversary?
6. Create a storyboard describing four main scenes (beginning, middle,
climax, end)
7. Write/sketch it out, then refine.
1.
2.
3.
4.

Thank you!

