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“We are, as a species, addicted
to story. Even when the body
goes to sleep, the mind stays u
all night, ieﬁing itself stories.’

- JONATHAN GOTTSCHALL



Storytelling Timeline

(01  npwwpn Apnynon (Prehistoric - 3500 BCE)
e Mpowoplkéc mapadodoelc (50.000+ m.X.): H maAatdtepn pop@r) a@riynons HEow TOU TIPOYopLKoU Adyou,
HETASLE0VTAC YVWOELC KAL TTOALTLOMLKEG A&leG arTo yevLa o€ yevid
e SrinAatoypapiec (40.000-10.000 11.X.): OTTITLKEC APNYAOELS TTOU armelkovifouv KUVryLa, TEAETOUPYLEC Kal
Kabnuepvn dwn
o TeAeTOUPYLKEC TTapaotdoelc (10.000+ m.X.): ZuvSudlovtac Xopd, HOUOLKN KAl dgriynon yLa tTnv a@rynon Kowwv
LOTOPLWV

rpantég Apnynostg (3500 m.X. - 500 p.X.)
02 . Zcpr)]\voeuSr’] mvakidec (3500-3000 11.X.): OL TIPWTEC YPATITEC LOTOPLeC, cupTtephapBavopévou tou Ermouc tou

[KIAYKQMEG

o IepoyAuLKA Kat TTdrrupot (3000 11.X.): ALyUTTTLOKEC a@nyrOELC TTOU OUVSUATOUV KELPEVO KOL ELKOVEC

o AvArtuén ahgapritwy (1200-800 11.X.): PoviKLKE Kat EMNVIKA aApdpnTa mou kablotoUv Tn ypagh TTLo TIPooLtr

e EAMNVLKO §pdpa (550-300 11.X.): Turtortoltnpévn Bsatplky aprjynon He tpaywdia kat Kwpwsdia

e Emkr Tmoinon (800 m.X. - 400 p.X.): H IALada kat n 080cosla tou Oprpou, N Awveldda tou BipyiAlou TTou
KABLEPWVOUV APNYNUATLKEC CUPBACELG



Storytelling Timeline

03 MecaiwvacéwgAvayévvnon (500-1600)
e Elkovoypagnuéva xetpoypaga (500-1500): Xetportointa BLBAla pe SLAKOOUNTIKEC ELKOVOYPAPHOELC
o Bapdikéc mapadooelg (500-1500): ErmayysApatieg agpnyntég mou SLatnpolv TIPOYoPLKES TTAPASAOELG
e Tuttoypatko tieotrplo (Sekastia tou 1440): H spelpeon tou MNoutepPEépyLou épepe emavdotaon otn
dLavoun ypartwy LoTopLwV
e Epgdvion publotopnudtwy (téAn tou 1500): Mpwipa publotoprjpata 61w o «Aov Kiywtne» Snuoupyolv
HEYOQAUTEPEG APNYNHATLKEG HOPPEG

>0yxpovn Erroxr) (1600-1900)
e SUyxpovo puBilotdpnua (1700-1800): EEEANLEN TOU puUBLOTOPHATOC PEoa armd ouyypagelc OTwe n ‘OotLy, o NTikevc
04 Kal 0 MEABA
o Iotopiec o spnuepidec (1800): Iotopieg Tou Snuoaotelovtal og SOOELG, SNULOUPYWVTAC aywvia KAt TAKTIKO
AVAYyVWOTLKO KOO
o dwrtoypapia (1830): Néo péoo OTTTLKAC a@rynonc TToU ATTOTUTTWVEL TIPAYHATLKEC OTLYHEC
o TnAéypapoc (1840): Auvatdtnta tayelac petddoonc eLSHCEWVY O€ ATTOOTACELG



Storytelling Timeline

05 NMpwipa nAeKTpovika péoa (1900-1970)
e PadSopwvikd Spdpata (Sekastiec 1920-1950): Hyntikr a@rynon SnULoupywvtac To «B€atpo Tou voun»
o Kiwnuatoypagikéc tawviec (Sekastia 1890-onpepa): H oTItik a@riynon péow Tou KNPaToypagpou
eEeAlooetal armo TO oLWTTNAO GTOV NXO
e TnAedpaon (Sekastia 1950-crpepa): H eLoaywyr) TNE oeLpLlorotnpévne OTTTIKAC agriynong ota oritia
o KOpikc (Sekaetia 1930-0rpepa): ZUVSUAOHOC SLASOXLKAC TEXVNG UE KELUEVO YLa aprynon

Wneuakn Emavaoctaocn (1970-2000)

06 e Buwrteorawyvisia (Sekastia tov 1970-onpuepa): ALaSpaACTIKEC aPnyroELC OTTOU oL TTalktec ernpeddouy ta
arroteAecpata
e Mpoowrikol urtoAoylotéc (Sekastia Tou 1980): Néec MAaTYOppEeC yLa Stadpaotikr puBomAacia kat Pn@Lakh
aprynon
o Aladiktuo (Sskaetia tou 1990): Zuvsedepévn a@riynon KaL avaSUOHEVEC HOPPEC OTTWCE LOTOAOYLA KAl SLASLKTUAKHN
uuBottAacia

e CD-ROM Kat mmoAupéca (Sskaetia tou 1990): uvSuacopoc KeLpévou, lkbvwy, fxou Kat Bivteo o pla povo
EUTTELPLO



Storytelling Timeline
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Erroxr) EuBaduvong (2000-cr'|ps(>a)

Méoa Kowwvikic Aitktiwonc (Sskaetia tou 2000-cApepa): MAATPEPHEC apriynonc Kat KOWRAS Xpriong
anyrnocwv TTou dnuLoupyouvTaL arto XPrjOTEC

Ermavdotaon ota smartphones (2007-cfpepa): A@riynorn HEoW KVNTWY CUOKEVWY TTPooBActun
OTTOUSNTTOTE

Apriynon péow Stapecoraprioswv (Sekastia tov 2000-orjpepa): Iotoplec TTou ektelvovtal o€ TTOAATAEC
TTAQTPOPHEG KAL HOPYEG HECWV

Ewkovikn) mpaypatikotnta (Sekastia touv 2010-orpepa): MARPWE EPPUBLOTIKA TTEPLRAANOVTA APryNong
Ermauinuévn ipaypatikotnta (Sskastia tou 2010-oruepa): ZUVSUACHAOC PNPLAKWY LOTOPLWV HE PUOLKA
repLBar ovta

Apryynon pe tn PoriBeta Texvntrc Nonpoolvnc (Sekastia tou 2020-orjpepa): Epyaieia TexvntAc
Nonuoouvnc mmou Bonbouv otn dnuLoupyla Kat EEATOULKEUTN APNYNOEWV

Evvolec MetaoUpmtavtog (Sekastia tou 2020—cr']pspa|§: ELKOVLKOL KOOPOL YL KOLWVEG ANYNUOATLKEG EUTTELPLEC



IMMERSIVE ERA OF
STORIES

ZOUPE OE PLa €TTOXN OTTOU veEQ €L6N, HOPPEC KAL TEXVOAOYLEC (PEPVOUV VEEG
SLa0TACELG TNV agrynon.

Elval pylta cuvapTtiaoTLkr ved €TTOXN YLA KAWVOTOPEG a@nNynNMATLKEG LEEEC TTOU
Ba eKTTANEOUV TOCO KOLVO, 000 Kal S§NULoUPYoUG PE TNV TTOLKLALO TOUC.

OewpPNTLKA, €V UTTAPYOUV OPLA GTO TTOU PTToPOoUV va BLwboUv auTeg oL VEEC
anyNOoELG N OTO TTOLOG I TL PTTOoPEL va aAANAeTTLd pacel padi Toud.

To TELXOC TIOU KPATOUOE TO KOWO KAl TLG LOTOPLEC XWPLOHPEVEG &gV
eCapavidetal anmAwg, PITOpoUUE va TIEPACOUUE PECA ATTO AUTO Kal va
£EEPEVVINOOUE TOV KOOUO TNG LOTopLag TTEpa arTo TLG TTOAAATTAEC 0BOVEG.



Mtati impactful storytelling?



Stories with Impact

H aprynon wotoplwwv PTTopEL va KAVEL akopd TTLO LoYupd Tipdypata armo tnv 1eltbw. Mriopel va au€énost tnv
gevaltoBnrorrolnon yla {ntruata otnVv KowotTntd oou Kal o€ OA0 Tov Koopo. OL Lotopleg eMTidpacng Sivouv Eva TTPOCWTTO
N €va Ovoua OTOoV Opyaviopo oou, divovtag (wr) oTtnv ArrfooToAn TOU KAl TTapEXOVTAC pLa patia otn dwrn atopwv N
KOLVOTINTWV. AUTEC OL LOTOPLEC CUVSEOVTAL PE TA cuvalcBNuata pag Kat Prmopouv va UTVEUCOUV Toug avBpwTToug va
5pAcoUV — va (PEPOUV TNV aAAayn.

OL opyaviopol anyouvtal LOTOPLEC OTLG OTToleC TTapouctalouv TOV €QUTO TOUC WC TOV Npwa tng Lotoplac emewdn
ETTLOLWKOUV va eEaopalloouv cuvagela Kat xpertalovtal xpnuatodotnon, e6eAovTtec Kalt AAAoUG TTOpoUC. Q¢ aTToTEAECUQ,
OL LOTOPLEC TTOU agnyouvtal cuxva SLVOUV euPAcn OToV S8LKO TOUG POAO OTNV KOWWVLKN aAAayn KalL otnv €TTAucn
HEYOAWV TIpOBANUATwWY. AUTEGC OL LOTOPLEC Snuloupyouv pLa dlaxutn agnynon Tou UTToSnNAwvVeL OTL TA Atopa
xperadovtal cwtnpla kal oL opyaviopol TIPETIEL va Ta cwoouv. OL Lotopleg emMidpacn Ba TTIpETeL va delyvouv TTwE oL
OPYAVLOHOL aTTOTEAOUV HEPOC EVOC EUPUTEPOU OLKOCUOTNPATOC TTOU cuvepyadletal e AAAOUG OpyavLoPOoUG KAl SPWVTEG
TOU KLVNUATOC yla va PETACYNMATLOEL CUCTNHATA KAl KOUATOUPA HECW TWV HOVASLIKWY TOUC CUVELCPOPWVY. AUTEG OL
Lotopleg Ba mapouctalouv TTOAAATTAOUC XAPAKTNPECG PE SLAWOPETLKA UTTORABPA, evdLaepovTa, POAOUG Kal TTPOOTTTLKEG
TTou OAoL padll epyadovtal yLa tnv AvVTLPETWTTLON EVO¢ (NTruatoc.

Otav apnyouPaoTE AUTEC TLC LOTopLEG Eava Kal Eava, UTTOPOUUE va SNULOUPYINOOUUE PLa VEQ, TTILO akpLBn agnynon tng
aAAayr G HECW TNG CUAAOYLKNG Spacnc.



[ToLo ELVAL TO AKPOATNPLO CRHEPQ;



[MoLo ELval TO aKPOATNPLO CNUEPQ;

To KOLVO £lvaL 0 Rpwag

[PETTEL VA HETAPEPOUE TO KOLVO OTO KEVTPO TNG LoTopLag Kal, yLa va To TTETUYXOUPE auTo, au@LoBnToude Kplolya oToLyela
NG élag tng Lotopiac. To armAo, aAAd eEaLpeTIKA LOXUPO epyaleio, To Ta&ldL tou Hpwa, €v elval yovo xprioLuo we Bripa
TTPOG Bripa odnyoc yLa tnv €EEALEN pLag TTEPLITETELAC NPWwV. Elval eva onuelo cuvéeonc aro tnv TTapadooLakr) agrnynon e
TLC aPnYNOELG TTOU TTEPLAQUBAVOUV TO KOLVO, ATTO TO KOLVO TTOU YLopTAdleL TOV Npwa PEXPL TO va yivel o npwac.

MNéon SVvaun Mavw ctTtnv Lotopia oag
OEAETE VA SWOETE OTO
KOLVO 00C;



OL 6 TUTTOL KOLVOU HECO OE [La LoTopLa

01 Emuokémntng: Epyovtal ylwa va pabouy, yLa va EKTLUNOOUV TNV LoTopLla, aAAd Sev £xouv evepyo pOAO O€ auTH)

02 Osatng: Mwkpn dtadpacn Pe tnv Lotopla

03 ZUHMHETEXWV: YTTApXEL Slaocuvdeaon, aAAd Sev eTTnpeadel TNV €EEALEN TNG LOTOPLAC

04 Awadpwv: Yrdpxel Stadpaon pe tnv Lotopla Kat autr) ennpeddet tnv €§EALEN TNG o€ €va Badpo.
05 ‘Hpwac: H 51a8paon €xeL APETO AVTIKTUTTO GTNV LOTOPLA KAl TO KOO YIVETAL O TIPWTAYWVLOTAC.

06 Anproupyodg: MNMwg dnuLoupyelg eva ePPUBLOTLKO KOOPO BAadovtag 0TO KEVTPO TO KOLVO;



WHAT DO THEY WANT?

The story affects my actual life, by inspiring
me to discover more, make a purchase,
better myself, or take action in some way.

The story plays out across platforms, or
can interface with the real world.

I can interact with characters, the storyline,
or other fans.

I can go “deeper into” the story, by learning
more about it or through heightened
Sensory experiences.

The 4 I's of Storytelling (above) is a framework Latitude
created by analyzing themes present in the future storytelling
concepts generated by Phase 1 participants. It represents not
only a desire to delve deeper into stories, but also to bring
stories out of the screen—both literally and figuratively—to
mingle with our actual lives.

Based on a segmentation analysis of people’s motivations for engaging with stories and their
interest in various second screen experiences, we uncovered four audience archetypes: Seek-
ers, Relaters, Realists, and Players. The graphic below maps the archetypes to Latitude’s 4 I'’s
of Storytelling. (Darker shades of red indicate greater interest in each “I”)

PASSIVE

want to go deeper
into the story world

want to bring the story
out into the real world




SEEKERS

This group is all about going deeper
into the story, exploring different
worlds, and learning new things—
making them voracious information
seekers. They want more back-story,
more bonus content, more sneak
peeks—more, more, more. And they
want it without distraction; Seekers
are least likely to use a second screen
(for any reason — including looking

up related content, emailing, shop-
ping, texting, etc.) simultaneously while engaging with a story, but they
do express interest in checking out related content at other times.

Profile

+ Gender: skews female

« Age: more 35-59 year-olds

+ Genres: drama, mystery & crime

+ Second screens: computer, tablet

+ Values: escape via mention stimulation, focus, depth of experience
* l’S: immersion

Top Future Requests

+ Look up back-story about the characters, setting, or plot

» Explore or interact with the story’s setting (e.g., explore a room or landscape,
examine objects, etc.)

+ Access more “sneak peeks” from episodes or sequels

What Brands Should Know

o Generally value learning and opportunities to go “deeper into” content

» More likely than other archetypes to pay attention to ads

» Appreciate humor and creativity in ads, as well ads featuring deals

+ Rely strongly on friend recommendations & quality of a brand’s reputation

+ Often recommend products & services to friends, but place much less em-
phasis on social media relative to more traditional word-of-mouth methods

» Typically discover new content via TV commercials/promos & friends

RELATERS

An intensely extroverted coterie
when it comes to content, Relaters
want to discuss and share their favor-
ite narratives with friends and fam-
ily, in-person and online. Naturally,
social media plays a key role for this
group both in discovering and stay-
ing committed to content. Relaters
aren't just looking to bond with other
people, though; they enjoy forming
deep, emotional connections with

characters, especially when these connections uplift or inspire them.

Profile

*

Gender: roughly equal split between men & women
Age: typically under 35, including many teenagers
Genres: comedy, drama, reality

Second screen: smartphone

Values: sharing, optimism, relating

+ I's:interactivity (with others & the story), impact

Top Future Requests

+ Interact with characters in a way that’s not pre-scripted

+ See things from a particular character’s perspective, or switch between dif-
ferent characters’ perspectives

+ See, hear, or touch the story-world (e.g., have an immersive sensory experi-
ence via virtual reality, 3D effects, etc.)

What Brands Should Know

*

Generally value engaging with characters and socializing (especially via so-
cial media)

Prefer relatable brands; they feel that what they buy plays a role in defining
who they are

Enjoy humorous ads, as well as game-like and visually immersive ones

Rely strongly on friend recommendations via social media and frequently
recommend to others this way

Typically discover new content via TV commercials/promos & friends

14



REALISTS

The idea of integrating narratives
into the real, physical world intrigues
this down-to-earth crowd, especially
if it leads to tangible or meaning-
ful outcomes such as making a pur-
chase, learning something new, or
influencing how a story ends (e.g.,
by voting). Realists want stories that
lead to personal growth, productivi-
ty, and all-around better living. With
feet firmly planted in the real world,

they are more likely than other archetypes to gravitate towards non-fic-
tion narratives.

Profile

+ Gender: roughly equal split between men & women

+ Age: more 35-59 year-olds

+ Genres: documentaries, news, travel, advertising

+ Second screen: computer

+ Values: practicality, real-world relevance, self-improvement
+ [I's:interactivity (with the story), integration, impact

Top Future Requests

« Bring narratives out of the screen, into the real world, by involving actual
places, people, or objects

+ Discover new products or services through stories

+ Learn more about the way characters live (or lived) & any larger historical or
societal happenings surrounding the story

What Brands Should Know

+ Generally goal-oriented (e.g., enjoy voting & contests, self-betterment, etc.)

+ Feel TV is the anchor for social interactions & experiences on other devices;
desire differentiated experiences across platforms

+ Actively recommend brands via social media & other word-of-mouth

« Open to innovative advertising; many approaches work well

+ Prefer ads that invite interest & don't try to persuade (e.g., branded content)

« Typically discover new content via official TV network sites & online ads

PLAYERS

These super-engagers are into just
about everything—from following
their favorite characters’ Twitter
accounts to becoming characters
themselves. They crave interactivity,
gravitating towards narratives with
game elements and a spirit of adven-
ture or competition. But why stop
there? Players also want to take part
in creating stories, such as by sub-

mitting ideas to writers or producers
or authoring their own narratives. Theyre avid multi-screeners and mo-
bile devotees (particularly attached to their smartphones and most likely
to own tablets)—which may explain why they’re extra enthusiastic about
possibilities for integrating stories with the real, physical world.

Profile

« Gender: skews slightly male

+ Age: more 18-34 year-olds

+ Genres: diverse tastes including sports, comedy, horror, advertising

+ Second screens: smartphone & tablet

+ Values: enjoyment, agency, collaboration & competition, personal success
+ D's:immersion, interactivity (with others & the story), integration, impact

Top Future Requests

+ Compete with other fans in a game scenario, or collaborate with them to
actually write or produce a story

+ Become a character

+ Have real-world actions affect events within a story

What Brands Should Know

+ Desirable audience (e.g., tech-y, highly social, etc.) but can be hard to engage
+ Least “T'V-centric” archetype; high level of comfort with other devices

+ Value brands with a high “cool factor”; interested in real world integrations
+ Prefer non-traditional ads (e.g., branded content, ability to help shape the
story, contests, game elements, immersive visuals, social media tie-ins, etc.)
Typically discover new content via social media & online forums

-

15



[ToLo ELval TO SLKO 0aC KOLVO;



E th M c Designed for: Designed by: Date: Version:
WHO are we empathizing with? GOAL What do they need to DO?
Who is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?
What is their role in the situation? What decision(s) do they need to make?
How will we know they were successful?
What do they THINK and FEEL?

PAINS GAINS

What are their fears, What are their wants,

frustrations, and anxieties? needs, hopes and dreams? What do they SEE?

What do they HEAR?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

What other thoughts and feelings might motivate their behavior?

What do they DO?

What do they do today?
What behavior have we observed?
What can we imagine them doing?

What do they see in the marketplace?

What do they see in their immediate environment?
What do they see others saying and doing?

What are they watching and reading?

What do they SAY?

What have we heard them say?
What can we imagine them saying?

Last updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/

® 2017 Dave Gray, xplane.com



MW SLASPOUE PE TO KOLVO N TTWG AEHE pLA
gvdLapepovoa LotoplLa;



Six Types of Stories

e Rags to riches - a steady rise from bad to good fortune
e Richestorags - afall from good to bad, a tragedy

e |carus —arise then afallinfortune

e Oedipus - afall, a rise then a fall again

e Cinderella -rise, fall, rise

e Manin a hole - fall, rise

pal] — 5V1
Closest A Baooks

=iL1d -'-..l' i -

=13

=}




TpOTOL yLA VA TIELG pLa LoTopLA
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Three-Act Structure

Hero's Journey

Plot or Narrative

Perspective

Theme

Characters

Setting

Plot Twist

Traditional Story

Setup, the confrontation and the
resolution.

The outer and inner journey of our main
protagonist.

Pacing, action and events that take
place through characters.

Created through voice and literary
techniques.

Presented through the actions of the
characters, the nature of events and
sometimes the narrator.

Expressed through their action in various
scenes and events.

Produced through evocative language
and actions that give a sense of the
place.

The story makes a significant change
from the expected.

Story Experience

Before, during and after a key moment or the full experience.

The spatial and inner journey of our audience.

The audience journey that takes place through different spaces and
elements.

Created with visual cues, design, features and elements of space.

Manifested through design of the themed space and its features, of
various degrees of subtlety or explicitness.

Expressed through architecture, technology, actors and the audience
themselves.

Produced through forms of spatial design with the attention to detail
that makes up the space that surrounds the audience.

The experience makes a significant change from the expected,
enhanced through dynamic change of the space, turning a corner,
opening a door etc.

Paying credit where credit is due: This model was heavily inspired by, and can be seen as a further development of,
Scott A. Lukas’“Traditional Story versus Design Story”™ model.



BENEFACTOR GOAL BENEFICIARY

The King The princess and The prince on his
half the kingdom white stallion
- CHAOS
® 5. The end of the word is nigh. Evil has the

upper hand. The Heavens are colliding.
The sea is bubbling furiously.
And our hero cannot swim,

4. A mountain of challenges tower in front of
our hero, It will take a superhuman effort to
make it through. The odds do not look good.

3. Our hero is faced with a dilemma. There is
no apparent solution.

2. A small challenge stands in our hero's way,
but with his superior strength he can no doubt
solve it blindfolded.

=Y

I ‘L—- 1. Everything is going as planned. The birds are

HARMONY singing and out hero has his feet up taking a nap.
SUPPORTER HERO ADVERSARY
The good fairy or The prince on his The dragon or
faithful squire white stallion the evil witch

21



K\'HE STORY SPINE

THE SIMPLE. FOUNDKTIONS OF MANY STOR\ES

BEGINNING INTRODUCT oS
ONCE. UPON B TIME ... ﬂ%__
EVERY D&Y... AND E_OUT".ME» _ﬁxﬂ_ﬁ,ﬂ

THE ENENT ke ROUTINE i5
2 BUT, ONE. DAY... m  BroceEM

MIDOLE coNSEQuENr_E_S
BECONVUSE. OF THAT...
RBECAUSE OF THAT... gﬁﬁ h

BECAUSE OF THAT... . E é

THE cLiMBaX .,

STORY SPINE * KENN DDMMS sketchplanations

—

. ' CCE
UNTIL FINALLY... _G:m wiﬂﬁ }
END = E
AND, ENER SINCETHEN...  N&W ﬁ:% |
OPTION AL ;
AND, THE MORAL OF |
: THE STORY 15,.. /
\ _________ S _ L

Climax

The most suspenseful part of
the plot. The turning point for
the protagonist.

Falling Action

Events the unravel the conflict between
the protagonist and antagonist that
lead to the resolution.

Rising Action

Three major events that add
suspense or tension to the
plot that lead to the climax.

Resolution

The conflict is resolved De?quement )
. and we discover whether The “tying up of loose ends”.

Initial Incident the protagonist achieves
e th I 1.
EXPOSItICII'I The very first conflict that ore goslarno
Background information occurs in the plot.
of the plot that includes
characters and setting.

22



CaII to
Adventure g hernatural

Retu n aid

(Gift of Threshol
the Goddess) KN OWN Guardian(s)
UNKNOWN braraing

The
Hero's
Journey

Transformation REVELATION

Helper

Atonement

death & rebirth
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THE S.T.O.R.Y. S(tory): Why do you have to tell this story?

M ETHOD T(heme): what your story is really about (not in terms of plot,
but in terms of impact/meaning)

O(ne of a kind): how your story is unique? Can you say it in
different ways and still be fresh?

R(eflect): why are you the best person to tell that story?

Y(earn): the audience wish fulfilment




®
Version 0.8 | thestorytellingcanvas.com
I V Designed by morreau.org

r N
Core Message Q Goals % Destination o Y
Audience Support Stories 4 Proof 5

& T~
What is ... What could be ...
the challenge the solution
1 1
Context AV Emotional Connection %%)g
</ 2 2
3 3.
\_ /

(Ba 1 the work by Nan 1cy Duarte)

Story Structure S
WI-IJIT COULD BE WHﬁT COULD BE WHM' COULD BE
Using the above input and create a compelling narrative arc
..I-:. a clear UL.]Z..”Z..” mi 'U'U'I'. .I..- en ,
Create UJIII’IE.[ ind te rm-:)n yith wha!rs and ‘what could be’
‘_ SET THE SCENE WHAT IS

Context Conflict Solution

Storytelling Canvas inspired by ITU Innovation | This work is licensed under the Creative Commons Attribution-Share Alike 4.0 @




MwG TapouvcLAfOURE TNV LOTOPLA HAG;



To povtéEAo Problem-Solution-Impact

1. Problem (Mp6pAnpa)

ZeKLvag opillovtag kat rTapouctalovtag Tto TTPORANUa HE cagnveLa:

Mepleypae to pain point: Tt dev Asttoupyel; Molog erTnpeadlstay,

Xpnowuoriolnoe edopeva: AplBuol, oTatloTika, TTapadelypata mou Selyvouv To peyeBog tou TTPoRANPAToC
Anuloupynoe empathy: BorjBnoe to Koo va VIWoeL ylatl auto glval cNUAvTko

Kave to relatable: Zuvéeoe to Pe TNV EPTIELPLA TOU KOLVOU COU

2. Solution (AUon)

Mapouacialelc tn AUon oou PE TPOTTO KATAVOoNTO KAl EQAPUOCLUO:
MpoTewve TN Auon: TL TTPOTELVELG Kal yLati Ba AsttoupynoeL
EENynoe to 'Tw¢: Brjpata uAoTttolnong, TTopoL TTou xpetadovtal
AVTLUETWTTLOE AVTLPPNOELG Kal TTPOPRAsPE TTLBaveEG avnouy e
Aci&e feasibility: KOoTtog, xpovog, arrattoupyevoL TTopol

3. Impact (Avtiktumog)

KAglvelg belyvovtag ta armoteAecpata kat tnv aia:

Metprotpa arotehéopata: ROI, eEotkovépunon xpovou/xprpatoc, av&non e60Swv
MakpoTTpOBeoa 0PeAN: ZTPATNYLKEC ETTLITTWOELG TIEPA ATTO TA APECA ATTOTEAECUATA
>0ykplon Tipwv/petd: Mapovolace tTnv aAlayr Tou Ba @épeL n Avon

Call to action: Tt TTpeTIEL VA YLVEL TWPQ;



To povtéEAo Problem-Solution-Impact

Mati AsLtoupyel auti n doun;
e Anuloupyel narrative arc: ‘ExeL apyxn-PECN-TEAOG TTOU KPATAEL TO EVELAPEPOV
e ElvalL action-oriented: Oényel o€ arropacn n evepysLa
e Alvel context mpwta: To kowo kataAapativel To “yuatl mpv to ‘tv
e KataAnyel o€ a&la: TEAELWVELG UE TO TTLO CNUAVTLKO — TA OYEAN



Data Storytelling
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Data Storytelling
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Data Storytelling

[Collect Real Data n.l].l].[l] -~ 4 ) ,- [|_ Use a Storytelling Framework]
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Program Outcomes --E o T - E—- Before-After-Impact
Beneficiary Stories - -E EfBe;t;ve i— - Challenge-Solution-Result
Key Metrics - -E Storytelling i— - Data-Story-Call to Action
Social Impact Results --' - : J '~- Problem-Intervention-Outcome

Y
UI

|dentify Key Insights ]

- Core Messages

- Aha Moments
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~- Meaningful Changes



Pitch Canvas

This Pitch Canvas provides you with guidance when preparing a
product pitch or presentation. It guides you through the relevant
components to tell a compelling story and convey your idea.

Catchy project title

Date

Reason Why

Why are you telling your «story» in the first
place? What's the purpose of your project?
What greater good do you want to achieve?

?

o

Persona @

Who's the «hero» (persona) of your story?
Whose problem are you solving and
what'’s this person’s «job to be done».

Conflict/Problem

What is the initial problem or the conflict
you are trying to solve for your persona?

Vision & big idea

@ | Story structure

@-+0
o

What is is your «big idea» and how is your product or service
going to solve this issue. Describe it in one sentence and
make it tangible or visual.

What is the flow of the story? List the key points in a meaningful order follwoing
e.g. «AlDA: 1. Grab Attention, Trigger Interest, Create Desire, Prompt Action» or
«Story = 1. Hero, + 2. Conflict > 3. Attempt at liberation» (solution).

D: Solution A: Next step/CTA

:
1
I
I
(]
i
i
I: Reality vs Problem !

Hero Conflict Liberation

Creation of awareness
(emotional hook)

How are you are going to appeal to your audience
on an emotional level (address: disgust, fear, anger,
sadness / provide: surprise, joy)?

Virality
(format)

How do you enable your audience to easily
share your story (tangible deliverables,
format, channel, sharing options)?

<. | Your audience
(needs & goals)

Who is your audience? What are their
expectation, needs and goals you want to
address to achieve your goals?

Dan Nessler, 2021, dannessler.com
Inspired by https:/strategyzer.com/canvas/business-model-canvas - lcons by: https:/icons8.com/

This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International license
i'1t1p-_.-'.n“creat|veccmmons_orgflicensewby sa/4.0/
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Stay creative!



Our place Is different

We tried that before.

It costs too much.

That's not my job.

They're too busy to do that.
We don't have the time.

Not enough help.

Iit's too radical a change.
The staff will never buy it.
It's against company policy.
The union will scream.

That will run up our overhead.
We don't have the authority.
Let's get back to reality
That's not our problem.

| don't like the idea.

: :
I'm not saying you're wrong but...

You're two years ahead of your

time.

[-.!-'!ajn'i:} {l Desz 09

Fifty phrases that kill creativity

Now's not the right time.

It isn't in the budget.

Can't teach an old dog new tricks.
Good thought, but impractical.
Let's give It more thought

We'll be the laughingstock of the
industry.

Not that again.

Where'd you dig that one up?

We did alright without it before.

it's never been tried.

Let's put that one on the back burner
for now.

Let's form a committee.

It won't work in our place.

The executive committee will never
go for it.

| don't see the connection.

Let's all sleep on it.

it can't be done.

It's too much trouble to change.
It won't pay for itself.

It's impossible.

| know a person who tried it and

got fired.

We've always done it this way.

We'd lose money in the long run.

Don't rock the boat.

That's what we can expect from
the staff.

Has anyone else ever tried it?
Let's look into it further.

We'll have to answer to the
stockholders.

Quit dreaming.

If it ain't broke, don't fix it.
That's too much ivory tower.

'S to0 much work

Soaurce: Danied DuFowr 10
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Osborn’s checklist for transforming ideas

Put to other uses?
New ways to use as is?

Other uses if modified?

Adapt?

What else is like this?

- What other idea does this
suggest?

Does the past offer
parallel?

- What could | copy?
Whom could | emulate?

Modify?
New twist?

Change meaning, color,
motion, sound, odor, form,
shape?

Other shapes?

E,l.j,_..-i,"','r il Dec 08

Magnify?

What to add?
More time?
Greater frequency?
Stronger?
Higher?
Longer?

Extra Value?
Plus ingredient?
Duplicate?
Multiply?
Exaggerate?

Combine?
How about a blend, an
alloy, an assortment,

an ensemble?

Combine units?

Combine purposes?

Combine appeals?
Combine ideas?

Minify?

What to subtract?
Smaller?
Condensed?
Miniature?
Lower?
Shorter?
Lighter?
Omit?
Streamline?
Split up?
Understate?

Substitute ?

Who else instead?
What else instead?
Other ingredient?
Other process?
Other place?
Other approach?

Other tone of voice?

Rearra

Transpose positive
and negative?

How about
opposites?

Turn it backward?

Turn it upside
down?

Reverse roles?
Change shoes?
Turn tables?

Turn other cheek?

nge?
Interchange
components?
Other pattern?
Other layout?
Other sequence?

Transpose cause
and effect?

Change pace?

Source: Alex Osbarn, Applied Imagnation 14
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Thank youl!



