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INTRODUCTION 

NYIS (https://norsensus.no/prosjekter/nordic-young-impact-

storytellers//) provides to young people from Norway, Sweden

and Finland the necessary skills to advocate better for any

cause they believe in, through Nordic level and local

workshops, and specific tools on advocacy, storytelling,

communication strategies and online campaigns.

 

NYIS is co-funded by the Nordic Council of Ministers through

Nordic Culture Point and NORDBUK program. The project

was initiated by Norsensus Mediaforum (Norway) and

implemented with the support of Awesome People (Sweden),

Solna Youth Center (Sweden) and Saga Finland (Finland).

 

Nordic Young Storytellers Training Toolkit was designed to

support young leaders like you, from youth organizations, to

help other young people from your organizations or your

community to develop specific skills, including communication

and digital skills related to storytelling, advocacy,

communication strategies, social media campaigns, etc. The

toolkit includes ready workshop scenarios that young leaders

could use to deliver workshops for young people, for

developing the above mentioned skills and help them to have

a more powerful voice in their communities. .

 

 

NORDIC YOUNG
STORYTELLERS TRAINING
TOOLKIT IS PART OF THE
NORDIC YOUNG IMPACT
STORYTELLERS (NYIS)
PROJECT WHICH AIMS TO
EMPOWER YOUNG PEOPLE TO
PARTICIPATE AND INFLUENCE
MORE.
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Empathize with the targeted audience for communication,

storytelling or advocacy campaigns, and adapt the

campaign to the users’ needs;

Develop and prototype campaigns’ messages;

Understand what storytelling is and learn about different

storytelling techniques;

Learn how to use the Golden Circle (Simon Sinek) for

powerful messages and stories shared with others;

Identify and develop relevant stories about the

organizations or the projects the young people would like

to better promote in the communities;

Learn how to interview people and how to tell others’

stories for powerful campaigns;

Understand how to use different social media channels for

efficient campaigns;Learn how to develop interactive

videos to better engage the audience;

Develop digital storytelling campaigns using the

storytelling canvas.

The topics of the workshop scenarios were chosen by young

people involved in a design thinking process implemented

during the Nordic networking event held in Oslo, in October

2018. There, through empathizing methods, the young people

from Norsensus Mediaforum, Awesome People and Saga

Finland, supported by the organizations’ coordinators,

identified the needs of the young people from their

communities and organizations in regards to communication,

storytelling and advocacy for causes they support or believe

in. The young people and the organizations’ coordinators co-

designed the workshop scenarios and tried some of them

during the Nordic Storytellers Workshop (1-2 February 2019,

Oslo), in which 21 young people from Norway, Sweden and

Finland were involved. First, the Nordic Young Storytellers

Training Toolkit includes a ready workshop on how to design

and conduct workshops for young people. Then, it provides

ready workshop scenarios on the following topics:
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HOW TO USE 
THE TOOLKIT

 

The training toolkit includes ready workshop scenarios on

relevant topics related to storytelling, communication

strategies and advocacy campaigns. When we say “ready

workshop scenarios” we mean that you, the young leaders,

could use them right away and implement them with groups of

young people from your organization or from your community.

How is that possible? Each scenario inc ludes the following

information that supports you in preparing and delivering the

workshops:

 
Recommended size of the group
This information helps you to choose the workshop that

matches the size of your group or to enroll in the workshop

the right number of young people you want to prepare on a

specific topic.

 

Time needed to deliver the workshop
This helps you to plan the workshop in terms of time, to

inform participants about the length of the training, and to

reserve the training room for the right amount of time.

 

Materials needed to conduct the workshop
This information helps you to prepare the right and enough

materials for the workshop. It is like a checklist you will use

before starting the workshop. Prepare these materials in time,

we recommend to do it at the latest the day before the

workshop.

THE TRAINING TOOLKIT
INCLUDES READY WORKSHOP
SCENARIOS ON RELEVANT
TOPICS RELATED TO
STORYTELLING,
COMMUNICATION
STRATEGIES AND ADVOCACY
CAMPAIGNS. 
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Workshop’s objectives
These objectives tell you what the young people are

supposed to know and what they should be able to do after

they participate in the workshop. You could use these

objectives to promote the workshop to the young people, to

tell them what the workshop is about, but also to introduce

the expectations of the workshop at the beginning of the

training.

 

Preparation steps
These steps tell you how to prepare for the workshop, what

you should read, what information you should search for,

what you should print, what flipchart or digital presentations

you should make, etc. Check the preparation steps before

announcing the workshop, make sure you have enough time

to go through all the recommended resources and collect the

information you need to present the theory part of the

workshop. Also, prepare the presentations - being them on

flipchart paper or on digital/online platforms - in time, at the

latest the day before the workshop.

 

Presentation steps
These steps tell you exactly what to do during the workshop:

how to start it, how to instruct participants on specific work,

how to split the group in teams, how to follow-up and reflect

on activities and how much time to plan and give to each part

of the workshop. All the time intervals provided are

approximations of the time you need for each step, but it will

be good to try to keep the activities in those intervals. You

want to keep the length of the workshop as you announced it

at the beginning of the activity.

 

Additional materials
For some scenarios we prepared additional materials,

annexes, tools you need to use during the workshops. These

are available at the end of the workshop scenarios and they

are mentioned both in the preparation and presentation steps,

so that you will know exactly when and how to use them.
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WORKSHOP
SCENARIOS

 

IN THIS SESSION, YOU WILL FIND 10
WORKSHOP SCENARIOS THAT YOU CAN USE
FOR YOUR TRAINING / EDUCATIONAL
ACTIVITIES WITH YOUNG PEOPLE
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Make the workshop work!

Workshop’s objectives:

• To be aware of how important is to plan ahead a workshop;

• To learn about Kolb’s Experiential Learning Cycle and Learn-
ing Styles, for structuring workshops;

• To be able to point out the key elements of organizing and 
conducting a workshop and to use some tools for planning 
a workshop.

Preparation:

Read about facilitation and workshop planning:
Basic information on facilitation: https://pjp-eu.coe.int/en/web/
youth-partnership/t-kit-6-training-essentials;
Methodkit on workshop planning: https://methodkit.org/;
Search information on Kolb’s Experiential Learning Cycle, if you 
need more information than provided in the Methodkit.
Prepare the following materials:
Flipchart presentation with the definition of a workshop;
Flipchart presentation with workshop methods;
Flipchart presentation with Kolb’s Experiential Learning Cycle;
Flipchart presentation with the learning methods;
Print out the workshop checklist, workshop canvas, workshop 
splash, workshop cards from https://methodkit.org/.

Presentation:

1. Introduction and energizer: start the session by giving to all 
participants a piece of white paper and a pen. Ask them to write 
down the answer to the question “What is a workshop?”. When 
all have written their answers they crumble the paper to a ball 
and then start a snowball fight for one minute. Tell them to take 
up a ball and each one read what it says. Conclude the introduc-
tion with the standard definition of a workshop on a prepared 
flipchart paper. Introduce them to the topic of the session: how 
to conduct a workshop. (10 min.)

Recommended 
size of the group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• pieces of white papers, 
• pens, flipchart paper, 
• sticky notes (post-its), 
• workshop-cards, 
• workshop canvas, 
• workshop checklist and 

workshop splash (from 
https://methodkit.org/), 

• The Fish Story (See the 
appendix)
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The Fish Story

This story is about three fishes. Three  fishes lived in a pond. One was named Plan ahead, another 
was Think fast and the third was called Wait and see. 
One day, they heard a fisherman saying he would be going to cast his net in their pond the next day.
Plan ahead said: “I am swimming down the river tonight”.
Think fast said: “I am sure I will come up with a plan”.
Wait and see lazily said: “I just can’t think about it now”.
When the fisherman cast his nets, Plan ahead was able to escape from his nets. [Everyone who 
chose Plan ahead can sit down.] But Think fast and Wait and see were caught by the fisherman.
Think fast quickly rolled his belly up and pretended to be dead. “Oh, this fish is no good!” said the 
fisherman and threw him safely back into the water. [Everyone who chose Think fast can sit down.] 
However, Wait and see ended up in the fish market. [Everyone who chose Wait and see fall dead on 
the floor]. 
That is why it is important to plan ahead or to think fast!

2. Tell the participants that you will tell a story 
and they all have a role in this story. Either 
Plan ahead, Think fast or Wait and see. They 
have to choose which role they will have in the 
story, without mentioning to each other the 
role they chose. Then, you tell the Fish Story 
(you may find it at the end of this workshop 
scenario). To get more movement ask the 
participants to stand up and pretend to be 
fishes swimming around and act as the story 
suggests them, based on the roles they took. 
After the story ends, ask everyone to sit down 
and follow up on how they felt to play the role 
they chose. Would they choose another role 
now? What did the story tell them? Which role 
do they usually take in real life? What role 
they think is good to take before conducting a 
workshop? (10 min.)

3. Introduce to the participants the key three 
elements in creating a good workshop: Good 
planning, Good participation and Good out-
puts. Then, ask them to sit in pairs and give 
them post-its on which to write ideas they 
discuss about how they could design a great 
workshop – how and what should be planned 
(Good planning), how to generate Good partic-
ipation and how to obtain Good outputs. (10 
min.)

4. Put the post-its on the whiteboard/flip-
chart paper/wall and group them into differ-
ent categories, using the workshop cards 
from methodkit.org. Go through the different 
categories and add things if needed. Then, 
summarize the workshop methods which you 

have prepared on a flipchart paper. At the end, 
also share with the participants the workshop 
checklist from methodkit.org as the first tool 
to use in planning any workshop. (20 min.)

5. Use the prepared flipcharts and introduce 
to the participants Kolb’s Experiential Learning 
Cycle and the Learning Styles, and how this 
information can be used in designing work-
shops for young people: when we listen, we 
remind about 20% of the information; when we 
listen and see the information - we retain 50%; 
when we listen, see and try out/do - 70%; when 
we teach others about what we learned - we 
retained 90%. Connect information on what 
has already been done in the current work-
shop and let participants to reflect on these 
learning styles. (10 min.)

6. Divide the group into teams, and give each 
team a topic for organizing a workshop, 
such as storytelling, social media, creativity 
for young people. Each team should plan a 
workshop on the topic they received using 
the workshop canvas from methodkit.org. (20 
min.)

7. Gather everyone in the circle, ask them how 
the planning went, what was hard, what was 
easy, etc. Give them the workshop splash 
from methodkit.org and explain how to fill it in. 
(10 min.)
Conclude the session reflecting on the things 
they have learned and on what they think they 
would need in order to hold successful work-
shops for young people.

+
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Design your campaign, start 
with your audience

Workshop’s objectives:

• To learn about design thinking process and how to use it in 
planning communication campaigns;

• To be able to use specific techniques for empathizing, defin-
ing and ideation, the first three steps of the design thinking 
process.

Preparation:

Read about the design thinking process and the five steps it 
includes, from the following sources:

Institute of Design at Stanford, An Introduction to Design Think-
ing - Process Guide: https://dschool-old.stanford.edu/sandbox/
groups/designresources/wiki/36873/attachments/74b3d/Mo-
deGuideBOOTCAMP2010L.pdf;

Institute of Design at Stanford, Design Thinking Bootleg, https://
static1.squarespace.com/static/57c6b79629687fde090a0fd-
d/t/5b19b2f2aa4a99e99b26b6bb/1528410876119/dschool_
bootleg_deck_2018_final_sm+%282%29.pdf;

Make a short presentation, two-three slides, on the main steps 
of the design thinking process and the main principles of the 
process;

Print out the Empathy map available at the end of this workshop 
scenario.

Presentation:

1. Ask in forum what participants’ experience in organizing 
communication campaigns is. If they have some experience, 
ask them to mention the main steps of planning such a cam-
paign. Then, tell them that during the workshop they will learn 
to use design thinking process in planning communication 
campaigns. If they already have some experience in design 

Recommended 
size of the group: 

15-20 people

Time needed for 
the workshop:  

120 minutes

Materials needed 
for the workshop:

• video-projector, 
• flipchart paper, 
• post-its, markers, 
• white and colored A3 and 

A4 paper sheets
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thinking, this will help in the learning process, 
and support other participants. Introduce them 
to the steps of the design thinking process and 
the basic principles, using the presentation you 
prepared beforehand. Tell them that during the 
workshop they will experience the first three 
steps of the process, by using a simple case 
of a fairytale: empathize, define and ideate. (15 
min.)

2. Choose one famous fairytale, such as Little 
Red Riding Hood, Snow White or Cinderella, 
together with the group. Tell the story from the 
memory or with the help of participants. While 
telling the story, write down on a flipchart pa-
per the main conflict, the characters, the main 
events of the story. Also, in the forum, collect 
the main assumptions of the story towards the 
problem/conflict and the main characters, and 
also collect what participants think about the 
causes of the problems present in the story. 
Based on the notes made, select together with 
the participants 2-3 main characters from the 
story that one communication campaign could 
target in order to redesign their experience in 
the story, by educating them on certain issues 
and solving the problems or needs they have 
in the story. For instance, if you work with 
Little Red Riding Hood, you could choose to 
redesign the wolf’s experience in the story, 
responding to its needs, but help it, through a 
raising awareness communication campaign, 
to become less aggressive towards the com-
munity it leaves in. (15 min.)

3. If you choose three characters, then split 
the group into three teams (with at least five 
participants). In each team, there should be at 
least three participants representing the char-
acter chosen. For instance, in “the wolf” team, 
there should be at least three wolves who have 
similar problems and needs like the wolf from 
the original story. Then, there should be two 
interviewers, who will play the role of the cam-
paign organizers who interview the target audi-
ence - in the example given, the three wolves. 
Give to the characters (the interviewees/the 
audience/the users) and the interviewers the 
Empathy map. Ask the participants to play the 
role of the story character, to think about their 
character and write down on the map how they 
describe the story, what they do and say in the 

story from their perspective, what they think 
about the problem, what or how they feel about 
it. The same, the interviewers should think to 
questions trying to find out information that 
will help them to understand their audience’s 
needs and relevant insights that can be used 
in developing the message and the campaign’s 
strategy. (10 min.)

4. The interviews can start. The interviewers in-
terview the characters, in the teams you devel-
oped. At the end of the interviews, information 
collected is written down, and summarized 
describing the audience’s needs and insights. 
(20 min.)

5. Instruct the teams to go to the next step. 
Now, they have the needs and the insights 
from their audience, they should define the 
Point of View on the problem they identified for 
the audience. To make it more fun and inter-
esting, ask them to present the problem-point 
of view in the format of an ad, more specifical-
ly following this structure: [USER] needs to [US-
ER’S NEED] because [SURPRISING INSIGHT].

EXAMPLE:

“High-energy teenager (USER) seeks an awe-
some social network (NEED). Interests should 
include issues of societal importance (e.g. 
how much parents suck and also why being a 
vegetarian might be cool) (INSIGHT 1). Willing-
ness to IM constantly during the school year 
is a MUST! (INSIGHT 2)” (source: Institute of 
Design at Stanford).

Each group presents the PoV for their audi-
ence, the point of view they will use to start 
to ideate - come up with ideas about the 
message to be used to educate the audience, 
about to whom to deliver the message, how to 
deliver the message, how to develop the cam-
paign, etc. (15 min.)

For trying out the ideation step, in the same 
teams, the participants answer to the following 
questions, based on the information collected:

What the message should definitely NOT be 
about?

What the message should be about?
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Who should deliver the message?

How should we deliver the message?

6. Each question is answered by the partici-
pants on post-its, in the first round. Then, each 
member of the team exchanges post-its with 
another member of the team, reads, and adds 
something new to the idea or a new idea. Then, 
they exchange for the final time, and write their 
inputs or feedback. The group then put all the 
answers together and make a summary or 
select one answer and write it on a flipchart 
paper. Use time as a constraint, to help the 
participants to select an answer and move to 
the next question. This will also help partici-
pants to understand that design thinking is an 
iterative process. Explain that they can always 
come back to these ideas and answers. Now, 
they just need to generate many ideas, select 
some which will be prototyped, and after pro-
totyping they will come back in the process to 
the ideation stage, etc. (15 min.)

7. Each group presents the first ideas they 
generated in regards to the development of the 
campaign, and then you remind them about 
the following steps in the process (prototyping 
and testing), which they should try out on real 
campaigns. Mention shortly couple of meth-
ods they could use for prototyping and testing 
for communication campaigns. (10 min.)

8. Debrief the session and ask the participants 
to reflect on what they learned, on the ad-
vantages and disadvantages of using design 
thinking in communication campaigns, on how 
they felt in the process, and on how they could 
use it in the future. (10 min.)
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Empathy map 
 

SAY 
What are some quotes and 
defining words your user said? 

THINK 
What might your user be thinking? What does 
this tell you about his or her beliefs? 
 
 
 

DO 
What actions and behaviors did 
you notice? 

FEEL 
What emotions might your subject be feeling? 

NEEDS  

INSIGHTS  
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Prototype your story!

Workshop’s objectives:

• To learn about the importance of prototyping in developing 
a communication/advocacy campaign;

• To be able to use storytelling tools, such as story-map and 
storyboard.

Preparation:

Read about the design thinking process and the five steps it 
includes, from the following sources:

Institute of Design at Stanford, An Introduction to Design Think-
ing - Process Guide: https://dschool-old.stanford.edu/sandbox/
groups/designresources/wiki/36873/attachments/74b3d/Mo-
deGuideBOOTCAMP2010L.pdf;

Institute of Design at Stanford, Design Thinking Bootleg, https://
static1.squarespace.com/static/57c6b79629687fde090a0fd-
d/t/5b19b2f2aa4a99e99b26b6bb/1528410876119/dschool_
bootleg_deck_2018_final_sm+%282%29.pdf;

Make a short presentation, two-three slides, on the main steps 
of the design thinking process and the main principles of the 
process;

Print out the Story-map and the Storyboard available at the end 
of this workshop scenario.

Select and write down on sheets of paper four problems/“bad 
behaviors” that the participants would like to solve or change 
through advocacy campaigns (educating, motivating or inspir-
ing young people to act on these problems/behaviors), such 
as: high number of people refusing to recycle; high number 
of homeless people on the streets; increasing discriminating 
speeches/undignified stereotypes about young people with 
migrant/refugee background; high number of young people 
dropping out of school; high number of young people addicted 
to drugs or gambling, etc.

Recommended 
size of the group: 

15-20 people

Time needed for 
the workshop:  

110 minutes

Materials needed 
for the workshop:

• video-projector, 
• flipchart paper, 
• markers, 
• printed story-maps and 

storyboards, 
• sheets of paper A4 or A5
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Presentation:

1. Ask in forum how the participants usually 
decide on the stories/messages they use in 
their campaigns. Then, tell them that during 
the workshop they will learn to use the design 
thinking process in prototyping their messages 
before launching any advocacy campaign. If 
they already have some experience in design 
thinking, this will help in the learning process, 
and support other participants. Introduce them 
to the steps of the design thinking process and 
the basic principles, based on the preparation 
you did before. Tell them that during the work-
shop they will experience the prototyping step 
of the process. (15 min.)

2. Split the group into four teams, and give 
each team one of the problems/“bad behav-
iors” you selected during the preparation 
phase. Express the problem from a clear point 
of view (see the PoV structure from the design 
thinking resources mentioned above). Also, 
give each team three printed Story-maps, and 
ask each team to develop three different sto-
ries they could use to: educate young people 
about the problem or to motivate/move them 
into action to solve the problem or change the 
behavior of the audience. (25 min.)

3. Pair the teams and ask them to present to 
each other the three stories they developed. 
Each team should ask the other team ques-
tions about the stories and provide feedback 
and relevant input, imagining their are the real 
audience of that message. Based on the ques-
tions and on feedback and input received from 
the “audience” (the other team), each team 
selects one of the story they want to further 
develop. (20 min.)

4. Give each team a printed Storyboard and 
ask them to develop now the story they chose 
from the three ideas they received feedback 
on. They should think that at the end they 
would make their story into a three-minute 
video or animation. Once they have finished, 
the team goes back in the pair of teams and 
presents the new idea to the other team and 
receives again feedback and inputs. (25 min.)

5. Finally, each team refines the story and pres-
ent the idea to the whole group. (15 min.)

6. Conclude the session reflecting with the 
participants on the process of prototyping: 
where they started, how the story changed in 
the process, why it changed, what they appre-
ciated or disliked when receiving feedback and 
inputs from the “audience”, how and why the 
prototyping process could be useful in devel-
oping messages for their campaigns, and how 
they would prototype their messages before 
starting a real campaign. (10 min.)
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The map of your story 
 

Main character / the 
hero 

Setting / place / tone & other 
characters 

Problem / challenge Solution / resolution 

 

Beginning 
setting, characters, 
introduce the main 
conflict / problem  

(explain the problem 
you want to solve) 

Middle 
tension increases, it ends with the 

most tensioned moment of the 
story, the biggest challenge of the 

hero  
(the major crisis) 

End 
the main conflict is 
solved and success 

is celebrated 
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Story-map 
 
Before going into developing the story and collecting your information, answer first to the 
following questions: 
 
1. Why are you telling the story? 

 
 
 
 

 
2. Who is your audience? 

 
 
 
 

 
3. What do you want people to remember? What do you want your audience to do after 
hearing/watching/reading the story? 

 
 
 

 
 

 
4. What is the format of your final story? A video, a text for your website, a post on Facebook, a 
poster, a case study in a brochure, a success story for your grant proposal, etc.?  
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The Telling in Storytelling

Workshop’s objectives:

• To learn what storytelling is;

• To be able to use a few different techniques to deliver a 
story (the techniques refer to oral and visual storytelling and 
can thus be used in videos or for a live audience).

Preparation:

Get informed about storytelling and storytelling techniques 
using the following resources:

Why storytelling: 

https://www.youtube.com/watch?v=-QZ79GZMZZ4, MS GROUP 
storytelling;

Monomyth storytelling technique: Cristopher Vogler, A Prac-
tical Guide to Joseph Campbell’s The Hero with a Thousand 
Faces: http://www.tlu.ee/~rajaleid/montaazh/Christopher%20
Vogler%20-%20Writers%20Journey.pdf;

Other storytelling techniques: https://www.sparkol.com/en/
Blog/8-Classic-storytelling-techniques-for-engaging-presen-
tations

Storytelling encyclopedia: http://npu.edu.ua/!e-book/book/
djvu/A/iif_kgpm_Sherman_Storytelling_An_Encyclopedia_of_
Mythology_and_Folklore.pdf.pdf. 

PREPARE THE FOLLOWING MATERIALS:

Flipchart presentation with definition of storytelling;

Flipchart presentations for storytelling techniques;

5 sheets of paper with the storytelling techniques.

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• flipchart paper, 
• markers, 
• pens, 
• sticky notes (post-its), 

tape, 
• pieces of paper, 
• hat/something to draw 

from
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Presentation:

1. Introduction and energizer: tell the partici-
pants that this session will be about storytell-
ing and that you start with an energizer based 
on a story. Ask the participants how many of 
them know the story of Little Red Riding Hood. 
Ask someone to shortly present the story and 
if they don’t want to, present it shortly yourself. 
Then ask who the main characters are. Ask the 
participants to imagine that the characters: 
the granny, the hunter and the wolf represent 
rock, paper, scissors from the game with the 
same name, and you as The Little Red Riding 
Hood will conduct the game. Again, you can 
ask participants to explain the rules or explain 
them yourself. Make sure that everyone is on 
the same page: rock beats scissors, scissors 
beats paper and paper beats rock, respectively 
granny beats hunter, wolf beats granny and 
hunter beats wolf.

Granny=rock is shown by pointing the finger 
at the height of your head and nagging, saying 
nah nah nah nah.

Wolf=paper is shown by raising your hands 
(like claws) over your shoulders at the height 
of your head saying GRRR.

Hunter=scissors is shown by showing a gun at 
the height of your waist saying BOOM.

Explain that they will play this game in two 
groups, where the groups decide on a char-
acter, then form two lines facing each other 
and then try to win over people from the other 
team by catching them before crossing the line 

to their home/base (it is similar with the tag 
game). The ones being caught change teams. 
Tell them that you count to three and then they 
show their character and catch or run depend-
ing on the character they chose. You can ask 
them to do a test round first. The lines to the 
homes and a middle line need to be drawn or 
put tape on the floor. Finally, you can split the 
group in two, for example by counting to two 
and ask them to go into their group and de-
cide which character they will be. When they 
have decided their character, they will form a 
line facing the other team. There should be 
roughly two meters between the teams. After 
each round, the team decides together which 
character they will be in the next round of the 
game. At the end, one team wins or the game 
goes on forever… make sure to keep track of 
time (you may only have 5-10 minutes to play). 
Let them know when the last round is, in case 
you have to break off the game. (15 min.)

2. Definition of storytelling. Ask participants to 
grab a post-it and a pen and form a circle. Ask 
them to write down from where they knew the 
story of The Little Red Riding Hood (Did they 
hear it from someone or did they read it or did 
they see a movie?). You have a flipchart where 
you have drawn a tree with branches repre-
senting different methods of storytelling (e.g. 
read a book, was told by another person/bed-
time story, saw a movie, a theatre play) facing 
away from the participants while they write 
their answers. Then, show them the flipchart 
and ask them to put their post-it on the branch 
that best suits their answer. Go through the 
answers and analyze them a bit: are there a lot 
of answers on the same branch, which branch 
is empty, etc. Explain that these are different 
methods of storytelling and proceed to defin-
ing storytelling. Flip the paper and there you 
have the roots of the tree: storyteller – story 
– recipient. Explain that you will make some 
statements and the participants should make 
jazz-hands for answering Yes and cross their 
arms for answering No to the statements. 
After each statement, ask a few participants 
to comment why they answered Yes or No, 
before moving on to the next statement.

Examples of statements that do not need to be 
widely debated:
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A storyteller needs to be alive.

A story doesn’t need a plot.

A story needs at least one character.

A storyteller can tell the story from another 
person’s point of view.

A storyteller can tell the same story in different 
ways.

A story needs to include supernatural ele-
ments.

Examples of statements that can generate 
some debates:

A story can be told in images.

A story needs a timeframe.

There needs to be a place where the story 
takes place.

We don’t remember a story unless we can 
relate to it.

Listening to stories is a way of communicat-
ing. (Mention the listeners role of interpreta-
tion when discussing answers.)

Storytelling can be used as a form of therapy.

Conclude the discussion, for example, by stat-
ing that is clear that everybody knows what a 
story and storytelling is. You can also present 
a summarizing description on a flipchart: a 
story entails something that has happened and 
is created when what happened is described 
to a recipient. A story needs a plot, characters 
and a narrative point of view. Make sure every-
one agrees on the summary. (15 min.)

3. Storytelling techniques. Describe and give 
examples of the following storytelling tech-
niques:

The monomyth or the hero’s journey;

The mountain or climax story;

The Sparkline story;

In media res story;

False start story.

For example, you could draw the images from 
sparkol.com (and refer to the source) on flip-
charts and use that as reference when explain-
ing the techniques. (15 min.)

4. Write the techniques on five different pieces 
of paper in order to be able to make a tech-
nique-lottery. Divide the participants into five 
groups and each group will draw The Little Red 
Riding Hood using the technique that they will 
withdraw from the five sheets of paper you 
prepared. The groups will have 15 minutes to 
prepare their story and then two minutes to 
present the story using the technique they took 
(all members of the group need to be involved 
in the presentation). The presentations could 
be a sketch/drama, video, bedtime story, 
comic strip/series of pictures, speech, etc. (20 
min.)

5. Gather everyone and ask them to sit as an 
audience and the groups “tell”/present their 
stories. Each group should have two minutes 
for performance, and then each group receives 
feedback, and you can direct the audience for 
reflection on the technique used, the advantag-
es and disadvantages, etc. (20 min.)

6. Debriefing. Ask participants to form a circle 
again. Use the same gestures as before for the 
statements (jazz-hands for Yes, and crossed 
arms for No), and state that “everyone learned 
at least one storytelling technique”, “everyone 
had fun”, “everyone is ready for a break”. 

(5 min.)
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The golden circle for inspiring 
stories

Workshop’s objectives:

• To learn how to structure inspiring personal and organiza-
tional stories;

• To be able to use the golden circle of Simon Sinek - Why/
How/What - in developing the personal story or the story of 
the organization.

Preparation:

Watch Simon Sinek’s speech about the golden circle (Why/
How/What): 

https://www.ted.com/talks/simon_sinek_how_great_leaders_in-
spire_action/up-next?language=en;

Prepare some examples of using the golden circle for present-
ing an NGO or a specific project.

Presentation:

1. Make a short introduction talking about how important is 
to connect our personal story to the story of the organization, 
when we pitch to others why we consider our organization to be 
relevant for the community. Ask the participants to write about 
the moment when they made the decision to join the organi-
zation they are currently involved in or when they decided to 
contribute to a specific cause in their community. They need to 
write down a one-minute story. Give them 5-10 minutes to write 
the story. (10-15 min.)

2. Ask them to share the stories in pairs. Each participant has 
one minute to share to another participant his/her story. After 
they are done sharing in pairs, ask for 4-5 examples from the 
participants, to share what they learned about the person they 
listened to - why did the person join the organization or why the 
organization is relevant for him/her or for the community? (15 
min.)

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• video-projector, 
• flipchart paper, 
• markers
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Introduce the participants to the golden circle 
of Why/How/What (Simon Sinek), which helps 
them to talk powerfully about their organiza-
tions. You can show the video, or explain it 
yourself, depending on the time you have. (10 
min.)

3. Ask the participants to go back to their sto-
ries, and rewrite them using the golden circle 
(Why/How/What). Give them 5-10 minutes to 
write the new story. (10 min.)

4. Afterwards, you will ask the participants to 
sit on two rows of chairs, facing each other, 
and start a Story Bazaar. Each pair has to 
share the new stories. After 4-5 minutes, you 
make a signal and you ask one row to move 
with one chair, so the pairs change. Do this 
several times, until each participant can listen 
to and share his/her story to at least other 5-7 
participants. In pairs, participants tell their 
stories in one minute, and then they give each 
other feedback. (30 min.)

5. At the end, ask participants to nominate the 
story that stayed in their minds, out of the 5-7 
stories they listened to, and asked why they 
think the story was more powerful. Then, also 
ask the participants to share the challenges 
they faced in re-writing the story and in pre-
senting it several times, and what changes 
they made in the story and why they changed 
the story during the Story Bazaar. (10 min.)
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Power up your organization 
with powerful stories!

Workshop’s objectives:

• To learn how organizational reputation can be built by using 
powerful stories;

• To be able to choose and collect critical stories about the 
organization, in order to build the organizational reputation.

Preparation:

Read and listen to the interview with David Hutchens about The 
Four Critical Stories Leaders Need For Influence: 

https://coachingforleaders.com/podcast/four-stories-lead-
ers-influence/ or read the chapter 1 from Hutchens’ book: Circle 
of the 9 Muses: A Storytelling Field Guide for Innovators (2015);

Prepare some examples for the four core stories (identity, val-
ues, vision and change and learning stories) or use the following 
presentation we prepared to exemplify the four core categories: 

https://spark.adobe.com/page/N0YGANBXnhe2e/.

Presentation:

1. Introduce the participants the flash-story or six-word story. 
You could use the urban legend about how Hemingway bet with 
his friends that he would write the shortest novel in the world 
and he wrote this six-word novel: “For sale: baby shoes, never 
worn.” (5 min.)

2. Ask the participants to write a six-word story about their orga-
nization or about a project/cause they are involved in. Ask them 
to write the flash-story on one colored sheet of paper (an A5/A4 
sheet). Give the participants 5-10 minutes to write their stories. 
(10 min.)

3. Each participant reads his/her story. You place all the colored 
papers, with the stories, on the floor or on a wall, so that all 

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• video-projector, 
• flipchart paper, 
• markers, 
• colored paper (A5/A4 

sheets)
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participants can see all the stories, at the end. 
While collecting the stories, try to put them 
in categories: stories about the vision of the 
organization, stories about the clients, stories 
about the values, stories about the history of 
the organization, stories about the change & 
learning processes in the organization, stories 
about the services the organization provides, 
etc. Create the categories based on what the 
participants provides, but also have in mind 
the theory you will present about David Hutch-
ens’ four core organizational stories (identity, 
values, vision stories, and stories for change 
and learning). (15 min.)

4. After all the participants introduced their 
stories, present to the participants the catego-
ries you identified, and ask them to help you 
to reorganize the categories, if needed. Ask 
in forum what other stories can be told about 
one organization, and based on the responses 
given and the stories collected start to intro-
duce participants to David Hutchens’ theory 
on the four critical stories the leaders could 
use to build the organizational reputation. You 
can use the following presentation we pre-
pared to exemplify the four categories (identi-
ty, values, vision stories and stories for change 
and learning), or you could use your own 
examples: https://spark.adobe.com/page/
N0YGANBXnhe2e/. (20 min.)

5. Afterwards, split the participants into four 
groups. Each group will have to develop a real 
or mock-up story for a NGO/youth organiza-
tion following the four categories: identity, val-
ues, vision stories and stories for change and 
learning. Then, each group presents the story 
they developed for the category they received. 
(30 min.)

6. Follow-up the presentations with feedback 
on the stories, but also reflect with the support 
of the participants on when/in which contexts 
they see themselves using each of the four 
organizational stories categories. (10 min.)
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Telling others’ stories

Workshop’s objectives:

• To learn about interviewing and developing stories told by 
other people, such as other young people, current or future 
clients of the organization, role models for the organiza-
tion’s clients, etc.;

• To be able to interview strangers and write short stories out 
of these interviews.

Preparation:

Read the following materials on how to interview other people:

Tips and Tricks for Interviewing Storytellers: 

http://familiesusa.org/sites/default/files/story-bank-toolkit/
docs/04_Tips_and_Tricks_for_Interviewing_Storytellers.pdf;

Ask better interview questions: 3 lessons from Humans of New 
York: 

http://openeyecreative.com/blog/ask-better-interview-ques-
tions-3-lessons-from-humans-of-new-york/

Watch the following videos with Brandon Stanton, the main jour-
nalist behind Humans of New York project:

Brandon Stanton on the Art of an Effective Interview: 

https://www.youtube.com/watch?v=Cl8dremuIDM;

On how I approach strangers in the street - Humans of New 
York creator Brandon Stanton: 

https://www.youtube.com/watch?v=KPxzlGPrM3A;

Select 3-5 recent stories from Humans of New York Facebook 
page or Instagram account that you will use during the work-
shop.

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90-150 minutes

Materials needed 
for the workshop:

• video-projector, 
• flipchart paper, 
• markers



Nordic Young Impact Storytellers, NORSENSUS MEDIAFORUM, www.norsensus.no28

Presentation:

1. Ask the participants if they are familiar with 
Humans of New York project, and make a short 
introduction of the project, then show them the 
3-5 recent stories you selected from the social 
media. (15 min.)

2. In the forum, for each story you showed 
them, ask the participants to think of questions 
that the journalist asked in order to collect 
such a story. (5 min.)

3. Now, tell the participants that is their mo-
ment to collect stories in the Stories Bazar. 
First, each participant will prepare one question 
to ask other participants in the room to collect 
a short story. The participants need to walk 
around and during five rounds, they will collect 
and tell stories, asking their question and mu-
tually answering to the question asked by their 
pair. After the five rounds, participants share 
their experiences: what worked in the short 
interviews, how people reacted to their stories, 
how they would change their questions, what 
other questions they will add, how they felt as 
interviewers and interviewees, etc. (10 min.)

4. Deliver a short presentation on how to in-
terview people, what type of questions to ask, 
what is the right attitude in interviewing, how 
to respect the interviewees, etc. based on the 
materials and videos mentioned above. In ad-
dition, you could actually show them the video 
On how I approach strangers in the street. (10 
min.)

5. Split the participants in teams of 2-3 people, 
and ask them to go on the streets, close to the 
training place, and collect stories from strang-
ers, using the theory they just learned about 
and what they experienced already in collecting 
stories from the other participants. Ask them 
to come back in maximum one hour with one 
or two stories that will include a picture of 
the interviewee, taken with a smartphone for 
instance, and a short text about him/her in the 
Humans of New York style. They could upload 
the photos and the text in a common cloud 
folder, or on a special social media account 
you could open for the workshop - choose what 
is appropriate for your group. (60-80 min.)

6. Each team presents the story and also the 
“behind the scenes” story (how they collected 
it, what questions they asked, what the biggest 
struggle was, what the most enjoyable part 
was, etc.). Provide them direct feedback on the 
story and the interviews techniques they used. 
(20-30 min.)

NOTE: in the theory part (step 4), you could 
introduce a short presentation on how to take 
good photographs. To prepare, you could use 
this short guide: 

https://www.scribd.com/docu-
ment/238392093/AYV-ShotComposition-En-
glish-2-0.
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How to build interactive 
stories with interactive videos

Workshop’s objectives:

• To learn about immersive storytelling techniques, more spe-
cifically interactive video storytelling principles;

• To learn creating interactive videos.

Preparation:

Create an account on interlude.fm;

Learn how to use the interlude.fm platform using this tutorial: 

https://video.helloeko.com/v/Mekp1A;

Read more about interactive videos here: 

https://www.wyzowl.com/what-is-interactive-video/.

Presentation:

1. Ask the participants what they understand when they hear 
“interactive storytelling” and how they would make a real inter-
active story. Discuss the suggestions the participants provide, 
give example of Black Mirror: Bandersnatch interactive movie, 
and show them one or two interactive videos examples from 
interlude.fm (https://helloeko.com/tmw/101?autoplay=true). 
Then, define what interactive storytelling and interactive video 
storytelling are and talk about the structural differences from 
traditional video storytelling by using the following link: 

https://www.wyzowl.com/what-is-interactive-video/. (20 min.)

2. Show the participants the following videos as good video 
storytelling examples:

Sandy Hook Promise: Gun violence warning signs: 

https://www.youtube.com/watch?v=9qyD7vjVfLI;

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

100 minutes

Materials needed 
for the workshop:

• video-projector, 
• laptops/PCs, 
• flipchart paper, 
• markers
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Holding difficult conversations: youth work: 

https://www.youtube.com/watch?v=SM1q-Cj-
SI3Y.

Then, divide the group into teams of 3-4 and 
ask them to choose one of the two videos 
and turn it into an interactive video. Give each 
team a flipchart paper and ask them to use it 
to prepare the plan of turning that video into an 
interactive video format. (20 min.)

3. Ask each team to present their interactive 
video story plan and provide them with direct 
feedback. (10 min.)

Show the group how they can open a free ac-
count on interlude.fm and show them how they 
can use the platform to create an interactive 
video by presenting the following tutorial: 

https://video.helloeko.com/v/Mekp1A. (15 
min.)

4. Ask the participants to go back into their 
teams and choose one interactive video cam-
paign idea, which they would like to work on 
(they could choose any civic/social topics they 
are interested in). Ask them to prepare a plan, 
draw the scenes of the video, make a short 
scenario and decide on the messages of the 
video, on a flipchart paper. (20 min.) 

5. Let the teams present their work and then 
facilitate the feedback given by the rest of 
the group regarding the technical and content 
aspects of the plan they made. Encourage par-
ticipants to use the interlude.fm platform, and 
try, in their organizations, to develop the short 
interactive videos they planned, in the follow-
ing days after the workshop. (15 min).  
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Best cafés on social media 
highways

Workshop’s objectives:

• To learn how to use different types of social media for advo-
cacy.

Preparation:

Search for examples of successful campaigns/online marketing 
on Facebook, YouTube, Twitter and Instagram;

Prepare flipchart sheets of paper for the world café method 
with the 5 Ws (Who, What, Where, When and Why);

Prepare a flipchart presentation with SMART (Specific, Measur-
able, Achievable, Realistic, and Timely). 

Make sure you also chose a person or more participants who 
can serve as “viruses”/“haters” in the exercise, and give them a 
“name tag”.

Presentation:

The first exercise functions as inspiration and teaches partici-
pants to ask relevant questions about campaigns. Ask partici-
pants to quietly, on their own, think of campaigns that have had 
a breakthrough on social media, for example the Always cam-
paign #LikeAGirl or TOMS campaign - #withoutshoes. Then, ask 
them to sit in groups of 2-3 people, and they have to take turns 
and guess, by asking questions, the campaigns the other people 
from the group thought about. They can decide on their own 
who in the pair/group starts asking questions. The questions 
can be open or closed. The one(s) who start asking only have 
three questions to ask to find out which campaign the other one 
is thinking of and then they switch the roles. When someone 
has figured out the right answer, they have to do a high five. 
When everyone has high fived at least once you can ask the 
participants to get back to the circle and ask the pairs to share 
which campaigns they thought about and write their answers 
down on a flipchart so that everyone can see the campaigns. 

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• flipchart paper, 
• markers, 
• name tags for “virus-

es”/“haters”
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Now, ask participants, one by one, to choose 
the best campaign from the flipchart by draw-
ing hearts or dots next to the one they prefer. 
When everyone has voted, chose a winning 
campaign, the one that got the most votes. If 
you want you can use the winning campaign 
as an example when you are explaining the 
content in the next activity. (20 min.)

Prepare four working stations (Facebook, 
YouTube, Instagram and Twitter) separately 
from each other. Each station should have a 
big piece of paper (flipchart paper with the 5 
Ws you prepared before) and markers. Write 
the topic of the station on the big paper. Use 
one of the campaigns from the first exercise, 
and ask the groups to plan the campaign for 
the social media channels from the stations, 
answering to the 5 Ws:

Social media marketing campaign using 
Facebook (Who is our target group? What 
message? Where to put the message? When 
to post? Why we use this channel - how does it 
serve our purpose?);

Social media marketing campaign using 
Youtube (Who is our target group? What 
message? Where to put the message? When 
to post? Why we use this channel - how does it 
serve our purpose?);

Social media marketing campaign using 
Instagram (Who is our target group? What 
message? Where to put the message? When 
to post? Why we use this channel - how does it 
serve our purpose?);

Social media marketing campaign using Twit-
ter (Who is our target group? What message? 
Where to put the message? When to post? 
Why we use this channel - how does it serve 
our purpose?).

Explain that the world café method is used to 
plan the campaign on different social media 
channels and that each group will answer the 
5Ws in the four stations. Divide the group into 
four teams. Tell them that they have five min-
utes per station to answer the Ws questions, 
and then they will switch the station.

One presenter or one member of the group 
you chose before can play the role of a “hat-
er”/“virus” in the campaign. For example, he/
she cut out pieces from the participants’ 
paper, draw on the comments/answers written 
down, destroyed the work, etc. during the café 
discussions. (20-30 min.)

Each group presents the results of the last 
station they went to, covering all the answers 
to the 5 Ws. The other groups can add infor-
mation, explain answers or ask more ques-
tions. They might have questions about the 
“virus”/“hater” role. (20-30 min.)

Conclude the exercise and discuss how it was 
to present ideas from the whole group and 
what they think about the role of the viruses/
haters, and how that compares with the real 
campaigns they saw online; also, spot differ-
ences, with the help of the group, among the 
social media channels in implementing advo-
cacy campaigns. Present key advice for plan-
ning successful advocacy campaigns: stay 
S.M.A.R.T. (Specific, Measurable, Achievable, 
Realistic, and Timely) with the campaigns and 
advocacy. (10 min.)
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Plan your digital storytelling 
campaigns with Story Canvas!

Workshop’s objectives:

• To learn about a new planning tool specially designed for 
storytelling online campaigns;

• To be able to use the Story Canvas developed by Digital 
Storytellers.

Preparation:

Read and learn about the Story Canvas developed by Digital 
Storytellers here: 

https://www.digitalstorytellers.com.au/the-story-canvas/;

Prepare a short presentation of one-two slides for introducing 
the Story Canvas to the participants (as the starting point of 
your presentation, you could use the template we prepared 
based on the Digital Storytellers’ resources, available at the end 
of this workshop scenario);

Print out the Story Canvas available at the end of this workshop 
scenario.

Presentation:

1. Introduce to the participants the new planning tool specially 
designed by Digital Storytellers for online storytelling cam-
paigns. We advise to select one successful advocacy online 
campaign and present the canvas by providing examples from 
this specific campaign you chose. Ask the participants’ ques-
tions referring to certain aspects from the canvas, insist on the 
importance of keeping the right order on following the canvas 
sections, when developing the plan for a storytelling campaign, 
talk about any advantages the participants see in using the 
canvas or about any fears/obstacles they could see in imple-
menting it (20 min.)

2. Split the group into five teams and give each team one of the 

Recommend-
ed size of the 
group: 

15-20 people

Time needed for 
the workshop:  

90 minutes

Materials needed 
for the workshop:

• fvideo-projector, 
• flipchart paper, 
• markers, 
• printed Story Canvas for 

five teams or for all the 
participants
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following topics to work on and plan an online 
storytelling campaign using the Story Canvas:

A video story project to raise awareness about 
the environmental disaster caused by an oil 
company in Amazon villages in Brazil;

A video story to recruit volunteers for cleaning/
taking care of dogs at a dog shelter in your 
city;

A video story for fundraising to open a youth 
center for young people at risk;

A video story project for promoting the dia-
logue between young native people and young 
migrants & refugees;

A video story project to educate young people 
on the teenage pregnancy risks.

3. Explain the participants that the video is the 
final results of their planning; the story for the 
video - the core of the Story Canvas - is the last 
section they need to fill in, after they manage 
to fill out all the other sections of the canvas. 
Thus, ask the participants to follow the canvas 
and design the video idea/the story only at the 
end. (30 min.)

4. Each team presents to the whole group the 
campaign they planned and the story they 
designed, once they answered all the canvas’ 
sections. (25 min.)

5. Give feedback to the teams on the cam-
paigns they planned and on how they used the 
canvas. Reflect with the participants on the 
biggest challenges they had while planning 
their campaigns, and how the process affected 
the story they chose to use in the campaign. 
Also, mention to the participants that now, to 
further develop their video story, they could 
use the Storyboard, for writing and imagining 
their story (you may find the Storyboard tem-
plate included in the workshop scenario Proto-
type your story! from this toolkit). (15 min.) 
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NORSENSUS MEDIAFORUM, NORWAY
 

www.norsensus.no

info@norsensus.no

+47 41393141

Rådhusgata 20, 0151 Oslo

 

AWESOME PEOPLE, SWEDEN
 

www.awesomepeople.org

contact@awesomepeople.se

Visthusgatan 670226 Örebro

 

SAGA FINLAND
 

https://www.sagafinland.org/

info@sagafinalnd.org

Vänö25900 Dalsbruk

 

FOR FEEDBACK, QUESTIONS
OR REQUESTS PLEASE

CONTACT US:
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