
We acknowledge the Traditional Owners of the land on which we are meeting. 
We pay our respects to their Elders, past and present, and the Elders of other 
communities who may be here today.



We believe language access is a fundamental right and a 
cornerstone of equity, dignity, and inclusion. Language 

justice means creating spaces where everyone can fully 
participate, express themselves, and be heard—in the 

language in which they feel most comfortable.
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Ed Sheeran Meets a Little Boy who Lives on Streets, 
Red Nose Day (2017)

https://docs.google.com/file/d/1bU0W2pBl6URS7qjxW6kQLdgrhwfBEhvN/preview


Sevenly + Food for the Poor (2014)

https://docs.google.com/file/d/13AJK6pLeqnG9taglQJXNo9BjYRxwh2xc/preview


Soft White Underbelly (2025)
Jodi

https://docs.google.com/file/d/1y504KYg7O4DI3OKfKX_P1HjKC3Bj_zR4/preview


Ed Sheeran/ Red Nose Day Sevenly + Food for the Poor Soft White Underbelly

● Celebrity-centered hero 
narrative

● “Poverty tourism” & 
savior framing

● Lack of local agency

● Solution-centric without 
storyteller voice

● Victim framing without 
agency

● Transactional storytelling

● Narrative without 
strategy or support

● Power imbalance & 
consent concerns

● No narrative arc or 
accountability





● Social impact agency
● Public health, equity, and 

community focus
● Strategy-first storytelling
● Shifts behaviors, norms, 

and policy
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● Get to Know Each Other

● 4-Step Ethical Storytelling Process

● Put It Into Practice

● Leave Here Equipped



Storytelling is never just about visibility.

It can be used to influence attitudes and behaviors, 
not just feelings.

The most powerful stories come from real people — 
but they need to be told with intention and care.



In small groups, plan a story from idea to impact. 







• Goal
• Audience 
• Tone
• Format
• Power
• Ethics
• Storyteller 



● Goal → Stories designed to shift behavior, not just raise 
awareness

● Audience → Tailored for Latino, Black, LGBTQ+, and 
rural youth

● Tone → Honest but hopeful, avoiding overexposure or 
trauma

● Power → Stories crafted to reach not just youth, but 
adults who support them

● Ethics → Built-in consent, cultural relevance, and 
youth-led review

● Format → Animation for anonymity, metaphor, and 
emotional safety

● Storyteller → Real youth, unscripted, in their own voice

Forward Together, Sahara

https://docs.google.com/file/d/1UuSRVCPNU3ADwBV_ZlCbI2Rc8uHQfChB/preview


In small groups, plan a story from idea to impact. Use these prompts to guide your strategy:

1. What’s the purpose of this story—and who needs to hear it?
 (Think: behavior change, stigma reduction, culture shift)

Share back 1 insight per group. 





● Open, inclusive prompts:
● Language matters
● Clear on:

○ Purpose 
○ Use
○ Compensation 

Tip: Don’t prescript. Let people show 
up as they are.



In small groups, plan a story from idea to impact. Use these prompts to guide your strategy:

1. What’s the purpose of this story—and who needs to hear it?
 (Think: behavior change, stigma reduction, culture shift)

2. Who should tell the story—and how can you invite them with care?
 (Inclusive prompts, clear purpose, consent, and compensation)

Share back 1 insight per group. 
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● Open-ended, values-based 
questions

● Storyteller shape the space- tone, 
setting, and clothing

● Stay flexible and curious

● Showcase layered identities

● Respect non-verbal truth 



Approach: Community-led | Unscripted | 
Rooted in cultural expertise

Why It Worked
● Built with the storyteller
● Minimal editing 
● Community-led dissemination

Elder Young, Tobacco Free Colorado

https://docs.google.com/file/d/15As-7_uqMt-iw6eSGHypYLI2fE9szPg_/preview


In small groups, plan a story from idea to impact. Use these prompts to guide your strategy:

1. What’s the purpose of this story—and who needs to hear it?
 (Think: behavior change, stigma reduction, culture shift)

2. Who should tell the story—and how can you invite them with care?
 (Inclusive prompts, clear purpose, consent, and compensation)

3. What format and tone would honor the storyteller and resonate with the audience?
 (Consider emotional safety, access, language, and visual choices)

Share back 1 insight per group. 





Before anything is published:

● Share the final story for review

● Offer edits, reminders of use, and time 
to reflect

● Reconfirm consent—again

● Let storytellers shape rollout or stay 
anonymous



Challenge:
Real risks from stigma, censorship, and backlash

What We Did:
● Centered healing over identity labels
● Used visual cues vs. overexposure
● Adapted tone + rollout for safety
● Safety > visibility — dignity and agency come first.

When political realities reshape how we tell the truth

988 Colorado, Romeo

https://docs.google.com/file/d/1yyY_sGku6RmQYxCN8WwlVvYbmUS_GwcJ/preview


In small groups, plan a story from idea to impact. Use these prompts to guide your strategy:

1. What’s the purpose of this story—and who needs to hear it?
 (Think: behavior change, stigma reduction, culture shift)

2. Who should tell the story—and how can you invite them with care?
 (Inclusive prompts, clear purpose, consent, and compensation)

3. What format and tone would honor the storyteller and resonate with the audience?
 (Consider emotional safety, access, language, and visual choices)

4. How will you support the storyteller before, during, and after sharing their story?
 (Plan for review, edits, rollout choices, and ongoing care)
Share back 1 insight per group. What shifted for you in this process?
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Closing Tips

● Honor the storyteller no matter what

● Authentic stories release control.

● If you want a script, you don’t want a story—you 
want a slogan.



● When systems fail, stories protect.
● Stories carry our truth when institutions can’t or 

won’t.
● They connect, clarify, and keep culture alive.
● You are already doing this work ethically, urgently, 

and with care.
● Let storytelling honor your people, not perform for 

power

When the system forgets us, the story 
remembers. In the absence of justice, our 
stories still speak.









Covenant House BC, 2024 Impact Report

Queer Out Here

Storycorps

https://docs.google.com/file/d/1ysd2DXNy00kBOMHcUIdBuKEPFB7u4oGu/preview
https://docs.google.com/file/d/1iBqofmgyDSMp_mZvjfGosB0IJH6ANxjt/preview


Denver Rescue Mission



Children’s Healthcare of AtlantaKOAA

https://docs.google.com/file/d/1ZvvpDngPuv17Y2AgMr0qSX_6WSpcwaq-/preview
https://docs.google.com/file/d/1BPlmqu6un0GxX6LxXQ5zlS5StX05qOpw/preview


Select format last, not first.

Start with the audience, storyteller, and emotional 
tone—then ask:

○ Where will it have the most impact?
○ What format feels safest and most 

empowering for the storyteller?
○ Can this work across multiple formats 

without losing integrity?

Even with limited budget, one strong story can live across 
channels—blog → social → report pull-quote → presentation.
Let the story shape the experience, not just the deliverable. 
Adapt with care, not compromise.





Your Mission (5 min, pairs or small groups):
Pick a real goal from your work. Then answer:

● What shift is this story meant to create? 
●  Who’s the audience—and who should tell it?
●  What tone + format would serve it best?
● What considerations (e.g., safety, language, identity) should 

guide your approach?





CHOOSE THE MEDIUM

Let the story’s purpose guide the format not the other 
way around.



START WITH THE WHY

Define the purpose before you tell the story.



Why this matters:

● Storytelling isn't just for visibility
● Lever for behavior change, stigma 

reduction, and trust-building.
Best practices:

● Tie stories to real-world outcomes, 
not just awareness.

● Use a behavior change or narrative 
shift framework.

● Get alignment early- storytelling isn’t 
an add-on, it’s part of strategy.

START WITH  THE “WHY”

Get clear on the “Why” before the “Who”

Example:
 A client says, “We want to reduce stigma 
around mental health support.”
We ask: 

● What should people believe or feel 
differently? 

● How can stories normalize 
help-seeking and build trust?



KNOW WHAT YOU NEED

Clarify your core parameters:

● Audience: Who are we trying to reach?

● Storyteller types: Whose voices carry 
power and credibility with that audience?

● Emotional arc: What do we want people to 
feel and carry with them?

Don’t just “cast”— design.
This isn’t about finding one perfect person. 
It’s about defining the kinds of stories that 
can unlock change.

💡Tool: Use a Power Mapping approach

● Who influences this issue? Where can 
storytelling apply pressure, offer 
support, or build momentum?

Map your audience, storyteller types, 
and story goals.



Best Practices

● Don’t limit storytellers to a single 
identity box.

● Think about tone, trust, and 
community relevance.

● Ask: “Whose truth needs to be heard 
for this campaign to succeed?”

KNOW WHAT YOU NEED

Map your audience, storyteller types, 
and story goals.



CHOOSE THE MEDIUM
Considerations:

● Emotional depth? → Longform 
video, podcast

● Fast, wide reach? → 
Photo/captioning

● Low barrier to access? → Print, 
subtitled video, blog/written 
narrative

💡Tip:
Match medium to the moment—not just 
the channel. Honor the story and its 
audience in how it’s told.



RECRUIT WITH INTENTION

Recruitment is invitation, not extraction.



Forward Together, Estevan

Dubbed Narration Native Narration

988 Colorado, Judith

Spanish Subtitles

Tobacco Free Colorado,  David

https://docs.google.com/file/d/1Gs5BGXtXVFoTy6KWP0qByNGhTx8ajcCD/preview
https://docs.google.com/file/d/1DdoJJ_CXEHGe-JkrQyCMLpWh_1UAvLse/preview


Best Practices: Non-Exploitative Recruitment

● Frame storytelling as an opportunity not a transaction
● Lead with trust, transparency, and respect
● Compensate fairly for time and emotional labor
● Check in regularly before, during, and after
● Offer clear opt-outs at any stage
● Avoid over-asking from overburdened communities
● Center the storyteller’s language, culture, and safety

Remember: How you invite the story shapes the story itself.

RECRUIT WITH INTENTION



988 Colorado, Romeo

https://docs.google.com/file/d/1yyY_sGku6RmQYxCN8WwlVvYbmUS_GwcJ/preview


Why Is Recruitment So Sensitive?

Recruiting ethically requires care, not just 
strategy.

Asking people to share publicly means:

● Emotional risk
● Safety concerns for some identities
● Risk of retraumatization or 

tokenization

That’s why we build trust before asking for 
stories and always provide informed 
choice and ongoing support.

RECRUIT WITH 
INTENTION



KNOW WHAT YOU NEED

Map your audience, storyteller types, and story goals.



CREATIVE 
COLLABORATION

Best Practices:
● Avoid “see/say” traps (e.g., don’t force 

them to say “I was anxious”—show it 
visually)

● Use metaphor and lived reality over labels
● Don’t script outcomes—capture real voice, 

real language
● Go to them if possible; cover travel costs 

if not
● Prioritize cultural norms, language justice, 

and psychological safety
● Avoid over editing—protect integrity and 

authenticity

Let the story lead and co-create with care

📌 There’s no “rule” 
for length. The story 
ends when it’s done.



Practice: 
SHOW, DON’T SAY (WITH CARE)

How can we visually and ethically tell this story?

What’s a real issue that matters to you or your organization?
 It could be a public health challenge, a community need, or a cultural narrative you 

want to shift.

What suggestions can we lend to tell this story visually, how 
can we depict it with dignity, authenticity, and emotional truth?



PRE-INTERVIEW

A short, mutual-fit conversation 
(≤15 min):
● Get to know their story
● Confirm tone + goals align
● Flag trauma or safety considerations
● Clarify that this isn’t the full interview
● Used for readiness and respect not 

recruitment pressure.

💡Tips:
● Keep it warm, brief, and agenda-free
● Mutual fit > persuasion
● Be honest about purpose and 

platform
● Compensate anything longer than  

~15 mins.

📌 You’re not mining for trauma. You’re 
making space for honesty.
📌 You're not casting. You're building 
trust.

Set the tone, not the script



REVIEW & RESPECT – 
FINAL CHECKPOINTS

Tips:
● Pay for emotional labor if possible, 

storytelling is work
● Recheck emotional safety and 

boundaries
● Give full agency over sharing, timing, 

and exposure

📌 The story belongs to them—honor that 
from start to finish.



Respect Means Rechecking 
Consent

When storytellers speak up, listen with gratitude.

Esther, a mother of two LGBTQIA+ teens, agreed to film 
a video and write a blog but later raised safety concerns 
about being identified. We adapted by using a 
pseudonym and switching to audio. Her honesty 
reminded us that consent is ongoing, not one-time.



Especially in Volatile Times

When Done Right, It:

● Humanizes communities under attack
● Reclaims space from stigma + erasure
● Builds trust and sparks lasting change
● Shapes hearts, shifts systems, protects truth

It’s more than awareness—it’s resistance and restoration.
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• Content 1
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Considerations:

● Emotional depth? → Longform video, 
podcast, blog

● Fast, wide reach? → Social cutdowns, 
reels, quote graphics

● Low barrier to access? → Print, 
subtitled video, translated storybook

Tip:
 Match medium to the moment—not just the 
channel. Honor the story and its audience in 
how it’s told.


