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"I am determined that | won’t go down
without a fight. | am organizing in my
community, lobbying my lawmakers,

and using my story to advocate for
immigration reform.”
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Part 1: Define ethical principles and
‘ responsibilities in storytelling






Responsible

Storytelling
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Part 2: Build a foundation for responsible storytelling
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Messages Stories
Narratives
Values Worldview

Source: Narrative Initiative, Waves Model

Stories as Part of a
Greater Ecosystem

How do we move beyond storytelling toward real change?

are the words and phrases we choose to shape
first impressions and lasting beliefs.

show that something is happening to someone, in a
specific place or time.

are the beliefs that guide how we see the world and
how we want it to be.

is the deep set of assumptions and beliefs that
shape what people see as true, right, and possible.

are the patterns of meaning we create over
time. They’re built from repeated stories and messages,
and they influence culture, policy, and power.



Message:
Story:

Narrative:

Worldview:




Narrative change




The Narrative Change

Before reframing, you need to understand:

e What dominant narratives are already in play

* What your audience believes about the issue

* What voices have been missing or misrepresented

Then can you shape a strategy that tells stories that reflect community
truths, shared values, and clear intention.
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Part 3: Apply the 7-part StoryBrand framework



StoryBrand 101

Is a framework created by Donald Miller that
helps organizations clarify their message by using the
elements of storytelling.

1. A character (the client, donor or other stakeholder)

2. With a problem (internal, external, philosophical) e

THEM A PLAN

3. Meets a guide (your organization)

AND CALLS THEM
TOACTION -

4. Who gives them a plan @

5. And calls them to action L mer

©  RESULTSIN.. =

6. That helps them avoid failure .

SUCCESS FAILURE

VILLAIN

7. And ends in success




1. Character:
2. Problem:

3. Guide:
4. Plan:

5. Call to Action:
6. Avoiding Failure:

7. Success:
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Framing Food Insecurity

After her hours were cut at work, Lisa couldn’t afford
groceries and felt hopeless.

When her hours were cut, the groceries ran out faster
than usual. It wasn’t just a bad week. It was the latest
reminder of how unstable things are when rent rises, wages
stay flat, and one missed shift can affect dinner. Lisa did what

millions of people do quietly every day. She made it work. But
the burden was never hers alone.



Framing Food Insecurity

That’s when she found New Beginnings Food Pantry.

Lisa came to New Beginnings Food Pantry for help with
groceries. What she found was a space that felt familiar and
respectful. She met other parents, shared what was working
for her, and picked up ideas from others. Beyond a focus on
food, she became part of something greater.



Framing Food Insecurity

We welcomed Lisa, provided food for her family, and
helped connect her to other services.

She didn’t stop there. Lisa got involved. She joined a
parent advisory council that helps shape the pantry’s policies,
from hours of operation to how food is displayed with dignity.
She’s one of the voices pushing for a local grocery co-op and
fairer access across the neighborhood.



Framing Food Insecurity

You can help families like Lisa’s. Just S25 provides a
week’s worth of meals.

Lisa is hard at work. She is raising her kids, sharing what
she knows, and helping shape what support looks like in her
neighborhood. When you back this kind of leadership, you
help build something real and lasting. You can donate, show
up, or share this work with someone who needs to see it.




|’ 6. AVOIDING FAILURE

Before: “more families may go hungry

burden stays on families like Lisa’s.
y doing more than their share. We
place that leave people out and wear
loesn’t have to be that way.



Framing Food Insecurity

Thanks to the pantry, and generous donors, Lisa’s kids
are well-fed and smiling again.

Lisa’s family is doing better ...and she’s helping others
find their way, too. She’s part of a group that’s shaping how
support shows up in her neighborhood. Real change starts
when the people most affected have a seat at the table.






n Part 4: Bring responsible storytelling to life
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2. Dignity-First Storytelling

e Don’t misrepresent the reality. Responsible storytelling centers
human dignity and complexity.

 Example: Shifting from trauma-focused narratives. A domestic
violence shelter stopped using survivor stories that emphasized
suffering. Instead, they highlight resilience, strength, and the
systemic solutions that empower individuals.



3. Beyond the Myth of “Giving Voice”

* Don’t think you’re giving people a voice. Responsible
storytelling is about removing barriers, not “giving” them a

voice.

* Example: A documentary about Indigenous land rights originally
framed activists as victims. With community collaboration, the

narrative shifted to one of power.



Other Common Storytelling Mistakes

1.

Trauma mining disguised as empowerment: Using personal
trauma to stir emotions while neglecting the storyteller’s
well-being and choice.

Over-sanitization vs. over-dramatization: Removing a story's
depth or exaggerating it for effect.

Anonymous storytelling and the erasure of agency: Hiding
names can protect individuals but may reduce their voice and
control over their narrative.



The Responsible Storytelling Framework
Before sharing a story, ask:
1. Transparency: Does the person know how their story will be used?

2. Collaboration: Was the storyteller part of shaping
their own narrative?

3. Impact & Follow-Up: What happens after the story is shared?

4. Audience Responsibility: What actions do we want the
audience to take?



| l

j

AAAREEE

o




(ity to shape, edit, and approve
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themes that distort reality:
their agency
tsiders as the primary force for change

es one experience as representative of all






3. Foster Relationships

* Engage communities as co-creators, not subjects. Allow those
with lived experience to shape, edit, and approve their stories.

* Prioritize long-term impact over short-term engagement. Keep
storytellers involved and ensure they benefit from the use of
their stories.

* Respect agency and autonomy. Give communities control over
their narratives and avoid using their stories for outside
agendas.






rate influence, and digital

e narratives — sometimes

As storytellers and advocates,
rom suppression, manipulation, and



Restricted use of inclusive
| authentic LGBTQ+ stories.

e Erasure of LGBTQ+ terminolog

A E e b1 E T EN 54 Funding, representation, and support
1unities are under attack.

* Control over cultural insti Historical context changing,



As you shift how you tell stories,
ask yourself:

 Are we centering people with lived
experience and letting them lead
their narratives?

 Are we telling the whole story,
including the systems behind the
struggle?

Do our stories reflect dignity,
connection, and shared power?

e Are we moving people toward long
term change, not short-term
charity?




For resources, visit
hookpr.com/ responsible-storytelling

patricia@hookpr.com | 302 228 6689



