
Telling Your Story
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Session 
Overview

• Recap
• Action learning set with 

OCAY
• Sharing our approaches with 

one another – films, case 
studies, reports, other
• Story telling
• Next steps:

• ‘Clinic’ – Thursday 9th

January
• Measuring Up

• Lunch!



Pre-workshop questions?

• Who are you wanting to tell your story to?

• What emotional reaction do you want them to feel?

• As a result of knowing your story what do you want ‘them’ to do?

• How are you currently telling your story?

• Is your impact story as honest and compelling as you would like?

• Have you addressed those really important impact questions about 
what would happen in your absence; and what change endures as a 
result of your contribution?



Action Learning Set

How we tell our story
What impact we have.





Our audience

1. Trustees

2.Funders

3. Service users

4.Partners

5.General public

“I report to Trustees every 

month. We have a strategic 

plan and action plan, we report 

back to funders - sometimes 

quarterly and sometimes half-

yearly. In terms of service 

users, it’s really telling the 

story of what we do, how we 

offer support. Sometimes it 

might be directly, other times it 

might be through another 

organisation / party. Partners 

are important, we try to be part 

of the sector and tell other 

organisations so they know 

what we do as many of us work 

with the same or similar 

clients. But also the general 

public, our work is public.” 



These are the 
issues that 301 
clients needed 
support with in 
2018/19

“I use this infographic in our annual 

reports and also in grant application 

forms. We put this on our Twitter, 

grant applications etc. instead of 

having to explain it.”



This is 
where our 
clients live

“We capture where our clients live. We can use 

this and correlate with demographics / LSOA 

data to rationalise why we may do work in a 

certain area. For example, we will host a drop-in 

in Acomb because a number of clients cannot 

get to Priory Street.”



These are our 
clients

“Age range - we serve clients across a wide 

age range. Again we have used these on 

Twitter, the Website. In grant applications we 

have been increasingly using these 

infographics to tell our story because the 

word counts are often so small it allows us to 

get more out of it.”



This is what 
our clients 
say about us



“We do an assessment before offering 

support, and we also track this throughout. 

Dan (Volunteer) will ask how they feel about 

what we have done and actually what it is 

that we have done. We have collected 

quotes from individuals and use these as 

images on Twitter. On our Twitter it’s really 

the partners we work with, not our clients.” 

“Case studies - we use particularly in grant 

agreements to tell the story but also on our 

website and we have to keep that up to date. It 

helps to give partners and clients a flavour of 

what we do. We also use these to train up our 

volunteers to give them a sense of the types 

of stories, people they may be dealing with in 

their role.”



Case Studies

 Client approached us to ask for support to make a claim for 
Attendance Allowance. The client was in their late eighties and lived 
on their own. They had a wide range of physical health issues.  The 
advocate met the client on 3 occasions at the OCAY offices and 
completed the application form for Attendance Allowance under the 
client’s instruction. The advocate sent off the form with supporting 
medical evidence. The application was successful, and the client was 
awarded Attendance Allowance at the lower rate, which is £57.30 per 
week. The client was very pleased with the outcome and extra 
income.

 Client with learning difficulty, who was currently in debt, wanted 
support to backdate their universal credit claim by 3 weeks. The 
advocate met with client on numerous occasions in order to get to 
know them and familiarise themselves with their needs. The advocate 
wrote an appeal, under their instruction, asking for the DWP to 
backdate the claim. The appeal was successful, and the client was 
awarded 3 weeks back pay in universal credit which amounted to 
approximately £900. They was very grateful for the award as it meant 
that they were no longer in debt.



More case 
studies

 Client wanted support to explore their housing options. A few 
years ago, they had been unwell and had become homeless. Their 
current tenancy was ending in a few months. The advocate did 
some research and investigated the client’s housing options and 
they gave relevant information to the client. The client asked for 
the advocate to accompany them to the council offices where 
they supported them to enrol on the housing register. The client 
was very grateful for the support of the advocate.

 Client was appealing against the decision to refuse them a Blue 
Badge for parking. They had physical health issues and limited 
mobility. They contacted us and asked for our support. The client 
was invited to an assessment at the council offices and asked the 
advocate to accompany them. The advocate accompanied them 
to the assessment and gave moral support and reassurance. A few 
days later the client found out that they had been successful and 
had been awarded a Blue Badge. This will greatly improve their 
mobility around the local area 



Our video from 
the website
made in spring 
2016

https://www.youtube.com/watch?v=B00nKO9PCX8&feature=y
outu.be

https://www.youtube.com/watch?v=B00nKO9PCX8&feature=youtu.be


In this video we hear…

− “I was bombarded with letters and phone calls early in the 

morning”

− “An advocate is to support the client not to advise”

− “They are thoughtful and respond to exactly what the 

client is needing” 

− “Our volunteers often come retired or semi-retired” 

− “The Trustees often steer the work of OCAY”

− “If it wasn’t for OCAY - I wouldn’t have my sick benefits” 

− “I would definitely recommend OCAY to anybody” 



How you can 
help me?

What story did I tell to you?

Can I use the images, info graphics and case 
studies differently?

Have I addressed the impact questions about 
what would happen in our absence; and what 
change endures as a result of our advocacy  
support?

How can we improve the story of our impact?

Where can I get an up to date video made at 
very low cost?



Action Learning Set – Feedback Points

• What was your emotional reaction to the story 
you’ve just heard?

“I found it inspiring and full of admiration. You have 
told a story succinctly that could reach lots of 
different people. It can be used by funders and 
service users alike.” 

“You had a fantastic impact story in there, it was a 
very powerful statement (99% sure if it wasn’t for 
OCAY I wouldn’t have my benefits)”

“I felt, this is all true. It rings authentically true to 
me as a starting point. I realised our work is similar, 
the client tells a story, you listen and then seek to 
make the difference. I also had the bubbling feeling 
of concern. You are working on benefits, housing 
etc. as are OCAY, WBU, CAB etc. it should be by right 
the responsibility of councils and statutory support, 
but we are picking up the issues on housing and 
benefits.”



• What story did I tell to you? “I think you told us the story of 
what you do and for who. The 
general picture of who you are 
and how you do it.”

“The word support comes to my 
head, I just felt a warmth about 
it. There was an intimacy about 
it, the video.”

“It gave me a much deeper 
understanding of what OCAY is 
about.”



• What, for you felt most 
compelling and why?

“The Quotes / the video.” 

“The stats and the video together 
– they back each other up.” 

“Case studies, I struggle to tell a 
story succinctly.”

“The different modes are proving 
to be important.” 



• Whose voice(s) is / are being 
heard through the story telling? 
(Any voices missing?)

“Service users.”

“Advocates, but there could be 
value in understanding the 
impact of advocacy, how they 
feel about volunteering etc. As 
they are another client group 
essentially.” 



Action Learning Set – Feedback Points

• Do you have any suggestions for strengthening the 
story?

“Could you include the voice of a funder? Past 
funders? To ask them what they got from supporting 
OCAY?”

“I liked that it was more story-telling than a factual 
case, it’s human and it allows you to explain the 
situation and reasons for why you did the work you 
did.” 

“A picture tells a thousand words, visually it will just 
give you something to break down the words.”

“The brevity is good. I think I would like the 
emotional deeper stuff. The distance travelled 
emotionally. In the video you framed the question -
would you recommend OCAY? but what would make 
it better - is what do you value most about OCAY? 



• How can we improve the story 
of our impact?

“To me, the next steps would be to identify those in 
need and understand if it is those people you are 
supporting. Are there any other sources you could 
compare these to? Do you have the right reach and 
if not, how do we get to that point?”

“A little story before the stats would be great.”

“Organise charts in an ascending or descending 
order for the reader.”

“You have a strong mission statement to capture the 
distinct difference and change that you make for the 
service user, this is our clients - we look at age, 
gender, where they live but nothing further. Using 
ONS’ 4 Standard Personal Wellbeing questions, you 
could describe the clients in a different way and 
measure change over time.”



• Have I addressed the impact 
questions about what would 
happen in our absence; and 
what change endures as a result 
of our advocacy support?

“I think we are aware that each of us can strengthen 

this, it sounds like Ruth is already putting things in 

place.”

“I think it’s there, but not obviously there.”

“You talk, we listen, life changes. That’s a lovely way to 

close. So maybe having that echoed at the start of 

presentations, I’d be immediately with you.” 

“Do you need to spell out what advocacy is?”

“Or could you have an illustration to explain 

advocacy?”

“It would be good to find out more about what 

happens for clients after intervention.” 



Action Learning Set – Feedback Points

• Can I use the images, info 
graphics and case studies 
differently?

“Are you limiting your audience 
by focusing on Twitter?” 

“Twitter is the main platform we 
use (strong following). If we put 
stuff out there, it does get shared 
around because the local York 
charities are really strong on 
Twitter.” 



Action Learning Set – Additional questions to 
consider
• Thinking about the different audiences that Ruth needs to communicate her 

story to what do you think is really important to focus on when telling your 
story to:

• Trustees
• Funders
• Service users
• Partners
• General public

• Does the story need to be told in different ways to these audiences, if yes, 
how and why?

• What do you think about the media being used to tell the story?
• Where can I get an up to date video made at very low cost?





Effective Reporting

Clarity: 

‘The reader can 

quickly and 

easily 

understand the 

organisation 

through a 

coherent 

narrative that 

connects 

charitable aims, 

plans, activities 

and results

Accessibility: 

Relevant 

information can 

be found by 

anyone who 

looks for it, in a 

range of 

formats 

suitable for 

different 

stakeholders

Transparency: 

Reporting is full, 

open and honest

Accountability: 

Reporting 

connects with 

stakeholders, 

partners and 

beneficiaries to 

tell them what 

they need to 

know and provide 

reassurance

Verifiability: 

Claims about 

impact are 

backed up 

appropriately, 

allowing others 

to review. This 

can range from 

informal 

stakeholder 

feedback to 

external audit

Proportionality: 

The level and 

detail of 

feedback reflects 

the size and 

complexity of the 

organisation and 

the size and 

complexity of the 

change they are 

trying to bring 

about.



Discussion

• Are these criteria useful 
when considering the 
way in which you report 
on your impact?

• How does your reporting 
approach ‘measure up’?

• Do we use our impact 
story in these ways…..



“It’s a nice checklist, how you plan impact reporting.”

“I don’t think we are explicit enough about where our findings come 
from.”

“Be as transparent as you can, footnotes are good for technical points 
and endnotes.”

“You said, we did. It also works as a checklist.”

“How do we show future funders that we are worth it...it’s useful to 
understand that we come to these sessions primarily for ourselves?” 



Sharing Time!

Has anyone brought with them copies of their annual reports, impact 
reports, evaluation reports – and / or wants to bring them up online 

to rapidly review together?



“We have an annual trustee report, our weakness at the moment is 
that it lands on my desk.”

“We have an annual report online, I like writing the report, there are 
two of us that write the report. Volunteers facilitate. Issues bubble up 
problems, in a less formal way. Which might have an impact on who 
we bring in.”

“Could you build in processes, e.g. a spreadsheet you can add to over 
the year so that when it comes to reporting, it’s not a mammoth 
task?” 





• https://www.canva.com/

• https://www.inspiringimpact.org/learn-to-
measure/review/data-visualisation/

https://www.canva.com/


Word, words, words?

Visual reports are also becoming more 
acceptable.

This Australian example is very engaging:

https://thankyou.co/built-on-stories/

https://thankyou.co/built-on-stories/


Sharing Time!

Has anyone brought with them anything of a visual nature to share –
charts, images, photos or a film link? We won’t have time probably to 

look at everything but a selection might be engaging?



Story telling Principles
1 Know your audience

Different audiences will relate to different things. Know from the outset who 
you’re talking to. Always have them in mind to help you decide on the format 
and content of your story.

2 Set the scene

Help your audience to see and feel the situation at the beginning of your story. 
What are the needs you’re responding to? What’s the scale of these issues? 

Is there anything that your audience and your subjects have in common?

3 Shape your narrative

A good story describes the journey your characters make when they engage 
with your services. 

Shaping this narrative well will create tension, keeping your audience engaged 
to the end. It will also give them a much better appreciation of just how much 
effort went into creating the end outcomes and impact.



Story telling 
Principles

4 Make it personal

It’s hard to relate to a load of numbers on a page or on a slide. The 
subjects of your story need to have personality if your audience is 
going to relate to them and be inspired.

5 Show scale

You can inspire and engage with an individual’s tale, but for your 
full impact story, you also need to be able to show the magnitude 
of your work and achievements.

6 Keep it short

The appropriate length for your story depends on who your 
audience is. 

In general, keep it concise. You don’t want your readers to get 
bored or distracted before they get to the end.

7 Be accessible

A story should speak for itself – your audience shouldn’t have to do 
any analysis to find the point. 

Make sure that you aren’t expecting your audience to look through 
lots of data, or using any jargon.



Using 
images

Participatory photography or ‘photo voice’ has evolved as a specific participatory action 
research method for development, which involves providing (often marginalized groups of) 
people with cameras to record their realities and perspectives.

The process of taking photographs and subsequent group discussion amongst 
participants and researchers (which can take the form of storytelling, coding, 
explaining choices taken in making images) can provide new spaces for dialogue, 
exchange and knowledge production about personal and community issues.

In some cases the resulting photographs are themselves used as a powerful 
advocacy tool, attempting to inspire change through bringing stories and 
experiences to the attention of decision-makers and the wider public through 
campaigns and exhibitions.

Why have they chosen that picture? What does it mean to them?

What does it tell you about the service?



Case Study 
Template

The case for action 
(setting the scene)

Why has this case 
study been chosen?

Why intervene? 

Who was involved? What happened?
What changed as a 

result?

What might have 
happened if you 

hadn’t been 
involved?

What challenges 
were faced / 
overcome?

Were there any 
surprises or 
unintended 

consequences?

What has been 
learnt? What 
would you do 
differently?

Conclusion
Implications, or 

key point



Case Study Selection

Case studies are not created equal. They can serve a range 
of purposes, and the reason for producing the case study 
can often lead to the subject (rather than vice versa). For 
example:

• A case study to show the process and learning

• A case study examining the difference made

• A case study to explain an event or service

• An exploratory case study

• A case study designed to market or promote a service

• A ‘human interest’ case study with someone at the 
centre

And so on….



Sharing Time!

Has anyone brought any case studies with them?





Reflection time

• Write down one thing we have 
discussed today that has made you 
think you are doing something 
really well and should continue 
doing it.

Story telling to the wider public

Recording learning points and 
taking them back to our 
organisations

Telling our story through different 
media 

Using various formats to tell our 
story to different audiences.



Reflection time

• Write down one thing you think as a result of 
today you might do differently in telling your 
impact story?

Present the need for impact assessment from a 
broader perspective – positive value to the 
organisation as well as evidence for funders

Link together stats, case studies and video so 
that they can all demonstrate a cohesive 
impact story

Make our case studies more emotionally 
impactful in telling the story about the client

A wider range of methods in presenting 
information via social media / written reports / 
better data collection process needed. 



Reflection time

• Write down the first thing you will do to take 
action when you get back to your organisation 
as a result of this workshop.

Discuss with Centre for applied Human Rights 
research team – their range of questions to be 
used in evaluating the work and data collection 
process of our organisation 

Use the case study template 

Put in place a plan to look at longer term / 
enduring impact in 2020/21

Review how we are presenting our annual 
report (which is being compiled now!)

Plan impact assessment action (e.g. immediate 
quick changes). 





Next Steps – Clinic Thursday 9th January 2020

• If you would welcome a one hour one-to-one session to discuss your 
specific impact measurement needs; and / or to reflect on anything 
you found of interest, curiosity or confusion during the programme 
please book in a time with us. Please email amber@skyblue.org.uk
with your preferred time slot starting from 9.30am

• JRF have kindly let us use their space called “The Ideas Lab” here at 
The Homestead.

mailto:amber@skyblue.org.uk




Next Steps – Measuring Up!

Not sure if you’ve learned anything?
Want a checklist of all things your 

organisation would ideally be able to do 
to satisfy itself that it has a sound 
approach to its impact practice?

Take the free Measuring Up self 
assessment online and use it to 

continue your journey improving what 
you do. Involve your team, your 

Trustees, your service users wherever 
you can.

https://www.inspiringimpact.org/self-assessments/measuring-up/


