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Effective communication is a cornerstone of substance use prevention.! Storytelling
techniques can make your message more compelling.2 You'll want to tell a story about why
your community should enhance prevention services. But you might find that you have
many more stories to tell! Either way, your storytelling journey starts with data.

WHY TELL A STORY?

Facts and figures alone _
are not moving.

Narratives

make your
data come _

alive.

It gives your facts power by using
people’s experiences and vivid
imagery to trigger deep connections.4

ENVIRONMENTAL SCANS: FUEL FOR YOUR STORY

Good
storytelling
turns numbers
into
narratives.3
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By themselves,
numbers can leave
your audience
overwhelmed and

disconnected.

Telling a story can
convince your funders to
increase their support,
demonstrate success to
your partners, or persuade
your community that
prevention matters.

To tell a good story you'll need numbers and a narrative. Environmental scans can get you the
information you need. Hard Data ensures your story is truthful and relevant. Contextual Data helps
turn your numbers into a narrative. And Human Stories make your story relatable!s

Hard Data

e Substance use
initiation rates

* Geographic
overdose mapping

® \olume of
substances seized
by law enforcement
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Contextual Data

e Challenges recruiting
and retaining staff

e Changes in policies
and regulations

e Community
awareness of
existing services

Human Stories

® A person in recovery
narrating their journey

e Afirst responder
describing an
overdose reversal

* Ateacher detailing
their role as a
protective influence
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AT’S JUST THREE STEPS!¢

Once you have your data, you can craft your story. This requires knowing your story’s intended goal
and audience.

84 Telling Your Story
Step 1
Identify Your Goal

Your goal will determine what story
you tell. Possible goals include...

- Obtain new funding or resources

- Activate and inspire the community

- Develop new partnerships

- Raise awareness of prevention
initiatives

- Champion policy change

Step 2
Identify Your Audience

Your audience will determine how
you tell your story. Potential
audiences include...

- Funders

- Researchers and experts
- Policymakers

- Retailers and vendors

- State and local agencies
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Step 3

Create a Compelling Story

Great stories are...

- Dramatic: Emotional dynamics make
people invested

- Relatable: If people identify with a
story, they are more persuadable

- Familiar: Feeling connected to a
story makes it more powerful

- Simple: Straightforward stories allow
the narrative to shine through

- Trustworthy: Truthful data should
support the narrative

These elements make it more likely
that people will pay attention to your
story and be affected by it.
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