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Goal

What do you want to achieve with this story?
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Audience

Their needs
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What Digital metric?
* Awareness = Reach, Impression

Demographic *  Engagement = Share, Click on Post
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5. Storyline: Barrier, Trigger
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Inﬂuencer Storytelling Canvas
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Context
+ Channel

Their needs
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Goal
*  What do you wani ln achieve with

+ Which digital metric?: Awareness,
Engagement

What does your audience think, feel, | 1. Wiy? What's in it form then?
know, want bedore they have read 2. Common Ground, Relevancy

your stoey 3. DneBig |dea jcan be of brand, or
of the stary)

1 [1.” sumplicity (What is the key point)

to-action What does your sudience think, fes
2 Credibility know, want after they have read

3. Emotions your story. Quantitstive, Qualitative.
4 Unexpectedness

5. Storyline: Barrler, Trigger
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