
Storytelling: 
How to write 
your story

Interact Academy, Interreg Slam 2024-2025 
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Story so far 
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Without
storytelling
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Interreg Slam reach

With
storytelling
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The three kinds 
of stories

1. Fiction in movies, books and games

2. Brand association, advertisement

3. Stories of knowledge

Photo by Mikhail Nilov, CC, PexelsPhoto by Charles Deluvio, Unsplash, CC 

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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The patterns in
stories of fiction

Research shows 6 general story arcs:

• “Rags to riches” (rise)

• “Riches to rags” or “Tragedy” (fall)

• “Man in a hole” (fall–rise) 

• “Icarus” (rise–fall).

• “Cinderella” (rise–fall–rise)

• “Oedipus” (fall–rise–fall)

Image by LisaChe, Pixabay, CC
 

https://arxiv.org/pdf/1606.07772v1.pdf


P
R

E
S

E
N

T
A

T
IO

N

8

1. Rocky, Charlie & 

Chocolate Factory

2. Romeo and Juliet, King 

Lear, Citizen Kane

3. The Martian, 

Shawshank Redemption

4. Macbeth, Great 

Gatsby

5. Cinderella, Count of 

Monte Cristo

6. Hamlet, Gone Girl, 

Breaking Bad

Examples



P
R

E
S

E
N

T
A

T
IO

N

9

The pattern in
journalism

Photo by Cottonbro Studio, Pexels, CC
 

The inverted pyramid
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Our “rise” 
structure

Photo by Mikhail Nilov, CC, Pexels
Photo by Lindsay Henwood, Unsplash, CC
 

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Think about the 
audience

Making a “communication persona”

Photo by  Dih Andréa , CC, Pexels

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html


P
R

E
S

E
N

T
A

T
IO

N

12

Steps in refining
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Revision
Process

The paper basket is your best friend.

Step 1

Back to the 

potential audience

Step 2

Check 

problem/solution 

relation, plain 

language

Step 3

Play with AI and 

other tools to help 

with steps 1 and 2

Step 4

Test on a friend –

ask them to retell



P
R

E
S

E
N

T
A

T
IO

N

14

Stories of knowledge 
potential audience

People who watch 

documentaries at 

least once per year 

ca. 100m in EU
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Where is the 
audience?

We need to consider where and how 

we are going to share our stories.

LinkedIn on the rise, 

with over 900 million 

users in 2023.

Mobile dominates, 

especially for social 

media (78%)

Short video is the most 

engaging (2.5 times 

higher than long video)

Facebook increased to 

almost 3 billion users 

(age shift)

Source: https://www.forbes.com/advisor/business/social-media-statistics/

https://www.forbes.com/advisor/business/social-media-statistics/
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Bureaucratic 

language

Excessive  

information

Solution oversell 

or mismatch

Common mistakes in step 2:
language and problem/solution
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Bureaucratic 
language

Photo by Alexander Dummer, Pexels, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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IPA 
is a type of beer

If you say you’re working on an IPA 

project many people might think 

you’re working for a beer company. 

Photo by Carlos Lopez, Pexels, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Excessive 
information

Photo by Wesley Tingey, Unsplash, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Overselling 
the solution

Photo by Steve Buissinne, Pixabay, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Try instead

Photo by Fauxels, Pexels, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Oversell and 
mismatch

Image by Loyloy Thal, Pixabay, CC

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Buzzwords and phrases
we should avoid

“Synergies”, like in “we created synergies to facilitate cooperation in the target area…”. Working in 

synergy is something we should be doing by default.

“Innovative”, see above.

“Cutting-edge”, to refer to a training, website, or an app the project developed. OpenAI Sora is a 

“cutting edge” tool – an overpaid WordPress website that nobody visits is NOT cutting edge. 
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Buzzwords and phrases
we should avoid

“Facilitated exchange” – try “we brought together” or “organised a conference/job fair.

“We capitalized on…” – even programme experts often don’t really know what this is, so it is unlikely 

your reader knows either. Try “we saved money by using already available…”

“Tailor-made” – This is a fancy replacement for “custom”. But what does it mean in practice? Can you 

explain and prove it in the story? Is something “custom-made” crucial for the project?
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Buzzwords and phrases
we should avoid

“Mechanism/s” – as in “we made a mechanism for fostering collaboration and synergies in our tourist 

product network”. This is a very technical term that fits better in engineering manuals. 

“Established a network” – What kind of network? Is it official and formal? How many members and 

who is in it? How does it work? What does it do?

“Tourist product” – as in “we created a tourist product. What does that mean? In practice, it usually 

means they made a brochure. 
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Technical phrases and
plain language alternatives

“Utilized” – try “used” 

“Facilitated” – try helped

“Improved competences” – try “trained”

“Improved knowledge levels” – try “taught” or “learned”

“Held public awareness campaign about the project by…” – try “we promoted the project by…”

“Fostered” – try “helped” or “supported”

“Procured” – try “bought”

“Target area” – just name the city/region

“Target audience” – people
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ChatGPT 3.5: Research, writing, drafting

Microsoft Copilot: Chat GPT 4 + Dall-E 3 + Bing

Google Gemini 1.5: Multimodal (text, image, code, etc.)

Resoomer: Summarize and analyze argumentative texts

Grammarly: Check grammar, tone and generate text

QuillBot: Paraphrase, grammar and improve English

Hemingway editor: Improve readability, colour coded guide

The AI writing tools

Copilot

https://chat.openai.com/
https://copilot.microsoft.com/
https://gemini.google.com/
https://resoomer.com/en/
https://www.grammarly.com/
https://quillbot.com/
https://hemingwayapp.com/
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Let’s test the AI on an Interreg project

Dementia is one of the most common mental illnesses which is not curable yet. Cities of Vrsac and Resita face the challenges of providing 

optimal quality of life to their ageing citizens, especially those with dementia. As a consequence of population ageing, prevalence and incidence 

projections indicate that the number of people with dementia will continue to grow. 

What if we start to take the necessary steps for implementing preventive measures to slow down the incidence of dementia and to improve the 

quality of life of existing patients? Through infrastructural investments and training sessions for doctors and staff, we raised the quality of 

treatment for patients with Dementia. We raised awareness to reduce stigma and to promote action.

Firstly, we started building a dementia department in Vrsac and procuring the medical equipment in Resita while launching the awareness 

campaign about the prevention of dementia. Secondly, we organized events where doctors and other medical staff exchanged knowledge, 

know-how and good practices regarding preventing dementia beyond borders. Finally, we researched the risk factors for dementia in the 

region. The knowledge shared and the infrastructure provided allows medical experts to focus on vulnerable groups and improve the situation. 

In 24 months:

• 2 spaces in Vrsac and Resita were rehabilitated and equipped,

• 108 doctors and other experts attended various exchange events,

• 13.000 locals were involved in the project’s activities,

• 600 disadvantaged persons either participated in activities or were part of a research study,

• 155.000 citizens from both regions learned more about preventing dementia from the awareness campaign.

Now, the community is aware of dementia prevention, and people have direct access to higher-quality medical care.
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Analyse readability: Hemingway
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Rewrite: example from Gemini 1.0

Imagine a community grappling with rising dementia rates, its citizens facing a future clouded by forgetfulness and isolation. This 

was the reality for Vrsac and Resita, two cities in Romania struggling to provide quality care for their aging population. But instead 

of succumbing to despair, they chose action. 

Their 24-month journey began with a simple yet powerful idea: empower the community to fight back. First, they built and equipped 

dedicated dementia departments in each city, offering patients a haven of specialized care. But they didn't stop there. Recognizing 

the importance of prevention, they launched a knowledge exchange program, bringing doctors from across borders to share best 

practices and identify risk factors.

The ripples of change spread far and wide. An awareness campaign reached 155,000 citizens, dispelling myths and equipping 

them with tools for prevention. Vulnerable groups, often overlooked, received targeted support, ensuring no one was left behind.

Today, Vrsac and Resita stand as testaments to the power of community action. Residents have direct access to quality care, 

empowered with knowledge to protect themselves and their loved ones. This story isn't just about fighting dementia; it's about 

hope, collaboration, and the unwavering spirit of a community united against a seemingly insurmountable challenge.

If Vrsac and Resita can do it, so can others. Their story serves as a beacon, reminding us that even in the face of daunting 

challenges, collective action can pave the way for a brighter, healthier future.

Prompt: “Help me rewrite this story, to make it shorter and relatable. It should read 

like a short inspirational article, and without bullet points:”
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Rewrite: example from Gemini 1.5

In Vrsac and Resita, where aging citizens face the growing shadow of dementia, we dared to dream of a brighter future. Instead of 

accepting this cruel illness, we took action. We built a specialized dementia department, trained medical professionals, and 

launched a city-wide awareness campaign.

Imagine: doctors sharing knowledge across borders, events bustling with engaged locals, and 600 vulnerable individuals receiving 

support. We weren't just building infrastructure; we were building hope.

In just 24 months, 155,000 citizens learned about prevention, 108 medical experts gained new skills, and 2 dedicated spaces were 

equipped to fight dementia. Now, families have access to better care, communities are empowered, and the future looks brighter 

for those we love.

This isn't just a story of Vrsac and Resita; it's a story of courage, collaboration, and the unwavering belief that even in the face of 

dementia, hope can prevail. And that's a story worth sharing, worth remembering, worth fighting for.

Prompt: “Help me rewrite this story, to make it shorter and relatable. It should read 

like a short inspirational article, and without bullet points:”
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Social media: example from Copilot

Prompt: “Write three separate but engaging social media posts about this project:” 
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Social media: example from Copilot

Prompt: “Write three separate but engaging social media posts about this project:” 
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Video script: example from Copilot

Prompt: “Help me write a script for a short 2-minute promotional video about this project:” 
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Tips

Photo by Andrea Piacquadio, Pexels, CC
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1 July

Academy deadline
On the Academy 

platform and you will 

receive the certificate. 

10 June

Final webinar
Refine your story, 

storytelling exercises, 

practical work

1 July

Slam final deadline
To apply for the Slam, you need 

to send your story by email:

stoyan.kanatov@interact.eu

Next steps

mailto:stoyan.kanatov@interact.eu


P
R

E
S

E
N

T
A

T
IO

N

37

Cooperation works

All materials will be available on:

Interact Academy
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