
IDS Guide to Telling Stories with  
Impact



Stories are an intrinsic part of how communications 
professionals at IDS raise awareness, generate 
understanding and build engagement with the 
universal development challenges and our work to 
help those marginalised, living in poverty or with 
injustice globally. This makes the way we ‘tell’ stories 
vital as a powerful way of reaching and building 
understanding amongst audiences (such as funders, 
communities, partners, students) but also how we 
demonstrate our commitment to ensure diverse 
voices can be heard to foster inclusive, democratic 
and accountable societies.  
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Introduction

Telling stories of how change happens is by no means a straightforward process. It is complex and 
nuanced as change means very different things and is experienced differently by different people. 
Despite this, it is essential that IDS and the international development research community more 
broadly finds ways to communicate the difference our work makes to many stakeholders and 
audiences. 

Being able to communicate the approach, impact and the benefits of any research spending 
has never been more important. Like many other sectors, the global pandemic has intensified the 
challenges within the international development research community with reduced budgets and 
a redirection of focus. We need to demonstrate the value of our research not only thematically, 
relating to individual projects, but we also need to keep building the case for importance of social 
science research in contributing to positive actionable change. 

While it seems obvious that the focus of funders and other stakeholders may go on addressing 
the implications of Covid-19, immense challenges, such as the worst forms of child labour, lack 
of freedom of religious belief and backlash on gender equality prevail and need our attention 
more than ever. Amidst this context there is a clear need to consider deeply why, what, how and 
to who we tell our stories. As well as making a compelling case on why we need to investigate 
and research these issues, we also need to present evidence of the value of our approaches and 
methodologies. 

Within the research community, communicating impact is also connected to storytelling. This guide 
is applicable for creating impact stories but also shows how communicators and researchers 
within IDS can strengthen how we identify, produce, and tell stories to key stakeholders including 
funders, media, and policymakers. This guide should be read in parallel to IDS’ ethical content and 
multimedia content guidelines. 

It draws on the experience of IDS’ projects and programmes to summarise the range of stories that 
can be created; and provide recommendations on what content goes into them (and why). Our 
overarching principle is that we do not overstate but do demonstrate. 

Planning to create stories  

Understanding the different needs of audiences, being clear on the outcome you want to 
achieve, how and what to share with them requires planning and consideration from the outset 
of the project and programme. Often people have great ideas for content but don’t consider 
the resources required to create that content – either as a one-off or ongoing communications 
and engagement. The aspect that often gets forgotten is the production process and workflow 
in developing these stories. In planning to tell stories over the lifetime of the project and/or 
programme, here is a helpful list for consideration:

• Stakeholder/audience mapping to understand who you are communicating to and what 
information needs they have. What are the barriers and opportunities to engage the audience 
on the topic? 
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• What is the Theory of Change underpinning the programme? How do they reflect intended/
emerging outcomes described in the ToC? 

• Are these stories part of a wider learning journey that asks people to reflect on what they are 
doing and why?

• What content is available to create the story from e.g. research summary, case studies, 
spokespeople commentary, policy summary 

• What format and pipeline of outputs are feasible and will be most effective against the needs 
of the target stakeholders/audience? I.e. based on the stakeholder/audience mapping what is 
the most appropriate format and channel for sharing?

• What is the workflow from capturing the moments of change, influence or impact to 
communicating them? There is always a production process to consider whether publishing an 
IDS blog or pitching a piece to the media

• Who needs to input and needs to sign off? Many people will need to input into the storytelling 
process – including researchers, MEL experts, communications specialists and others. While it is 
important to identify who needs input, often the sticking point is at the point of signing off – so 
it is important to be clear about who has the final sign off. 

Who are our audiences and what stories do they want?

At the first stage of developing any story, we need to define ‘who’ the target audience is, what is 
their understanding/awareness, what are their barriers to engagement and then: 

1. What will they be motivated by (story/why) 
2. Where is it best to reach them (channel/how) 
3. What format will be most effective (content/what)

The different audiences and stories might include:

• Funders: important to note that funders will have different needs – i.e. national offices may be 
looking for examples of what works, which are practically applicable to their programming, 
ideally for other countries experiencing similar issues, for inspiration and a new perspective. 
Whereas more senior level funders, located at headquarters need short and concise stories 
(i.e. often maximum 100 words!). They often want the ‘numbers’ and ‘statistics’ to demonstrate 
tangible impact, make the case for the sector and justify their budget line. 

• Policymakers: this is a diverse audience and can include an advisor from a UN agency, a 
politician within a country ministry or regional and local government officials – but if we assume 
we are seeking to influence and encourage uptake of policy recommendations, a story will 
need to connect with the issues that they are directly working on that includes actionable 
steps based on evidence.  

• NGOs/CSOs: evidence to inform their programmes and advocacy, or their approach can be 
useful, so spotlight stories and research in briefs that summarise and direct them to the full 
reports.  
 
Media: this can vary according to the outlet – but can include the ‘human story’ (important 
to keep the ethical content guidelines in mind), evidence-informed commentary related to 
current affairs or a topical issue (a moment in time) or a clear call to action (based on new 
and emerging research). Although useful to consider media as an audience it is also a useful 
channel via which to reach all the other audiences listed.
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• Communities/public: This is a very broad group – but often stories for the general public may 
be about raising awareness of a particular issue or making the case as to why social science 
matters and is relevant to them. They should be concise, and similarly to stories for the media, 
highlight the ‘human story’ or a clear call to action. Some stories may be told by communities 
themselves, they are often the most powerful and impactful – but using and adapting these 
stories for communications, should be done with the ethical content guidelines in mind 

• Researchers: Knowledge about other or similar methodologies, issues, ideas, evidence can 
build a shared understanding and networks. Often, executive summaries at the start of a report 
or working paper or a presentation can capture the imagination and encourage engagement 
with other researchers and practitioners across disciplines. 

Key principles 
 
1. Observe, document and capture the smaller shifts and change which will contribute to the 

bigger picture over time
2. Reflect how the research and evidence IDS produces is contributing to positive change, and 

how it will make a difference for people or communities
3. Clarify what we mean when we are trying to tell these stories 
4. Work together to tell nuanced stories in a compelling way responding to the needs of different 

stakeholders
5. Keep in mind IDS’ five strategic priorities
6. Commit to collecting and telling stories throughout the lifetime of projects and programmes 

not just for communications but also to serve as effective accountability mechanisms to 
funders

7. Create powerful stories, built on participation and representation that inspire (and avoid 
stereotyping) (see the IDS ethical content guidelines (pdf))

Other IDS guides 

IDS has various guides for reference and consideration when creating stories: 

• Ethical content guidelines: how to create content according to best practice
• Ethical content guidelines handout: summary guide
• Multimedia guidelines: how to produce content in formats suitable for distribution
• Social media guidelines: how to maintain and protect reputation online
• Principles for responding to sensitive topics: how to manage topics that could bring 

reputational risk

Types of stories

Stories can be developed into a range of formats to serve distinct audiences. This section 
summaries the key output-types. It is worth noting that stories will often be told more than once 
in different formats and shared via different channels that complement broader communications 
activities (i.e. social media).

IMPACT STORIES can have a variety of purposes and interpretations but often they are considered 
to provide tangible and easy access to the impact and contribution of our work and insights 
to wider development issues. The stories highlight context and key moments of change and 
understanding as part of a project/programme Theory of Change or reporting to funders. At IDS 

https://www.ids.ac.uk/about/vision-strategy/
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Communications/IDS Content Guidelines 2021.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Communications/IDS Content Guidelines 2021.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Communications/IDS Ethical content guidelines handout.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Communications/IDS_multimedia_production_guidelines_1st_edition.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Communications/IDS_multimedia_production_guidelines_1st_edition.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Media Enquiries and IDS Profile Reports/Principles for reactive IDS comms intervention for all staff FINAL.pdf
https://instdevelopmentstudies.sharepoint.com/sites/intranet/comms/SiteAssets/SitePages/Media Enquiries and IDS Profile Reports/Principles for reactive IDS comms intervention for all staff FINAL.pdf


ids.ac.uk                 A guide to telling stories with impact 7

they are also included within the Annual Report and Annual Review to share the work of other 
programmes each year to see how they contribute to our values and strategy. They all provide 
links to further studies and background reading to add to their depth. They can range between 
250-1000 words and are published within the IDS Annual Review and on the IDS website.  

• https://www.ids.ac.uk/opinions/strengthening-responses-to-epidemics/
• https://www.theimpactinitiative.net/resources/recipes-impact-revised-edition 

SPOTLIGHT STORIES highlight the emerging evidence coming from the research or how the 
actions/activities of the programme in a moment in time are contributing to a discussion or 
discourse. These are published on the Child Labour Research Programme (CLARISSA) website and 
are aimed at child labour/child rights programming and funding stakeholders. 

• https://clarissa.global/resource/exposing-the-worst-forms-of-child-labour-in-bangladeshs-
leather-sector/ 

• https://clarissa.global/resource/advocating-for-change-in-nepals-adult-entertainment-
sector/

RESEARCH IN BRIEFS are 2-page summaries of key findings and recommendations from longer 
reports, such as Working Papers. Published by the International Centre for Tax and Development 
(ICTD), they are aimed at people who are interested but short on time (initially created based 
on feedback from African policymakers and tax officials who will not read a full paper, as well as 
donor representatives who wanted short summaries). They are useful for sharing at meetings and 
events, as they are only 2 sides. Most of them are translated in French and ICTD are starting to 
translate a few into African languages for local dissemination (i.e. Krio in Sierra Leone).

• https://www.ictd.ac/publication/at-table-off-menu-assessing-participation-lower-income-
countries-global-tax-negotiations-rib/

• https://www.ictd.ac/fr/publication-filtre/?_sft_publication-type=resume-de-recherche 

POLICY BRIEFS provide a mechanism for presenting recommendations and findings to 
development policymakers and practitioners. These are widely published on the IDS and 
programme websites, but individual projects and programmes produce their own series too to 
inform discussion and influence debate on issues high on the development policy agenda.

• https://www.ids.ac.uk/publications/taking-a-disability-inclusive-approach-to-pandemic-
responses/ 

• https://creid.ac/freedom-of-religious-belief-and-people-with-disabilities-evidence-from-
india/ 

RAPID RESPONSE BRIEFINGS aim to make research widely available and accessible to a range 
of non-academic audiences, and ensure its relevance is recognised by policy actors and 
practitioners. For example, the Social Science in Humanitarian Action Platform and the Covid 
Collective publish rapid response briefings. 

• https://www.socialscienceinaction.org/resources/covid-19-prisons-particular-risk-can-done-
mitigate/ 

• https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/16545 

https://www.ids.ac.uk/opinions/strengthening-responses-to-epidemics/
https://www.theimpactinitiative.net/resources/recipes-impact-revised-edition
https://clarissa.global/resource/exposing-the-worst-forms-of-child-labour-in-bangladeshs-leather-sector/
https://clarissa.global/resource/exposing-the-worst-forms-of-child-labour-in-bangladeshs-leather-sector/
https://clarissa.global/resource/advocating-for-change-in-nepals-adult-entertainment-sector/
https://clarissa.global/resource/advocating-for-change-in-nepals-adult-entertainment-sector/
https://www.ictd.ac/publication/at-table-off-menu-assessing-participation-lower-income-countries-global-tax-negotiations-rib/
https://www.ictd.ac/publication/at-table-off-menu-assessing-participation-lower-income-countries-global-tax-negotiations-rib/
https://www.ictd.ac/fr/publication-filtre/?_sft_publication-type=resume-de-recherch
https://www.ids.ac.uk/publications/taking-a-disability-inclusive-approach-to-pandemic-responses/
https://www.ids.ac.uk/publications/taking-a-disability-inclusive-approach-to-pandemic-responses/
https://creid.ac/freedom-of-religious-belief-and-people-with-disabilities-evidence-from-india/
https://creid.ac/freedom-of-religious-belief-and-people-with-disabilities-evidence-from-india/
https://www.socialscienceinaction.org/resources/covid-19-prisons-particular-risk-can-done-mitigate/
https://www.socialscienceinaction.org/resources/covid-19-prisons-particular-risk-can-done-mitigate/
https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/16545
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RESEARCH FOR POLICY AND PRACTICE PAPERS aim to bring together a range of projects to 
highlight the relevance and importance to one policy or practice issue. These are published on 
the Impact Initiative website and on the Covid Collective OpenDocs collection. They are targeted 
towards policy actors and practitioners. 

• https://www.theimpactinitiative.net/resources/esrc-dfid-research-policy-and-practice-
pensioner-poverty 

• https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/16575 

OPINION PIECES are editorials written by researchers, often in partnership with NGOs and/or 
policymakers and published in media outlets to reach a policy and public audience. These pieces 
are opportunities to contribute and engage in broader and topical debate that is connected to 
the research projects.

• https://www.project-syndicate.org/commentary/covid19-bangladesh-child-workers-leather-
garment-industry-by-jiniya-afroze-2020-11 

PRESS RELEASE are short factual summaries hooking onto a key moment or new publication and 
designed for journalists across print, TV, radio and digital media. They are published on the IDS 
and/or programme website and distributed directly to target journalists. 

• https://www.ids.ac.uk/press-releases/urgent-call-for-basic-human-rights-and-services-to-
be-protected-as-indias-poorest-face-covid-stress-multiplier/ 

BLOGS can be a very flexible space to share an opinion which does not need to be tied to 
research findings or a project. Internally or externally, blogs can be opportunities to build a 
narrative and engage an audience around a debate or key issue related to the research. (IDS Blog 
Terms of Reference PDF)

• https://rejuvenate.global/children-and-young-people-as-partners-in-social-change-
projects/ 

PRESENTATIONS are often a moment to share findings or stories to other academics, but also 
policy and NGO actors internally or at high-level events. They are key opportunities to visually 
and verbally to convey our messages – and storytelling is a powerful way to deliver presentations. 
For example, IDS researcher Annie Wilkinson presented her work on epidemics and informal 
settlements on World Habitat Day on 5 October 2020 as part of the UN Habitat Norway event on 
Future Cities and Pandemics. 

• https://www.youtube.com/watch?v=lDHh9qQHaeQ&ab_channel=HabitatNorway (Annie 
presents at 1hr 17min)

• https://www.ids.ac.uk/opinions/whats-health-got-to-do-with-world-habitat-day/ 

PROJECT AND PROGRAMME WEBPAGES/WEBSITES are the ‘home’ for all content relating to a 
research project or programme. It therefore is a useful place publish any story when finalised, as 
can be easily shared with key audiences and gather together all the content from the project in 
one place, while supporting overall engagement with the website.

• https://www.ids.ac.uk/programme-and-centre/better-assistance-in-crises-basic-research/ 
• https://counteringbacklash.org/ 

https://www.theimpactinitiative.net/resources/esrc-dfid-research-policy-and-practice-pensioner-poverty 
https://www.theimpactinitiative.net/resources/esrc-dfid-research-policy-and-practice-pensioner-poverty 
https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/16575
https://www.project-syndicate.org/commentary/covid19-bangladesh-child-workers-leather-garment-industry-by-jiniya-afroze-2020-11
https://www.project-syndicate.org/commentary/covid19-bangladesh-child-workers-leather-garment-industry-by-jiniya-afroze-2020-11
https://www.ids.ac.uk/press-releases/urgent-call-for-basic-human-rights-and-services-to-be-protected-as-indias-poorest-face-covid-stress-multiplier/
https://www.ids.ac.uk/press-releases/urgent-call-for-basic-human-rights-and-services-to-be-protected-as-indias-poorest-face-covid-stress-multiplier/
https://rejuvenate.global/children-and-young-people-as-partners-in-social-change-projects/
https://rejuvenate.global/children-and-young-people-as-partners-in-social-change-projects/
https://www.youtube.com/watch?v=lDHh9qQHaeQ&ab_channel=HabitatNorway
https://www.ids.ac.uk/opinions/whats-health-got-to-do-with-world-habitat-day/
https://www.ids.ac.uk/programme-and-centre/better-assistance-in-crises-basic-research/
https://counteringbacklash.org/


VIDEOS and CREATIVE MEDIA are a very powerful storytelling tool (i.e. videos, infographics and 
podcasts). Most people respond to highly visual and audio content and the brain processes it 
much faster than written content. This can be especially important when considering how to 
make content more accessible and engaging to different audiences. For example, working with 
communities to tell their own stories or sharing videos with policymakers to influence and shape 
dialogue. Visual content is also a useful tool when sharing on social media as it is ‘sticky’ content 
and users are more likely to engage with it.

• https://twitter.com/IDS_UK/status/1154039867434655746
• https://www.socialscienceinaction.org/resources/covid-19-going-beyond-misinformation-to-

build-vaccine-confidence/ 

How can we demonstrate impact?

We operate in a context where moments will arise where we are asked to tell the story of our 
research –  with a short timeframe and before the completion of the research process or even long 
after the project has ended. This is one of the main challenges that we face as communicators 
and researchers. 

This is our reality - yet we can establish an approach institutionally of collecting the small 
stories that happen during a programme and across the institute more widely to demonstrate 
incremental change. For example, this could be a conversation with a minister that indicates a 
new understanding and an acceptance or the emerging evidence from the programme that 
contributes to a wider discourse. These are often described as outcomes within IDS research 
programmes or milestones for the logical framework negotiated with the donor – but serve as a 
useful foundation when it comes to telling stories and demonstrating impact. Ultimately, all these 
‘stories’ contribute to the bigger picture and demonstrate the non-linear pathways to change. The 
type of examples that could be included in stories could include (but are not limited to):

• How your research has contributed to a deeper understanding of the issue
• If the research has contributed to a change in the knowledge, attitudes and/or practice of a 

particular actor/s at local, national or international level 
• How research is aligned or resonates with a specific policy issue or question and is gaining 

traction in debates and discourse
• New research findings and emerging evidence that have been published and shared 
• The story can be supported with images, up-to-date quotes and additional information 
• Local change created for and with people and communities through participation in research 

processes which may leave more long-term impacts

Evidence of incremental steps towards research outcomes should happen from the outset of the 
research project and programme (we acknowledge that sometimes this isn’t possible – but it 
should happen as soon as it can). It is much more difficult to get to the end of the process and 
look back and highlight these moments and types of evidence. 

These incremental steps also relate to the overarching IDS communications cycle plan, whereby 
it tries to nudge audiences from ‘awareness’ to a more active participation – such as ‘decision 
making’. 
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https://twitter.com/IDS_UK/status/1154039867434655746
https://www.socialscienceinaction.org/resources/covid-19-going-beyond-misinformation-to-build-vaccine-confidence/
https://www.socialscienceinaction.org/resources/covid-19-going-beyond-misinformation-to-build-vaccine-confidence/
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Tools to help tell our stories

There is an incredible array of available data that can be used to create evidence points to 
support storytelling around impact both from within research programmes (and publications) 
but also from external sources such as from social media, website traffic analysis or media 
engagement. This can be used to define what stories (content) audiences engage with and 
the key messages that resonate. Importantly, when we consider our audiences, aside from us 
as internal stakeholders, funders are often interested in this type of data to demonstrate broad 
uptake and engagement. 

For example, the Sanitation Learning Hub (SLH) has recently decided to shift its approach based 
on the data emerging from its digital engagement. They have decided to invest time in referrals 
from the Community-Led Total Sanitation programme (the previous website for SLH, Participatory 
Methods website, Wikipedia and other sites for Search Engine Optimisation (SEO) and traffic 
purposes. SLH are also developing targeted communications strategies for certain countries with 
high rates of open defecation and focusing efforts on LinkedIn over Facebook and Instagram after 
poor organic performance on those channels.

When establishing data led approaches and systems from the outset (free) tools to consider 
include:

• Google Analytics - we can see how long our users come to our webpages, which pages they 
stay on, and where they go after (this is not an inclusive list). We can also break this down by 
country and demographic. 

• Google Data Studio can help us see and share how users are engaging with our content. The 
Google Data Studio allows us to set up a connected real-time report. IDS uses this in its regular 
Profile Report (PDF).

• Google Trends which enables you to understand what terms are searched for in relation to 
another topic.

• Meltwater, a media and social media monitoring database, that will not only tell us where our 
research is being covered, but also where it is being shared and how it is being engaged with 
social media. We can also dig down deeper and explore the key conversations and influencers 
on social media – this could help us understand what debates are happening and how they 
are shifting. NB Meltwater is available via the IDS communications and engagement team. 

These tools enable us to use digital and web metrics to evaluate awareness and impact amongst 
key audiences – e.g. web traffic, event sign ups, content impressions, interactions amongst 
audience segments as defined by the research scope. However, complementary to these tools, 
are different types, more qualitative types of evidence:

• Reference to the research in policy documents
• Reference to research by policymakers, e.g. Letters from Ministers or officials supporting the 

story being told
• Reference to research in practitioner guides
• National statistics that give indicative evidence to support the story
• Survey evidence from individuals who have benefited
• Interview quotes and informal feedback

http://www.participatorymethods.org/
http://www.participatorymethods.org/
https://instdevelopmentstudies.sharepoint.com/:w:/r/sites/portal/EPD/_layouts/15/Doc.aspx?sourcedoc=%7B1EC90353-5A8B-441F-A2F0-263FB78909BC%7D&file=Impact%20Initiative%20Y5%20Annual%20Report_FINAL.docx
https://instdevelopmentstudies.sharepoint.com/sites/intranet/Lists/Internal News/Attachments/972/Jan - March 2021 profile report.pdf


From research to story

When we develop stories, key is to demonstrate the processes, contribution, and influence over 
time. To do this effectively, we need to know who the story is for and the best way and moment to 
tell it. These stories may look quite different for our diverse audiences, but they all serve the same 
purpose – explaining why our work is relevant and necessary. We are not proposing to tell simple, 
extractive narratives, we are advocating to share compelling, persuasive, and evidenced stories to 
ensure we can paint the full picture of how change happens, and our part in that. 
This is why this guide is not just a ‘how to write a story’ but it is a guide that acknowledges the 
need to establish approaches and systems to collect these stories and demonstrate change on 
many levels. 

Annex

Impact Initiative ‘Impact Stories’ 

Over six years, The Impact Initiative was adept at collecting and telling impact stories. The 
purpose of the initiative was to increase the uptake and impact of research from two major 
research programmes jointly funded by the UK’s Economic and Social Research Council (ESRC) 
and the FCDO: The Joint Fund for Poverty Alleviation Research and the Raising Learning 
Outcomes in Education Systems Research Programme. 

The process for writing these stories involved an interview and conversation with the lead 
researcher and communications professional. Underpinning each story, the Impact Initiative said 
that the project must have demonstrated impact through at least two of three modes, as defined 
by the ESRC-FCDO Guiding principles on uptake, impact and communication of research (listed 
below). We know that this understanding of impact is contested – and some argue that it is does 
not represent the reality of how change happens, and it is too simplistic and does not amount to 
impact at all. Yet, while acknowledging that these stories are part of a picture and serve a specific 
need or moment in time, there are some learnings and approaches that we can draw from. 
The ESRC-FCDO Guiding Principles can provide a starting point for our questions and framing. 
They consider ‘impact’ in one of three modes:

1. Instrumental: Impacts on policy and practice – a change in direction attributable to research
2. Conceptual: Changing ways of thinking, raising awareness and contributions to knowledge
3. Capacity Building: Building capacity of researchers and intermediaries to strengthen research 

uptake approaches
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From their learning, that the Impact Initiative added another mode: 

1. Networks and connectivity: Building and strengthening networks, connecting up the supply of 
evidence with the demand for it.

Given that we know that impact does not happen in a linear way, why don’t we start telling the 
small stories as they emerge? A case in point, is with a project supported by the Impact Initiative 
long after it had finished it research on menstruation management in Uganda. The Impact 
Initiative developed the impact story with the lead researcher and brought together activists, 
politicians and policy makers to apply and share the evidence in parallel conversations on period 
poverty in a UK taskforce led by the UK Department for Education. 

CLARISSA’s ‘Spotlight Stories’

In the FCDO funded consortium for Child Labour: Action-Research-Innovation in South and South-
Eastern Asia, the programme has built a monitoring, evaluation and learning framework that 
centralises flexibility, adaptiveness and emerging evidence and is very clear in how it talks about 
and demonstrates impact. 

Their approach to understanding how change happens is participatory, adaptive and child-
centred. They rightly make the case that we cannot apply simple theories of change to the 
highly complex and evolving issues at the heart of the worst forms of child labour. However, it is 
important to acknowledge that while these understandings and approaches of impact and how 
change happens, may fundamentally differ, as an institute, we still have a need to tell stories to 
different audiences. In this, the programme has focused on sharing ‘emerging evidence’ – in the 
form of ‘spotlight stories’ – these stories highlight what the programme is finding out and how it is 
working, but they also look forward. The anticipation is that over time, these stories will become 
a collection that shines a spotlight on the areas of work in the programme, but also add up to a 
bigger narrative as a collection.

CLARISSA’s approach and the seemingly quite different approach with Impact Initiative is still 
about storytelling in a clear and simple way. They are both situated in the fact that we need to 
share stories at very different stages of the project – not just at the end.

ids.ac.uk                 A guide to telling stories with impact 12

https://www.theimpactinitiative.net/resources/keeping-african-girls-school-better-sanitary-care
https://www.newstatesman.com/spotlight/healthcare/2019/02/why-tackling-period-poverty-issue-everyone
https://www.newstatesman.com/spotlight/healthcare/2019/02/why-tackling-period-poverty-issue-everyone
https://www.newstatesman.com/spotlight/healthcare/2019/02/why-tackling-period-poverty-issue-everyone
https://clarissa.global/our-best-evidenced-guess-of-how-we-will-achieve-change/
https://clarissa.global/resource/exposing-the-worst-forms-of-child-labour-in-bangladeshs-leather-sector/

