PARTICIPANT PRE-READER
MODULE 3

JULY 20–21, 2021

TABLE OF CONTENTS

Agenda . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 2
Refresher: dNetwork Stigma-Busting Priorities . . . . . 3
Diabetes Stigma Story Building Blocks . . . . . . . . . . 4
Other Stigma Concepts and Messages . . . . . . . . . . 6
Types of Stories . . . . . . . . . . . . . . . . . . . . . . . 7
More on the Public Narrative . . . . . . . . . . . . 8

1 | d21 MODULE 3 PRE-READER

2 | d21 MODULE 3 PRE-READER

Refresher: dNetwork Stigma-Busting
Priorities
What is our goal?
Reducing the impact of diabetes on society – and improving the lives of people with diabetes –
by fostering understanding of the disease, eliminating misplaced blame, and ensuring access to care.

How will we get there?
1.

Getting Smarter Together. Bringing leaders together to better understand the world of
diabetes and how we can work together to reduce its impact. Sharing best practices for
change, and commissioning research and training to fill gaps in our knowledge & skills.

2. Educating & Influencing. Working to reduce misplaced blame by shifting messaging in our
individual and collective spheres of influence with evidence-based, stigma-busting language
and frames.
3. Activating Ourselves and Others. Building a movement and leveraging our influence to
engage more and more leaders across levels to change behavior, culture, policies, and
systems. Together we can pool resources and mobilize power to reach our goal!

What is our focus for Module 3?
Practicing stigma-shifting messaging through powerful storytelling
Over the last year working together on this topic, we’ve been collecting core messages - from you and from
landscape research - which we have compiled as a reference in the coming pages. As we shared in the Module
2 pre-reader, research shows that 1-on-1 contact-based education strategies are some of the most effective
ways to shift stigma. So our work in Module 3 will involve crafting customized stories for the audiences we
can influence that help change the narrative on diabetes in America. This pre-reader offers some resources to
help you think about the kinds of stories you might tell to help others think differently about diabetes.
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Other Stigma Concepts and Messages
What follows are representative messages from other stigma efforts, with the specific conditions omitted — review these examples for ideas about how you might deliver messages
around diabetes stigma to help get your creative juices flowing for Module 3!
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Types of Stories
For the purposes of our diabetes stigma storytelling, we’ve selected a few approaches that you might
find helpful when thinking about how to tell effective stories:
Shaping a Public Narrative (see the next section for more on this technique):
● Story of SELF (why I care)
○ “I saw this thing / had this experience…”
● Story of US (why this issue is important)
○ “Clearly we need to do something, because...”
● Story of NOW (what action is needed)
○ “So let’s ____”
Telling a Personal Journey Story
This can take many forms – but for our purposes, it usually involves sharing an experience of
adversity → how that experience shaped you (or the character in the story you are telling) →
why it’s motivating you to call for action. Here’s an overview of many of the classic personal
story structures to draw from and consider.
Amplifying Others’ Stories
There are good reasons why we tend to avoid telling others’ stories. But there are also ways to
amplify others’ stories in a respectful and consensual way in order to help change the current
narrative and spread compassion and understanding of the truth of living with diabetes. Some
key points to consider:
● When someone’s story affects you, it effectively becomes a shared story
● Know WHY you are telling this particular story
● (Where you have permission), sharing parts of others’ stories that counter common
stigma-perpetuating narratives can be an impactful way to change hearts and minds!
Highlighting Intersectional Stories
Drawing on any of the above stylistic methods, consider starting with an issue you know your
audience already cares about. Then showing them how the issue of diabetes stigma is similar
or related, you can make the link as to why they should care and act to address diabetes as
well. This is also a good way to highlight complexities; real stories aren’t always as simple as
they at first seem. See Chimamanda Ngozi Adichie: The danger of a single story.
Telling the Story Without Storytelling
Some of you may be able to draw on other ways to convey messages – with images, cartoons,
events, advertisements, music, poetry, and more – and these other modalities can be
powerful complements to consider in getting your message across to your core audiences!
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More on Public Narrative
The content below has been adapted from the work of Marshall Ganz at Harvard on the role of
leadership in shaping and shifting public narrative (text adaptation by Serena Zhang & Voop de
Vulpillieres). We will be drawing on this approach to storytelling during Module 3 so we recommend
familiarizing yourself with this framework, and start thinking about what key audiences you want to
target, and what your public narrative might look like with regard to addressing diabetes stigma.

Public narrative combines a story of self, a story of us, and a story of now.

A “story of self” tells why you have been called to serve.
Every one of us has a compelling story to tell. We have all made choices that shaped our life’s path –
how to respond to challenges we faced as children, whether or not to take leadership in our places of
worship, our schools, where we found the hope to take risks, etc. The key focus is on choice points,
moments in our lives when our values become real and when we have to make choices in the face of
uncertainty.
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When did you first care about being heard, about concern with others, about abuses of power, about
poverty? Why? When did you feel you had to do something? Why did you feel you could? What
were the circumstances?
The power in your story of self is to reveal something of yourself and your values – not your deepest
secrets, but the key shaping moments in your life. We all have stories of pain, or we wouldn’t think the
world needs changing. We all have stories of hope, or we wouldn’t think we could change it.

A “story of us” communicates why our community in particular is
called to act, and why we in particular have the capacity to lead.

Just as with your story of self, the key choice points in the life of the community are those moments
that express the values underlying the work your organization does. The key is to focus on telling a
story about specific people and specific moments of choice or action that shaped your community.
Tell a story that invites others to join you in this community.

A “story of now” communicates the urgent challenge we are called
upon to face now.
The story of now focuses on the challenge that requires action, the hope for that action, and the
choice we are calling upon others to make.
In a story of now you call on others to join you in action.

Incorporating Challenge, Choice, and Outcome in Your Own Story

There are some key questions you need to answer as you consider the choices you have made in
your life and the path you have taken that brought you to this point in time as a leader. Once you
identify a specific choice point, perhaps your first true experience of challenge, own your choice to
do something about it, dig deeper by answering the following questions.
Challenge: Why did you feel it was a challenge? What was so challenging about it? Why was
it your challenge?
Choice: Why did you make the choice you did? Where did you get the courage (or not)?
Where did you get the hope (or not)? Did your parents or grandparents’ life stories teach you
in any way how to act in that moment? How did it feel?
Outcome: How did the outcome feel? Why did it feel that way? What did it teach you? What
do you want to teach us? How do you want us to feel?
A word about challenge: sometimes people see the word challenge and think that they
need to describe the misfortunes of their lives. Keep in mind that a struggle might be
one of your own choosing – a high mountain you decided to climb as much as a valley
you managed to climb out of. Any number of things may have been a challenge to you
and be the source of a good story to inspire others.
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Consider Action Motivators →
Action Inhibiting Emotions

Action Motivation Emotions

Inertia

Urgency

Apathy

Anger/Anxiety

Fear

Hope

Isolation

Solidarity

Contentment

Awe

Sadness

Excitement

Shame

Amusement/Humor

Overwhelm / Crisis

“You can make a difference!”

This table draws on three sources on emotional motivation research:
1. Ganz, Marshall. 2011. "Public Narrative, Collective Action, and Power." In Accountability Through Public
Opinion: From Inertia to Public Action, eds. Sina Odugbemi and Taeku Lee: 273-289. Washington D.C:
The World Bank.
2. Berger, J. 2013. Contagious: Why Things Catch On, New York, NY: Simon & Schuster.
3. The research of the Frameworks Institute, which informed our d20 diabetes stigma brief.
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