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INTRODUCTION
At Spendlove and Lamb we understand that
creating alignment around a vision is challenging
when producing communications and marketing
campaigns for organisations.
Essentially at its very core all communication is
storytelling. The challenge with telling stories is
that there are too many fantastic stories to tell.
The narrative provides a working strategy around
which stories align with the goals of the project
or campaign. We help organisations gather
the individual stories that make up a campaign
or project to create a narrative that binds it all
together.

A GOOD NARRATIVE IS
A SUCCESS IF IT BRINGS
ALL STORYTELLING
STAKEHOLDERS
TOGETHER UNDER
A SHARED COMMON
PURPOSE.

A good narrative is a success if it brings all
storytelling stakeholders together under a shared
common purpose.
This case study tells the story of public education
and influence campaign with the Mornington
Peninsula Shire. The focus of this campaign is
creating a unifying narrative message for the
unique stories for a committee of individuals with

disabilities. They were planning a 4 year process of
public education to ensure people with disabilities
had equal access to public facilities and transport.
The individuals where planning on public speaking
to spread the awareness to make change.

PROJECT DESCRIPTION
Virginia E. Richardson works with the Disability
Community Inclusion Metroaccess project
at the Mornington Peninsula Shire located
on the Victoria coast 70 kilometres outside
of Melbourne, Australia. The All Abilities
Consultative Committee is part of this project
and has been meeting quarterly for 3 years. The
committee has been consulting with the council
to bring education and public awareness to the
changes that were needed in the area to ensure
that people with a range of disabilities had equal
access to public facilities.
The committee decided they needed an
education and awareness campaign to get
important messages out into the community.

They wanted to present their perspective of
living with a disability from personal lived
experience using the power of storytelling.
They wanted to touch on a number of issues
that resonate with multiple audiences on an
emotional and personal level.
The group decided they would like to work on
an education campaign through a variety of
methods, such as videos, public speaking, a
short film, a Q&A forum and social media.
They needed an overarching narrative to unify
the committee member’s unique experiences.
Each of the members had different experiences
such as being deaf, blind, or have intellectual or
physical conditions.

PROJECT GOALS
In the past, the committee has focused on just
one or two issues, such as the Changing Places
toilets or Accessible Beach Matting project to
allow people with different abilities to access
the beach and swimming areas. Some members
of the committee had never been able to go to
the beach despite living near one for much of
their lives.
The committee was at the end of the current
Disability Action Plan and were developing a
new one for the next four years, with a scope to
include a big vision for the next 20.
They identified the following themes as ongoing
and universal issues for people with disabilities
they wanted to tackle with their next plan:
-- Accessible and Inclusive businesses and
employment
-- Accessible recreation and tourism
-- Accessible footpaths and paths
-- Accessible transport (including linking up
access from A to B)

“ENGAGEMENT
ACROSS THE ENTIRE
ORGANISATION.
ATTITUDES AND
AWARENESS ARE
DIFFERENT NOW AND
WE HAVE FOUND
CHAMPIONS IN THE
MOST UNLIKELY OF
PLACES.”
–- VIRGINIA E.
RICHARDSON,
DISABILITY
COMMUNITY INCLUSION
METROACCESS

-- Accessible Housing
-- Accessible Toilets
Having had two great successes in the last three
years, they were ready to influence more change
through the power of their stories to create
more awareness about the issues above.
To do that they needed a strategic way to tell
the stories and a shared overarching vision to
create cohesion with their personal stories and
impact for change in the community.
In a strategic narrative strategy session, we
uncovered the commonality in all of the stories
the people in the committee were telling.

The Environment
People who have different abilities or limitations
with physical access in our current environment
feel excluded and left out. Public spaces and cities
have traditionally been constructed with only one
type of individual in mind and it wasn’t them.

This narrative brings big picture thinking to the
project, so all participants can see where they
have been and understand where they are going
on their 20 year awareness and change journey.
The environment is the problem and the answer.
We started by breaking the problem down into
storytelling pillars. We used the insights of
the committee and created pillars to provide
insights into their lives:
-- Frustration with the environment can lead to
anger, shame and embarrassment
-- Thinking about changing the environment
brings on feelings of relief, transformation and
feeling proud to come out into the world
-- Finding solutions to the problems in the
environment made them feel, empowered,
enthusiastic and happy to share their lived
experience

That’s where Spendlove and Lamb came in, we
needed to arm the storytellers with a narrative
for this culture change project to create a
shared vision and actionable goals.
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PROJECT GOALS
From those values and the stories that under
pinned them we created the narrative of –

This narrative allows people to think differently
about the way we construct our environments.

-- We are change advocates and we are here to
tell you that the environment is disabled.

The goal is help the storytellers create emotional
connections with others through a clear
narrative supported by a range of antidotes that
fit into the storytelling pillars.

The strategy uses the rich lived experiences of
people who have interacted with an environment
that was not built for them. Creating a message
that blames the environment as the problem
achieves two things -- It is not blaming a person or organisation for
doing something wrong. It is open and it invites
questions and conversations
-- When creating a sticky message it is
important to surprise people, tell them
something they didn’t expect to hear, such as
the environment is holding people back, now
how can we all work together to fix it.

“GETTING EVERYONE
ON THE SAME PAGE
AND IDENTIFYING
WHAT’S INTERESTING
ABOUT OUR STORY
OR MESSAGE CUTS
THROUGH THE
ORDINARY TO FIND THE
EXTRAORDINARY.”
- VIRGINIA E.
RICHARDSON,
DISABILITY
COMMUNITY INCLUSION
METROACCESS

One of the strengths of multi-pillar storytelling is
that it is modular. Each storyteller can find the
space for their unique point of views within the
story pillars to create the ongoing narrative.

“LET THE STORIES
SPEAK FOR
THEMSELVES. AND
SOMETHING THAT
MEGAN TAUGHT US
- THE PERSONAL IS
UNIVERSAL.”
- VIRGINIA E.
RICHARDSON,
DISABILITY
COMMUNITY INCLUSION
METROACCESS
The committee members has started to
see their stories create impact within their
community. The larger narrative has allowed
them to understand the importance of their
contributions. The bigger vision of, the
environment is disabled, would not be possible
without their individual abilities and ways the
interact with the current limited environment.

Each story will act as a call to action,
encouraging people within the council, the
community and even the nation to think
differently about how they continue to create
the environments we use.
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CONCLUSION
The culture change project now has a narrative
that resonates and all the story tools they need
to bring the campaign into the world.
The impact of the storytelling and work of this
committee continues to grow.
Here are some takeaways on the narrative’s
success from Virgina Wilson –
-- It helped our group identify their common
purpose and key message, which individual
members then built their personal story around
-- We have used this to tell stories to 20
different internal teams in our organisation,
resulting in a massive shift in attitudes and
support for what we are trying to change.
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