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STEP 1: Is the product or the process the key T&L element?
The process can be a more powerful T&L tool than the end outcome.

Once all work finishes, we realised that the process of creating a digital story is infinitely more powerful
in conveying knowledge and understanding than the digital story itself. It is therefore important for the
designer/educator(s) to decide from the outset whether they wish the process or the final product to be
the main T&L tool. One would correctly argue that the process implies the product and separating the two
is impossible. There are subtle differences in our opinion though, which will affect decisions in subsequent
steps/stages.

STEP 2: What is the objective?
The digital story must have a clear pedagogical message to convey.

The first thing we must decide is what we want to achieve with the digital story. Do we want to provoke a
feeling, thought, or action? There are different perspectives and/or ways of telling a story, which can lead
students (audiences) to different interpretations of it – we ought to be mindful of both the/our narrative,
and how different students will interpret it. If the objective is clear, we could tailor the narrative to
accommodate different possible interpretations and/or guide students to the desired outcome(s). A clear
focus will also filter information that is included in a, by design, short amount of time. While a story
can be enriched with peripheral details, the central message must be clear and not cluttered in auxiliary
information. It may be necessary to ‘set up the scene’ or provide some background (context) for the
student/recipient to direct focus on the concepts we want them to engage with, but this can be done
outside the story itself, in a succinct, introductory element.

STEP 3: Why a digital story?
The advantage of and motivation for using a digital story should be clear.

A digital story is a powerful medium for reaching audiences who would not necessarily engage in other
ways. Experience tells us that many students are disengaged from activities which do not directly relate
to summative assessments. Digital Stories could help faculty convey messages which are relevant to the
university experience, education, and more generally social and working lives, yet not explicitly featured
in subject-specific courses.
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STEP 4: Whose story to tell?
The digital story needs a focus subject, but it already has an objective.

The story must have an objective (Step 1), but it must also have a subject. Like memorable advertisements
are not always the most effective, so digital stories need to provoke a response in the audience/students
rather than just being pleasant to watch. We do not want the digital story to be about the person(s) who is
(are) featured but rather the message they convey through the experience they are narrating. Therefore,
the choice of the focus subject is very important and needs careful consideration. They need to be relatable
and authentic, so students don’t necessarily identify with them, but they relate with the experience the
story is about.

STEP 5: Which story?
Selecting the right story to tell is as important as telling it in the first place.

Since the story is not about the person(s) featured, but rather one of their experiences, the next step is to
identify the experience that best serves to achieve the objective. The story should be relevant and able to be
told in a summary format. The pedagogical message must be clear and distinct from any other tangential
information. Exploring different aspects of the story and sorting through stories can help identify the
most effective. It is up to the creators to decide on any other characteristic(s) the story has e.g. comedic
or sombre elements, which can provoke a specific or more pronounced response.

STEP 6: Describe how each element of the story relates to the objec-
tive.
Every part of the digital story should be related to the objective.

As described in Step 2, the digital story should be focused. A short and clear message is more effective
than a complex narrative that may need time to unravel. The digital story must be short in duration and
therefore should include only relevant information. Writing out everything in the form of a script will
help gather thoughts, filter information, and decide what needs to be included and what not. The design
team will during this process consider how each element serves the objective. In addition, it will provide
guidance to the subject(s) featured in the story. While some improvisation and authenticity in the delivery
could benefit the story, having a clear idea of what need to be mentioned, highlighted, and included is
essential.

STEP 7: Practice makes perfect.
Talking in front of the camera is different to rehearsing without it.

This is probably the most entertaining stage of the endeavour, and potentially the most challenging. The
decision in Step 1 is important here. If we are interested in the process, then we can be more flexible and
relaxed about the actual filming and outcome and focus on understanding why we perform in a certain
way (be it good or bad). In my first experience of filming for a digital story, the most confident students
did not perform at all well in front of the camera – much to their surprise. This prompted an interesting
discussion and a few self-realisations, but again, this is instructional. Rehearsing the material helps a lot.
It provides guidance and helps with the flow of the narrative or conversation, and it shouldn’t be skipped.
Having a script could also be helpful. My final suggestion would be to continue filming beyond the set
pieces, and particularly capture discussions in preparation of the actual event. Also, keep all outtakes!
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STEP 8: Creation of the digital story.
Creating the digital story involves much more than recording.

Filming of the digital story is the start of a long process of creating it. There is substantial work involved
not just in filming but also editing the story. Something that is perhaps not clear to non-experts in Media
production is that for every minute of video there is considerably much more filming done. Enlisting the
services of professionals in filming and video editing is advised, unless there are T&L outcomes associated
with this part of the process.

STEP 9: Evaluate and review.
Evaluation is an integral part of the creation process and should not be overlooked.

Reviewing and evaluating the final product is a critical part of the process. It would not be uncommon
to revise the final story a few times following evaluation and review. It is also crucial to select the right
evaluators, and these are neither the intended audience (not at this stage anyway) nor the people who
created it. However, they ought to be knowledgeable in both the subject matter and the technical parts
involved. Planning and filming do not always reveal how the story appears, especially to people who have
not been involved in the design or production. It is therefore imperative that some form of evaluation
group is involved. If following evaluation revisions are necessary, so be it. At this stage, the decision in
Step 1 becomes potentially very important. If we are mainly or solely interested in the process of creating
the digital story as a T&L tool, we may wish to stop after evaluation, if further time and resource intensive
revisions are needed.

STEP 10: Dissemination, and lessons learned.
Let the world see it, but make sure you reflect on the experience.

Whether the digital story gets published or more widely disseminated is, of course, a matter for the cre-
ators. If publishing it on the Internet is the intention, then formal consent from all those involved needs
to be obtained. This is a process that, depending on organisational efficiency, may need to be initiated
early on. Again, Step 1 decisions are important. If the intention was never to publicise the digital story,
then one needs not worry with where, when, and how. There are a few different repositories for such
outputs beyond the obvious. My suggestion would be to disseminate through scholarly channels, as well
as in lay outlets. Equally important is for everyone involved, but particularly the designer(s), to reflect
on the experience and evaluate their own contributions. For repeated designs it is advisable to maintain
some degree of ignorance or inexperience, even if only for the benefit of the learner(s).

3


