












There was a long trajectory in this process.  One of the challenges is that 
there were many competing stories. Could a cohesive and clear story 
accelerate the outcomes?

#1: “It’s Good to Walk” Passion & Virtue for Energy, Health
Protagonist?
#2: “Missing Sidewalks” Passion for Fixing-up
#3: “Speeding Drivers” Passion for Safety & Control
Each of these stories has its own separate configuration.  Passion-
Protagonist-Antagonist- Awareness-Transformation
The competing stories result in cloudiness about the motivation, the 
protagonist, the obstacles, and what actually needs to be 
accomplished.  Though it is true that solutions in Safe Routes 
programs are often far from simple, it should be our responsibility to 
work out and communicate the story so our audience can see that the 
action requested resolves a conflict or a disparity. 
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Comparing the three stories shows how they can be ill aligned. 
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Successful promotion involves thinking about the audience.  Or, getting your 
story “out” means casting it and getting it “into” these audiences:  Media 
coverage, “pull” media, Government forums, People’s heads, and the 
Context surrounding your project or issue.

Non-profit Marketing Blog: http://nonprofitmarketingblog.com/
NCSRTS offers great tips in their “Working with the Media Guide”:  

http://www.saferoutesinfo.org/resources/marketing_tip-sheets.cfm 
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Stories are the very currency these audiences require to entertain any new 
idea or change in priority.  Stories are necessary to access people’s 
awareness.  Look at this Report and the Newspaper article covering the 
release of that report.  It is probably fair to say that only people who have a 
professional interest in urban design, walkability, policy, or real estate values 
are going to download and read the actual report.  To raise this issue with 
everyone else, we need some “payola”—some little bribe to attract their 
interest -- to make this report seem *relevant* -- before they’re going to read 
about the report.  Here, the photo and first three paragraphs do not even 
mention the report.  They simply hook the reader and make the report 
relevant to them in the moment.  

Brookings Report: 
http://www.brookings.edu/papers/2007/1128_walkableurbanism_leinberger.a
spx
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1. New twists, progress, New media and new ways. 
2. Visual dominance.  Cognitively and Media-wise.  Visual media dominate.   
3. The most important causes do not always succeed. Stand out from the 

crowd.  Often, this is because their proponents think that the power of the 
need is so compelling that it justifies action in and of itself. They rest on 
their belief in the cause, but don’t understand how critical the process of 
sharing their stories are to making change happen.

4. Reach people who tell stories. You may not be the optimal vehicle for 
your story.  There are always other people, and even made-up 
characters, who can capture the empathy and commitment of your 
audience better than you. 

5. Action stories vs. Feel good stories.
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1. Get your story straight. 
2. Visual dominance.  Cognitively and Media-wise.  Visual media dominate.   
3. The most important causes do not always succeed. Stand out from the 

crowd.  Often, this is because their proponents think that the power of the 
need is so compelling that it justifies action in and of itself. They rest on 
their belief in the cause, but don’t understand how critical the process of 
sharing their stories are to making change happen.

4. Reach people who tell stories. You may not be the optimal vehicle for 
your story.  There are always other people, and even made-up 
characters, who can capture the empathy and commitment of your 
audience better than you. 

5. Action stories vs. Feel good stories.

http://www.americawalks.org/Content/10088/Webinar__January_29_200
8.html
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1.  It is surprising to learn how differently several people in an organization 
tell the story of what they are doing.  Working through this can both 
improve the strength and impact of each person’s story and lead to 
everyone’s success through making them more coordinated.  
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2. Be visual.  Cognitively and Media-wise, visual media dominate.   

Dan Burden has been travelling the country, telling the stories of how people 
are transforming their communities and making them more walkable and 
bikable.  He is an expert photographer and story teller. You can learn 
from his example and use actual photos from his collection by visiting two 
web sites.   

Walkable Communities, Inc:  http://www.walkablecommunities.org
Ped Bike Image Library: http://www.pedbikeimages.org/
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3. The most important causes do not always succeed. Stand out from the 
crowd.  Often, this is because their proponents think that the power of the 
need is so compelling that it justifies action in and of itself. They rest on 
their belief in the cause, but don’t understand how critical the process of 
sharing their stories are to making change happen.
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4. You may not be the optimal vehicle for your story.  There are always other 
people, and even made-up characters, who can capture the empathy and 
commitment of your audience better than you. 

At Feet First, we started the “Stories from the Sole” project, and attracted 
literally dozens of volunteers who wanted to share their writing skills to 
document and then write up the many inspiring stories that are out there.

http://www.serviceleader.org/
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4b. How can you involve the children in the story telling?  This photo shows 
one of the 3rd grade girls sitting at the City Council chambers work 
session table and presenting a photo that documents a problem at her 
school.  This photo is accompanied by her own description of the 
problem.  Councilmembers and School Board members became very 
fired up in response!

Photo Voice—regular people using photos to powerfully tell their stories:  
http://photovoice.com/
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5. Important vs. Unimportant and Urgent vs. non-urgent items.  Action 
involves making important things urgent and easy to do something about.  

This picture shows women involved in a protest/civil rights action that I call a 
“Crosswalk Action”.  They demonstrate (literally, in fact) their right to 
cross the street.  The is a promotional and educational event for both the 
drivers and the city public works agency. 

http://www.americawalks.org/docManager/1000000615/CrosswalkAction
Guide-2005.pdf



The intersection of Rainier Ave S & S Alaska St in Seattle’s Columbia City 
neighborhood.
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The Debut of the Feet First Chicken, April, 2006.  This is one riddle that it 
seems every American child learns. 

Our simple email press release attracted the only media coverage.  When 
the reporter called me, he asked “Is there really going to be a chicken 
there?”  He brought a photographer with him.

http://www.feetfirst.info/newsandevents/
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Let’s review our story. The reason we are choosing this story is that it is 
recognizable to people of all concerns and ages.  The chicken unifies us in 
our empathy, and it will enable us to successfully apply the 5 Rules for 
Promoting Your Story.
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1. Get your story straight. 
2. Visual dominance.  Cognitively and Media-wise.  Visual media dominate.   
3. The most important causes do not always succeed. Stand out from the 

crowd.  Often, this is because their proponents think that the power of the 
need is so compelling that it justifies action in and of itself. They rest on 
their belief in the cause, but don’t understand how critical the process of 
sharing their stories are to making change happen.

4. Reach people who tell stories. You may not be the optimal vehicle for 
your story.  There are always other people, and even made-up 
characters, who can capture the empathy and commitment of your 
audience better than you. 

5. Action stories vs. Feel good stories.

http://www.americawalks.org/Content/10088/Webinar__January_29_200
8.html



Stone Ave N, Seattle.  May 24, 2006.  A complete stranger helps the chicken 
cross the road.  Chickens that day include two class-mates of Dominick May-
Douglass and later Dominick himself.  Demonstrating with a crosswalk action 
one-year anniversary of a driver’s failure to yield to Dominick at a school 
crosswalk.  

All four TV networks and both major newspapers covered the event.

Event media coverage:  http://www.feetfirst.info/newsandevents/060524-
news-crosswalkaction/

33



Changing Stone Way N had previously been considered politically 
impossible.  Even though engineering analysis showed that a road diet 
would carry a sufficient volume of vehicles, a powerful land-owner’s fears of 
congestion threatened the improvements. Through steady organizing and 
media attention, however, the decision-makers felt that they had sufficient 
support to proceed with these improvements. 

The results of the awareness this action raised:  
http://en.wikipedia.org/wiki/Road_diet

34



35

After these early events, the chicken became a regular.  The Chicken at a 
Sanislo Elementary evening event, at Maple Elementary walk to school day 
in 2006, and with King County Executive Ron Sims for a Walk to Work in 
August, 2006.
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Invention is: 
    “1% inspiration & 99% perspiration.”
 
Making things happen in a community is:
    “1% inspiration & 99% telling a good story.”
 
 
     The most important causes do not always succeed or stand out from the 

crowd.  Often, this is because their proponents think that the power of the 
need is so compelling that it justifies action in and of itself. They rest on 
their belief in the cause, but don’t understand how critical the process of 
sharing their stories are to making change happen.
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Andy Goodman newsletter: www.agoodmanonline.com

Strategic Communications www.spitfirestrategies.com

Active Living Network www.activeliving.org

Active Living by Design www.activelivingbydesign.org

Katya Andresen Network for Good fundraising123.org

Summary & Downloads:  
http://www.americawalks.org/Content/10088/Webinar__January_29_2008.ht
ml
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Presentation Schedule:  
http://www.americawalks.org/Content/10082/Safe_Routes_CAN_Presentatio
n_Schedule.html
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http://www.saferoutesinfo.org 
http://www.americawalks.org  
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