

















Three stories are at play:

Having multiple stories can confuse and impede action. Try to align them in
terms of Passion — Protagonist — Antagonist — Awareness — Transformation.

Safe Routes to School - Coaching Action Network

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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How One Story can Align Us

#1 “It's Good to | #2 “Missing #3 “Speeding SAFE ROUTES
Walk” Sidewalks” Drivers” to SCHOOL

Health, Environment,

Passion Virtue Fix-up Control Freedom & Learning
Protagonist Parents Neighbors Ff'?t'tir}?f Children
resiuciite

Parents & Budget o ara? Inattention to Core

Antagonist oy uen injustice? Diivers: Community Values
: . Awakened Concerns
Awareness C;):,:gg: i F:Jigiii;ng Zero tolerance? & Enhanced Abilities

P PAIOTLy to Improve via 5Es

. . 5Es in Place to
Trafieform Chogse f(o walk/ _ Build Speeds right for s e
walking is norm  sidewalks context?

walking & biking
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Comparing the three stories shows how they can be ill aligned.
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Where your story can go...

Have the “in” Story:

* In Circulation
— Earned Media (Newspapers, TV, Radio)
— Newsletters, Electronic media, etc.

_ Dnalitinal fariime
I ViiLiwdl 1Ivi il v

(City Council, Mayor’s initiatives, etc.)
« In the head of your Audience
* In the context of your project or issue

Safe Routes to School - Coaching Action Network

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:
NCSRTS offers great tips in their “Working with the Media Guide”:
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Stories - at the Center of Action

The Brookings Report Associated Press Article

Footloose and Fancy Free: A Field Survey of D.C. region named most ‘walkable’ in 17.8
Walkable Urban Places in the Top 30 U.S. ﬂ” - e e

Metropolitan Areas
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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:
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5 Rules for Promoting Your Story

1. Know your Story. A Story clarifies an issue or
mission. It helps to repeat it, keep it fresh, and keep it
at the forefront of people’s minds.

Be visual. A picture is worth 1,000 words.
3. Make it a gift. People are bombarded with stories, so
give them a new perspective.

4. Reach other people who will tell it.
Not everyone is a story teller—find ways to delegate.

5. Make it Urgent & Actionable. Once you have their
attention, help them understand how to respond.

N

Safe Routes to School - Coaching Action Network

. New twists, progress, New media and new ways.

2. Visual dominance. Cognitively and Media-wise. Visual media dominate.

. 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.

. 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.

. Action stories vs. Feel good stories.
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5 Rules for Promoting Your Story

. Know your Story.
. Be visual.
. Make it a gift.

. Reach other people who will tell it.

. Make it Urgent & Actionable.
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. Get your story straight.

2. Visual dominance. Cognitively and Media-wise. Visual media dominate.

. 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.

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.

. Action stories vs. Feel good stories.
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1.

1. Know Your Story

As adults, we can easily get absorbed with how to solve a

problem. Many of us need to keep attuned to what we are
working toward. What is our story?

A Story clarifies an issue or mission.
It helps to
# repeat it,
# keep it fresh, and
# keep it at the forefront of people’s minds.
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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

Integrate images into your story.
A picture is worth 1,000 words.

Dan Burden, the Johnny Appleseed

of Walkahla Communitiss

chool - Coaching Action Network

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:
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3. Make it a Gift

Make it a gift.

People are bombarded with stories, so give them a new
perspective.

School - Coaching Action Network

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. Reach people who will tell it

Reach people who will tell your story.
Not everyone is a story teller—find ways to delegate.

oi_deali_st
Recruit a e
volunteer or two. o
Example:

“Stories from
the Sole” project
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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.
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fouth share stories in testimon
City Council/School Board

A
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4b. How can you involve the children in the story telling? This photo shows
one of the 3 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:
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5. Urgent & Actionable

Make it Urgent & Actionable.
Once you have their attention, help them understand how

to respond. :

¢ e i
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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 | 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.
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The intersection of Rainier Ave S & S Alaska St in Seattle’s Columbia City
neighborhood.
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Program aims to make Rainier corridor safer

By Mike Lindtilom
Seattte Times staff repocter

Why did the chicken cross the road
Wednesday?

To make careless divers eat crow.

About 25 people, including one dressed
as a chicken, walked across the
intersection of Seattle's Rainier Avenue
South and South Alaska Street to
highlight what the pro-pedestaian group E
Feet First called "poor driver behavior” in  David Levinger wears & chicken su
the busy Rainier corridor Winchosdey to col idordonto ihe.
hazards of crossing the street of Rainer
Meanwhile, at a nearby park, the city :::;:?::x,ﬁ,m;i;m
launched its new Rainier Traffic Safety
Project that will include police

crackdowns on speeding, drunken diiving and jaywalking

From 2002 to 2004, there were 74 auto collisions with pedestrians in which
gight people were killed or suffered disabling injuries along the eight-mile
avenue

There were 1,743 vehicle collisions i all, accerding to the state Department of
Transportation

Rainier likely is the most treacherous of the city's major neighborhood streets,
and there’s even more traffic now as cars bypass light-rail construction on
nearby Martin Luther King Jr. Way South, said Grace Crunican, director of the
Seattle Departmant of Transport ation

Liz and R nd forth,

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.
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N ] " Awareness: 4
Everybody Transformation:

Antagonist:  Wanis to Help Safe, Walkable

Street & the Chicken Streets ARE the #1

Associated Succeed priority and we have
Protaaonist: Hazards safe, walkable
Chicken communities.

Passion:
Crossing Street

What is the Chicken’s Story?

Safe Routes to School - Coaching Action Network

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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5 Rules for Promoting Your Story
-.applied to the chicken

. Does it help us Explain our Story?
5 “We all will succeed and benefit if we care for
our weakest, most vulnerable fellows.”

. Is it visual? Chicken Costume

. Is it a gift? Memorable & humorous... for
children, for media, for drivers. It lightens our

' fears & sorrows on a serious issue.
~a
—— 4. Does it help reach others story tellers?

“Help the chicken” volunteers.

5. Is it Urgent & Actionable? It is an organizing
tool—supporting efforts must specify action.

Safe Routes to School - Coaching Action Network

. Get your story straight.
. Visual dominance. Cognitively and Media-wise. Visual media dominate.

. 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.

. 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.

. Action stories vs. Feel good stories.
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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:
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Stone Way North of 40th Street

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:
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Sanislo Elementary
Promotion at a Parent Night

"

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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Some extra tips. A good story is...

» Specific, not abstract. Includes details: Who? What?
Where? When? Why? How? questions are answered.

» Captivating—grabs one’s attention and concern.
* Re-told easily by others.
* Encouraging of hope or possibility.

Safe Routes to School - Coaching Action Network

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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Questions?

Please type questions into the Question window.
» The facilitator will restate your question
 After the reply, feel free to send a follow-up question

iy sl A ]l A Aast i o~

al I}' auuliuuvliail IL.All...lctvl.lt..ll o U

(availability is limited).
email:

phone: 703-738-4889

After this call, we invite you to contact America Walks with
rto requ F

Safe Routes to School - Coaching Action Network
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Some Great Story Resources

Andy Goodman newsletter:
Strategic Communications
Active Living Network
Active Living by Design

Katya Andresen Network for Good

Safe Routes to School - Coaching Action Network

Andy Goodman newsletter:
Strategic Communications
Active Living Network
Active Living by Design

Katya Andresen Network for Good

Summary & Downloads:
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Presentation Available Online

Before the end of today, documents and
audio from this presentation will be
available on the America Walks web site.

Visit

Safe Routes to School - Coaching Action Network

Presentation Schedule:
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Thank you!

Safe Routes Coaching Action Network sponsors:

SafeRoutes America
[NEE Walks

coaches available

(ee site for more info)

Presenter Contact Information:

Seattle, WA
(206) 390-8118

@ http://www.saferoutesinfo.org
® http://www.americawalks.org

o=

David Levinger, PhD, PE, President
The Mobility Education Foundation
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