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Why Is Storytelling Impactful?

rtc.li/joe-louis



Audiences
§ Trail Users/Public  = Ambassadorship
§ Grassroots Members/Supporters/Advocates = Expanded Networks 
§ The Media = Expanded Public Awareness and Brand Awareness
§ Grasstops and High-Profile People = Influential With Decision-Makers
§ Decision-Makers (Elected Officials, Funders, Public Agencies, Railroads)
§ Professional + Trails Community (Trail Managers, Volunteers, Planners, 

Other Potential Partners) = Partnerships
§ Adjacent Programs (Health/Transportation/Tourism Boards)
§ Brand Partners = Expanded Public Awareness



Passion + Purpose = Conversion

§ Trail User è Trail Supporter
§ Trail Supporter è Trail Advocate
§ Trail Advocate è Brand Ambassador

Through Rider Whitney Washington on the 3,700-mile Great American Rail-Trail in 2021.
Read Whitney’s #TrailMoments “Recapturing Life on a Great American Journey”: rtc.li/whitney-Washington



Shared, Owned, Earned, Paid Media

§ ~1.5 million web users railstotrails.org
§ 432,000 eNews (monthly Newsletter) subscribers
§ 120,000 Rails to Trails magazine subscribers (with 

Congressional and state legislature distribution channels)
§ 230,000 Social Media Community 

§ Facebook, LinkedIn, Instagram, Twitter, etc.
§ TrailNation Collaborative Community Newsletter
§ Inside Track Policy Newsletter
§ Comprehensive Media Strategy



Impact Areas: Trails = Transformation

§ Economic Development
§ Social Equity
§ Active Transportation
§Health and Wellness
§ Environment



Culture and History

§ Connecting time, space and history
§ Relationships
§ Empathy
§ Preservation

§ History Along the Great American Rail-Trail® (Rails to Trails)



Northern Cheyenne Healing Trail

rtc.li/ncht



Carl Jung’s Archetypes

Source Credit for Graphic: studyvibe.com.adu/archetypes

Michael A. Faber and John D. Mayer, “Resonance to Archetypes in the Media: There’s Some Accounting for Taste,” Journal of 
Research Personality 43 (December 2008): 307-322.



How Do We Elevate the Story?

§ Identify voices/or narratives that resonate.
§ Trail Users (Volunteers and Program Participants)
§ Grassroots Advocates
§ Crowd Sourcing via Social/QR codes/etc. (Trail Moments)

§ Develop the narrative as “storymaker.” 
§ Key: Voices lead narrative (first person)—they are “storyteller.”

§ Interview Narrative (Voices still lead.)
§ Package: 

§ Videos, Print and Digital Articles (Magazines, Newsletters, External 
Media), Blog, Social Media, Photo Essays, Storymaps, Poems, Songs

§ Distribute (Campaigns)



Cleveland: Wendy Park Bridge (June 2021)

§ Cleveland Centennial Lake Link Trail
§ 500-Foot Connector to Wendy Park/Lake Erie

rtc.li/bridge-to-everywhere



St. Louis: River Ring Trail Network

rtc.li/river-ring



Brickline Greenway: Voices of St. Louis

greatriversgreenway.org



Trail Moments

railstotrails.org/trailmoments



#TrailMoments/Ambassadorship

railstotrails.org/trailmoments



Elevated Voice = Ambassador

rtc.li/ians-ride-grt

rtc.li/ians-ride



Reaching the Decision-Makers

§ Public Support/Conversion
§ Print Distribution/Online SEO/Social Media/Newsletters/Emails

§Grassroots/Grasstops Ambassadorship
§ Collecting stories of impact for shared engagement (our network, 

their networks, their influencers spheres)
§ Anchors for Press Outreach
§ Anchors for Legislative Relationship Building
§ Fuel for Public Engagement by Public Leaders/Champions
§Ground Softeners for Partnership Building
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