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1. Why tell your story?
2. Storytelling vs. “just the facts”
3. What is *your* district story?
4. Getting the word out
5. Examples and tips



WHY TELL 
YOUR 

STORY?
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IF YOU DON’T 
TELL YOUR 
DISTRICT’S STORY, 
WHO WILL?
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http://www.youtube.com/watch?v=3saU5racsGE&t=87
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STORYTELLING
VS.

JUST THE FACTS
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JUST THE FACTS VS TELLING A STORY

The city has adopted a new ordinance that makes grocery stores 
charge 10 cents per paper bag. The ordinance is defined in §32903 of 
the municipal code and takes effect Jan 1, 2020 for class B and C 
retailers.
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JUST THE FACTS VS TELLING A STORY

It’s all around you, all the time…handed to you at the corner cafe with 
your morning coffee, all over your desk at work, and surrounding much 
of the food you buy at the grocery store before heading home.

And for years, this product – paper – so ubiquitous you only really 
notice it when it's not there, has been coming at a horrific cost...
— Dan Murphy, Christian Science Monitor
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Storytelling 
is all about 
connecting your 
audience to your 
district through 
the story itself.
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Storytelling 
is all about 
connecting your 
audience to your 
district through 
the story itself.



“

STORYTELLING IS,
ABOVE ALL, PERSONAL
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How flooding can affect a 
neighborhood, with a focus on 
an employee helping mitigate

How metropolitan districts 
help communities thrive and 

children grow up strong

How park and recreation 
districts give these children a 

place to enjoy the outdoors

Water and sanitation districts 
provide essential services and 

protect the environment



SO… WHAT IS 
*YOUR* SPECIAL 

DISTRICT STORY?
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HOW TO ARTICULATE 
YOUR DISTRICT’S “WHY” 
STORY
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http://www.youtube.com/watch?v=2Ss78LfY3nE


EXERCISE 1: 
WHO IS YOUR 
DISTRICT FOR 
THE WORLD?

In your own words, write down your 
organization’s purpose, cause, or belief 
(not your official mission statement!)
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At Streamline, we ensure special 
districts continue to be the most 

responsive, effective form of local 
government, strengthening 

communities across the country.

EXAMPLE:

Your turn!



WHAT DID YOU 
DISCOVER? 
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EXERCISE 2: 
WHY DID/DO YOU 
CHOOSE TO WORK 
FOR YOUR DISTRICT?

What made you join your particular 
organization?

What lights you up about the work you do?

20

I worked in clinical research before at 
UCSF where I worked with patients. 

And here, I found purpose and 
mission; I wasn’t working to just sell. 

That was something that was 
important to me. Also growing 
something from small to big.

—Maria Lara

EXAMPLE:

Your turn!



WHAT DID YOU 
DISCOVER? 
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EXERCISE 3: 
USER
STORIES

This is a great way to think about your 
organization from the point of view of the 
people you serve. Format:

As a …

I want …

So that ...
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As a [parent who lives in this 
community], I want [safe, clean parks 

and robust afterschool programs] 
so that [my children are able to spend 

more time outdoors].

EXAMPLE:



GETTING THE 
WORD OUT
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AFFORDABLE IDEAS:

Your website
╺ Feature on the homepage
╺ Update site often so people know to 

check
╺ Keep SEO in mind

Email campaigns
╺ Regular newsletters
╺ Special announcements
╺ Push readers to your site
╺ Make sure there is a signup on your site
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Local media / newspapers

╺ The more personal and interesting the 
story, the more likely it will be published

╺ The more a story includes locals (esp 
kids!), the more likely it will be shared 
(newspapers aren’t just in print 
anymore…)
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AFFORDABLE IDEAS:



Guerrilla marketing techniques

╺ More affordable than traditional 
marketing methods

╺ Can include things like using sidewalk 
chalk, designing community murals, 
holding community events and open 
houses, etc.
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AFFORDABLE IDEAS:



EXAMPLES
& TIPS
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THE STORY: 

An overwhelming majority of special districts serve 
their communities well and are a better choice than 
investor-owned utilities and service providers.

And yet, many people don’t even know you exist.
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http://www.youtube.com/watch?v=0Mt15QDVWoQ




http://www.youtube.com/watch?v=9o4yr1HjKrY
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MAKE IT PERSONAL

● Connect the story to community members - the 
more specific, the better!

● Why does this matter to the reader? Does it affect 
them in any way?

● How do you want them to feel after reading or 
hearing your story?
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“I've learned that people will forget what you said, people will forget 
what you did, but people will never forget how you made them feel.”

   
– Maya Angelou
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MAKE IT PERSONAL

This is something that can 
use my support

I recognize these people 
and location



35

MAKE IT PERSONAL
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MAKE IT IMPERSONAL?
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MAKE IT IMPERSONAL? 
Well, maybe...
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MAKE IT DIGESTIBLE

● People scan, then skim: use headings or icons to 
break sections or topics up if content is long

● Try to keep figures and facts focused and easy to 
digest (use infographics, bullet points)



RECAP
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Your story matters - tell it!
(If you don’t, who will?)

Connect with your “why” and your 
community’s needs.

Be engaging, make it personal.
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Telling your story doesn’t have to be expensive. 

Use social media, your website, even sidewalk 
chalk to get the message out!
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THANKS!

Mac�Clemmens�+�Maria�Lara
mac@getstreamline.com�+�maria@getstreamline.com�

mailto:mac@getstreamline.com
mailto:maria@getstreamline.com

