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WHY SHARE 
YOUR STORY?

If you don’t, someone else will, and 
you might not like what they say.

• Traditional media
• New media

• Social media



WHY SHARE 
YOUR STORY?
Trust is in short supply.

You have an obligation to your 
residents to build a relationship of 

trust – especially as public servants. 



WHY SHARE 
YOUR STORY?

Context is crucial.



WHAT IF THE FIRST IMPRESSION WAS THE ONLY IMPRESSION?

E X A M P L E  1
• Young man went into 

the military and served 
during the war, instead 
of getting promoted for 
his service he was 
demoted.

• Started several 
businesses, which 
failed.

• Went bankrupt – twice.

E X A M P L E  2
• Struggling single mom.
• Suffered from severe 

depression.
• Welfare recipient.

E X A M P L E  3
• Rejected from one 

college.
• Dropped out of 

another college he 
managed to get into.

• Didn’t finish his BA 
degree until 35 years 
later.



YOU’D MISS THE BIG-PICTURE STORY

A B R A H A M  L I N C O L N
La wyer ,  s t a tesman  
a nd16 th P res ident  

o f  the  Un i ted  
S ta tes  a nd  

a bo l i shed  s l avery .

J .  K .  R O W L I N G
Author  o f  the  
Ha r ry  Po t te r  

s e r i es  o f  books ;  
s o ld  a t  l eas t  500  

m i l l i on  c op ies .

S T E V E  S P I E L B E R G
B lockbuste r  

d i rec to r  o f  f i lms  
s uch  a s  E .T . ,  

I nd i ana  J ones ,  
J u rass i c  Pa rk ,  a nd  

more .



YOUR AGENCY 
IS A BOOK

The work your agency does are 
the book’s chapters:
• project
• awards
• deadlines
• accomplishments

. 



SO, LET’S GET 
STARTED TELLING 
YOUR STORY

• What is a story

• Establishing a consistent line 
of communication and 
information with the public.



2 0 X X P R E S E N T A T I O N  T I T L E 9



BUILDING RELATIONSHIPS
D E PA R T M E N T S / E M P L OY E E S
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H o n o r s  o r  a w a r d s
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MEDIA

There are good and not so good reporters, just like 
there are good and not so good people in any 
profession. However, they have a job to do just like you 
do. Working with them is always better than working 
against them.
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THERE IS A  DIFFERENCE BET WEEN NO T LIKING A S T ORY 
AND S T ORY THAT IS  FACTUALLY WRONG

FACTUALLY CORRECT = GOOD S T ORY.  EVEN IF  YOU DON’T LIKE IT.

MEDIA DOESN’T HAVE T O REPOR T FAVORABLY, JUS T FACTUALLY.
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COVID AIN’T GOT 
NOTHIN’ ON THIS

Mine your stories; projects people 
want know about

Find your message, your key points

Know your tools; know how to use 
them

Know your audience, who are they and 
how they receive information

Each story you tell has a different 
communication strategy…but your 
communication foundation (the goals, 
the tools, the approach) is the same





HOW DO YOU GET 
STARTED OR ‘UP’ YOUR 
COMMUNICATIONS 
GAME?

• One bite at a time

• Be consistent with your cadence, 
whatever that may be

• Let people know where you are 
putting information



THE END
J e n n i f e r  F i n c h ,  W e l d  C o u n t y  P I O

C C I  C o n f e r e n c e
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