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“We don’t see things as they are.
We see them as we are.”

Anais Nin



Camden Greenway

Photo by Anya Saretzky, Rails-to-Trails Conservancy

Minuteman Bikeway

Photo courtesy Friends of 

Lexington Bikeway
Schuylkill Banks River Trail

Photo by Laura Pedrick/AP Images





The TrailNation Playbook



Role of Communications + 
Engagement 

• Awareness 

• Public Support 

• Political Will 

• Coalition Building 

• Funding 

• Brand Development

• Brand Visibility 

• Trail Usage



Our Communications Approach

Making the Case. Create It and Amplify It.

Creating Models. Promote Them.

Building the Movement. Energize It.

Increasing Demand. By Marketing Trails and Educating Users.

Measuring Progress. Broadcast Success.
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Attitude

Behavior

Knowledge



Stages of Change

Precontemplation Contemplation Preparation Action Maintenance



Stages of Change FOR TRAILS 

Trails are nice to have I use trails for fun
I need trails in my 

neighborhood
I demand trails for my 

community

Amenity                             Necessity



Our Messaging

Trails Transform Places 

• Fueling Strong Businesses and Economies

• Promoting Social Equity

• Expanding Transportation Options

• Improving Health and Wellness

• Protecting the Environment



What is a Brand? 

Promise

ValueIdentity



Network/ 
Nation

Region

Local/County

Trail





Perception
Destination 
Brand and 

Image

Visitor 
Satisfaction

Brand Loyalty



Content Management 
Strategy
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Content Management: How It Works

CONTENT DISTRIBUTION ·CONTENT DISTRIBUTION · CONTENT DISTRIBUTION

OWNED

Message 
Development

Website

Blogs

Video

Testimonials

In-Person 
Engagement

Events & 
Programming

Signage

EARNED

Traditional 
Media Coverage

Groundbreakings
Ribbon Cuttings
Trail Dedications

Op-Eds
Commentaries

Breaking News 
Comments

Leverage earned 
placements 

across channels

SHARED

Facebook
Instagram

Twitter
LinkedIn

YouTube

Target Specific 
Audiences & 

Demographics

Amplify 
content across 

channels

PAID

Boost social 
content to 
targeted 

audiences



• 80% report using trails for recreation or 
transportation

• 44% use a trail at least once a week

• 60% want access to trails within 10 minutes of 
home
• 72% under age 45

• 85% support building more trails in their 
counties

• 70% support spending $2 per person in public 
dollars annually to add new miles of trails

Telephone survey, May 2015
Bicycle Coalition of Greater Philadelphia

What is the Role of  Data?



What is the Role of  Data?

• 800,000 annual users spend  $3.6 
million*

• Trails are #1 amenity potential 
homebuyers cite re: what they would like 
to see in new communities (ahead of 
public parks and pools) **

•$199 million in annual medical 
costs saved through use of SE PA parks, 
trails***

*Rails-to-Trails Conservancy/William Penn Foundation
**National Association of Homebuilders
***Greenspace Alliance/DVRPC



The Baltimore Greenway 

Trails Coalition seeks to 

create a 35-mile world-

class network of urban 

trails that link together the 

diverse neighborhoods, 

cultural amenities and 

outdoor resources that 

make up the landscape of 

Baltimore City.















1. Shared vision. 

• Collaboration 
• Long-term vision 
• Meaningful participation 



2. Empower advocates. 



3. Create a drumbeat. 



4. Provide concrete actions. 



5. Plan for the long game.  

• Focus on the big picture 
• Multi-sector relationships—private, nonprofit, public 
• Build up partners 
• Recognize value of shared geography 



6. Demonstrate progress.  



Questions?


