
VALUE BASED COMMUNICATION

Building Public Support for Conservation



Decision Making = Action



VALUES 
INPUT 
HERE!

AND HERE!

AND HERE!

To get to values requires 
participation of 

stakeholders in entire 
process

Scientist, planners, landowners, community members, 
organizations all need to be involved throughout!



Social Capital



ELEVATOR SPEECH

SHARE YOUR MESSAGE 

(This is a test!)



Read the Color, Not the WordRead the Words



Read the Color, Not the Word







People are Irrational



We Only Believe What We Already Know



Cognitive Dissonance

Understanding

Value

Value
Value

Dissonance

Resonance

Info
Info

Info



Words Matter. Facts Don’t.

Your
values

Shared
values

Audience
values



Share American Values

The key that opens hearts and mindsFrame Alignment:
The Key To Hearts And Minds

PRIMARY VALUES
Family/personal security

Personal responsibility

Personal liberty

Honesty/integrity

Fairness/equality

SECONDARY VALUES
Care for others

Stewardship

Personal fulfillment

Respect for authority

Love of country or culture



Shared Community Values

Fairness
Convenience
Affordability

Access
Preservation
Open Space

Choice
Reuse
Community Space

Frame Alignment:
The Key To Hearts And Minds



Polling Result

The key that opens hearts and minds

The Language of Conservation

Talk About The Three W’s

Water Wildlife Working farms 
and ranches



The key that opens hearts and minds
The Language of Conservation

Other Do’s

Future 
Generations

Legacy
Recreational 

Value
AccessShared 

Responsibility
Public
Health

Economic 
Compatibility

Fiscal 
Responsibility

Sense of PlaceQuality of Life





EVOKE VALUES

ESTABLISH CONTEXT

DEFINE ISSUE

What are the shared values and assumptions of the 
community?

What is the context in which the story is 
happening?

How does the issue fit within 
the context and values?

Frame Development



Smart Growth Frame 

Sprawl is gobbling up our land, emptying city 
cores, creating congestion, pollution, blight, 
economic shifts, and contributing to social 
inequity, obesity, asthma, and loss of 
community.

Smart Growth will create stronger 
neighborhoods and regions, reduce pollution 
and congestion, improve community health. 



Poorly planned development threatens our 
environment, our health, and our quality of 
life in numerous ways. 

Sprawl spreads development out over 
large amounts of land.  Sprawl pollutes 
our air and water. As reliance on cars and 
pavement of more and more roads 
increases, so does smog and pollution 
from water runoff. Today, more than half 
all Americans live in areas where the air 
is unsafe to breathe. Sprawl destroys 
more than two million acres of parks, 
farms and open space each year. Sprawl 
increases traffic on our neighborhood 
streets and highways. Sprawl lengthens 
trips and forces us to drive everywhere. 
The average American driver currently 
spends the equivalent of 55 eight-hour 
workdays behind the wheel every year.

The Good News
Runaway growth is not inevitable -- we can 
have cleaner air and water, more choices in 
transportation modes and places to live, and 
better-protected parks, farms and open 
spaces. Hundreds of urban, suburban and rural 
neighborhoods are using smart-growth 
solutions to address the problems caused by 
sprawl.  

http://www.sierraclub.org/sprawl/�


EVOKE VALUES

ESTABLISH CONTEXT

DEFINE ISSUE

Current trends lead to (list of bad things) 

Sprawl



Pro Property Rights Growth Frame 

Individual liberty, property rights, the 
functioning of the free market and consumer 
choice are threatened by over-reaching land 
use regulation.

The Smart Growth movement wants to tell you 
where to live, how to live, and what and when 
to drive.



EVOKE VALUES

ESTABLISH CONTEXT

DEFINE ISSUE

Individual liberty, freedom, choice

Overreaching land use regulations.

Smart Growth Movement.



EVOKE VALUES

ESTABLISH CONTEXT

DEFINE ISSUE

Fairness, big picture, community benefits, choice, security, 
convenience, conservation, stewardship, community, quality 
of life

What, where, and how we build 
next.

Promote quality development that helps 
us to grow and prosper.

Growth & Development Frame





EVOKE VALUES

ESTABLISH CONTEXT

DEFINE ISSUE

Water quality, future generations, wildlife, working families 
and farms, sense of place

We must protect our county’s 
land, water and wildlife before it 
is too late.  

Blaine County is one of the 
fastest growing regions in the 
country.





The Need for Permanent Protections
Since taking office, the Bush administration aggressively worked to eliminate the Reagan 
wildlife standard, disregarding bipartisan cooperation and sound scientific underpinnings 
over the objections of conservation groups, sportsmen, and outdoor businesses.

Countless opportunities for adventure.
Federal lands provide unparalleled opportunities for your adventures – camping, hiking, 
kayaking, hunting, angling and wildlife viewing.   These activities provide social and 
economic benefits to communities.  According to the Outdoor Industry Foundation, 
recreation contributes $730 billion annually to the US economy.

Restoring Balance to the Management of Our Public Lands
Federal land managers will face many challenges in the coming years. 

Now, more than ever, we need science-based reforms to federal policies, ensuring that 
wildlife is around for generations to come.







ADVOCACY FRAMEWORK

Building Public Support for Conservation



1. What 
Needs to 
Happen

2. What 
are the 
Facts?

3.Who can 
make it 

happen?

4. What 
story do 

they need 
to hear?

5. How can 
we make it 

happen?

6. What 
resources 

do we 
have?

7. How do 
we tell it is 
working?

What are 
our first 
steps?



Step 1: What Needs to Happen?

ISSUE FOCUS

• What problem are we seeking to address?

CAMPAIGN GOALS

• What are our long and short term goals?

• What do we want someone to do?

• How will we measure success?



Step 1: What Needs to Happen?

CHANGE ATTITUDES?

CHANGE BEHAVIOR?

CHANGE POLICY?



Step 2: What are the facts?

THE LAY OF THE LAND

GROUP 
STRENGTH & 
WEAKNESSES

PUBLIC POLICY 
ENVIRONMENT

ALLIES & 
OPPONENTS

RESEARCH AND 
POLLING

SENSE OF PLACE



Step 3: WHO CAN MAKE IT HAPPEN & 
WHO DO THEY NEED TO HEAR IT 

FROM?
PRIMARY TARGETS

• Who has the power to make it happen?

MESSENGERS

• Who should they hear the story from?



Example Targets

Stormwater

Behavior Change

• Large landowners

• Development community
– Green builders

• Water intensive commercial 
businesses 
– Car washes

– Hotels

Policy Adoption 

Who are they?

What do they do?

What do they think?

Why not taken action in the past?

• 2 of the 3 Commissioners

• Homebuilders Association 
majority



Step 4: WHAT STORY DO THEY NEED 
TO HEAR?

MESSAGE FRAME

• What frame communicates our issues and goals?

OUR STORY

• How do we make the frame locally relevant?

MEDIA 

• What media outlets will successfully tell our 
story?



Step 5: HOW CAN WE MAKE IT 
HAPPEN?

TACTICS

• What specific actions or activities should we 
use to accomplish our goals?



Step 6: WHAT RESOURCES DO WE 
HAVE?

CAMPAIGN BUDGET

• How much will it cost to do effective outreach?

RESOURCES

• Who has time, money, expertise?

• How can we access it?

PEOPLE

• How can we use and manage volunteers?



Step 7: WHAT ARE OUR FIRST STEPS?

ACTION PLAN

• What, when, how, do we do things?

• What are easy wins?

• What is our timeframe?



Step 8: HOW DO WE KNOW IF WE 
HAVE BEEN SUCCESSFUL?

MONITOR

• Did we accomplish our goals?

EVALUATE

• What went wrong? What worked?

• What else can we be doing?
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