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Overview 

• Values Based Communication Strategy 

• APTA 

• Keys to Success 

 

Identify and communicate around the core values of your region 

Timing 

Research and strategic Intelligence 

Problem awareness 
 

Diverse, Community Leader Champions 
 

 

Specific answers: “What is in it for me?” 
 

 

Targeted Messaging 

Stay on Message 

• Identify/communicate the core values of your region 

• Timing 

• Research and strategic Intelligence 

• Problem awareness 

• Diverse, Community Leader Champions 

• Specific answers: “What is in it for me?” 

• Targeted Messaging 

• Stay on Message 
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Why Voters Turnout & Vote to Support  

• A personal connection or affect to the 
spokespeople and high-profile figures 
associated with the campaign. 

• Belief that the candidate/issue will have a direct 
positive impact in their life or the lives of 
people they care about. 

• Belief that your candidate or issue supports 
their core values—they may not agree with 
every message, but believe it will 
protect/promote the things they care most 
about. 
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The Power of “Values” 

Helping you start discovering the 

possibilities, unlocking your passions 

and articulating a vision to your 

future. 

Many of the most successful enterprises have been built on our values 

research approach to help a client unlock the key to what makes them 

most powerfully and personally relevant to their key stakeholders 

Drinking milk every day helps you 

maintain a healthy weight and look 

your best. 

What happens in Vegas, 

stays in Vegas. 
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 Values are the central guideposts for human 

decision making. 

 

 Make clear which issues have the greatest 

impact 

 

 Visions built on the public’s values focus, 

engage, and unify public and leaders behind 

action—action the public wants and 

therefore will support. 

What are Values? 
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Ideal to inspire to 

DO something 

• They are 
motivational 

Ideal to build coalitions-- 
expand our base and  
reach out 

• Widely shared 

Echoes of our past 
Ideals for our future 
Continuity throughout 
a project--umbrella 
theme 

• Stable, enduring 

Why Values Matter 
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 Self-Esteem 

 Personal Satisfaction 

 Sense of Accomplishment 

 Security 

 Care for Others 

 Peace of Mind 

 Enjoyment / Enjoy Life 

 Happiness 

 Personal Freedom and Control 

 Take Care of Family 

 Longevity 

 Concern for Future Generations 

 Belonging 

 Trust 

 Sharing with Others 

 Self-Fulfillment 

 Sanctity of Life 

 Pride 

 Love 

 Self-Preservation 

 Preserve the Earth 

 Eternal Life / God 

 Respect 

 Self-Image 

Personal Values 
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An Effective Theme or Communication 
Must Connect Both Rationally and Emotionally 
 

Source:  Understanding Consumer Decision Making; 

Neuroscience Association; Means-End Theory 

Persuade By Reason, 

Motivate By Emotion 

Identifying the rational and emotional drivers 

of this hinge is the purpose of “values” 

research. 
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Emotional Benefits/Consequences 

(Emotional or social consequences 

derived from the functional 

consequences) 

Attributes 

(Life’s needs/wants) 

Personal Values 

(Stable, enduring personal goals) 

Emotional Level 
 

How AARP identifies with 

the stakeholders’ feelings 

and personal experience to 

elicit emotional responses 

aligned with the consumer’s 

core values, needs, and 

wants. 

Rational Level 
 

What matters (needs and 

wants) in the lives of 

Americans 50+ and 

consequences of the choices they 

make in “living” 

Functional Benefits/Consequences 

(Functional consequences derived from  

pursuing life’s needs/wants) 

Values Research: Rational and Emotional  
linking the components 



H
eart +

 M
in

d
 

 S
T

R
A

T
E

G
IE

S
 

10 

LOGIC QUESTIONS ANSWERS 

ATTRIBUTE 

FUNCTIONAL 

CONSEQUENCE 

PERSONAL 

CONSEQUENCE 

VALUE 

Why did you rate the quality of life 

in the region so high? 

Why is that important to 

you? 

What is the benefit to you 

when you can raise your 

son in a safe environment?  

Why is it important for 

you to be more at 

ease? 

“People here just seem to be 

friendlier”  (The People) 

Why are the “friendlier 

people”  important to you? 

“Better place to raise family” 

(Good place for family 

children) 

“Raise son in a safe 

environment”      (Feel 

Safe) 

“Less worry - more at ease” 

      (Less Worry) 

“Security and love as a 

parent”   (Family Love) 

Example of the values process 
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Campaign Example 
 

National Turnaround in  
Public Transportation 
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 Support for Public Transportation - 2002 

Source: Wirthlin Worldwide Poll, January 2002 

Initial Benchmark 
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Allows Me/Others To
Do Their Job

Do Other Things I Want

Peace of Mind 

Accomplishment

Personal Mobility

Choices and Options

Local Accessibility

Less Stress 
The entire community 
benefits as a result of 

the opportunities 
provided by mobility, 

choice, and accessibility 
which generate a peace 

of mind from the 
accomplishments of 
people getting their 
jobs done or other 
things important to 

them. 

Community Benefit Built on 
Personal Opportunity 
PRIMARY VALUES ORIENTATION 
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See   Video  #1 
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 Support for Public Transportation - 2002 

Source: Wirthlin Worldwide Poll, January 2002 

Initial Benchmark 

 Support for Public Transportation - 2005 
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 Support for Public Transportation - 2002 

Oppose

27%

Support

47%

Undecided

26%

 Support for Public Transportation - 2005 

Source: Wirthlin Worldwide Poll, Wave 4, April 2005 
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  (PT)2 is Working 

INCREASE IN PERCENTAGE OF LOCAL TRANSIT FUNDING REFERENDA 

PASSED ANNUALLY SINCE THE BEGINNING OF (PT)2 

2008 77% 

2009 70& 
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“Public Transportation Takes Us There” 

• A single, unified platform for all 
communications 

• Message is positive, forward-looking and 
evokes movement 

• “There” means something different to each 
audience: the economy, energy 
independence, the environment or 
improved quality of life 

• Easily customized to circumstances or 
legislation (e.g. Energy, Climate Change, 
Authorization) 
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Public Transit Benefits 

Q807  The benefits of public transportation generally fall into 3 broad areas:  economic benefits, environmental 

benefits, and energy related benefits.  Comparing these types of benefits, about what percent of these benefits fall 

into each of these categories (your responses should total 100%)?  

Economy 

Energy 

Environment 
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Public transportation plays a significant role in finding a solution to the numerous challenges 

facing America today. Investing in public transportation not only creates jobs and stimulates 

economic growth, it reduces our dependence on foreign energy, protects the environment 

and improves our quality of life. Whatever the priority, whatever the issue, public 

transportation takes us there.  

“Takes Us There” Message Works 

72% 

83% 
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Campaign Approach 

Ground Game 
(GR/Comm.) 

Air Cover DC & Targeted Local 
Advertising 

Local Media 
Outreach 

Constituents/Public 
Third Party 
Influencers 

DC Events, 
Marketing, Media 

Outreach 

Government Relations,  
Direct Member/Staff 

Contact 

PR 
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“Takes Us There” Advertising 

• Primarily DC-based to reach Congress and 
other influencers/policymakers, includes: 

– Print 

– Radio 

– Online 

– Transit 

• Localized versions available for use 

24 
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Economic 

Message 

25 
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Economic – Local Ad  

26 
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Environmental 

 

Quality of Life 

 

Energy 
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Keys to Success 
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Keys to Success 

• Identify and communicate around the 
core values of your region 

• Timing 

• Research and strategic Intelligence 

• Problem awareness 

• Diverse, Community Leader Champions 

• Specific answers: “What is in it for me?” 

• Targeted Messaging 

• Stay on Message 
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No Silver Bullet:  
Messages Targeted to Your Region 

Finish the Freeways    
 

Getting our Economy Back on Track 

Choice: The Urban Commuter Rail: New Ways to 
Connect  
•Existing Tracks 
•Keep the Freeways Moving 
 

Keep K.C. Working 
•Neighbors Helping Neighbors 
•What if you had no way to get to your job? 
 

Its all about more choices… 
 

Pulling Together 
•Pulling Together: Employers and Employees 
•Pulling Together: Sports and Fans 
 

Serving All Walks of Life 
 

Wherever Life Takes You…We’ll Get You There 
 

Some of us ride it.  All of us need it. 

 

 

Phoenix 
 

Santa Clara 
 

Austin 

 

 

 

Kansas City 

 
Miami-Dade 
 

MARTA 

 
Lansing 
 

Tulsa 
 

St Louis 
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Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    

CONSEQUENCES 

FUNCTIONAL 

CONSEQUENCES 

ATTRIBUTES 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a 
Victim of Crime 

Traffic 
Scenic 
Beauty 

Outdoor    
Recreation 

Climate 

More               
Crowds 

Have More     
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

UTAH:  Personal and Community Enrichment 

Children and Future Generations 

Self Esteem 

             (31%) 
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Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    

CONSEQUENCES 

FUNCTIONAL 

CONSEQUENCES 

ATTRIBUTES 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a 
Victim of Crime 

Traffic 
Scenic 
Beauty 

Outdoor    
Recreation 

Climate 

More               
Crowds 

 Have More    
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Personal Time and Opportunity 

Self Esteem 

   (21%) 
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Time, Opportunity for Personal Priorities   (34%) 

Outdoor/Scenic Component (positive) 

Outdoor Rec /  

Scenic beauty 

Do Other Things / 

Have More Choices 

Less Stress /  

Spend Time With 

Family 

Peace of Mind /  

Personal 

Enjoyment 

The beauty of the 

region provides 

many recreational 

options.  Residents 

are surrounded with 

opportunities to 

experience the 

outdoors and relax 

with their families.  
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Time and Opportunity for Personal Priorities (34%) 

Traffic/Commute Component (negative) 

Commuter traffic 

More time spent 

driving 

Stressful /  

Can’t spend time 

with family 

No Peace of mind 

Less Personal 

happiness 

By Spending 

Less Time on the 

Road, Residents 

are Able to Save 

Time , Relax and 

Spend Time with 

their Families 
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UTA:  Future Generations  

See   Video  #1 

See   Video #2  #1 
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LESS  

STRESS 

PROLONGS 

LIFE 

MAKES ME 

HAPPY 

DO OTHER  

THINGS 

SPEND MONEY 

OTHER THINGS 

A
ttrib

u
te

s
 

F
u

n
c
tio

n
a

l 
E

m
o

tio
n

a
l 

V
a

lu
e

s
 

THE SUN / 

WEATHER 

HAVE 

FAMILY 

HERE 

CAN GO OUTDOORS /  

DO OUTDOOR 

ACTIVITIES 

HEALTHY  

LIFESTYLE 

SPEND TIME WITH  

FAMILY / FRIENDS 

I CAN 

RELAX 

PEACE OF MIND 

LOW CRIME 

LESS TRAFFIC 

SAVES ME TIME 

PERSONAL 

SECURITY 

FAMILY LOVE 

VARIETY OF  

THINGS TO DO 

WELL BEING 

THE BEACH 

ADEQUATE 

INFRASTRUCTURE / WELL 

MAINTAINED 

PERSONAL  

ENJOYMENT 

FEEL SAFE 

PEACE OF MIND 

SAFE/SECUR

E  

COMMUNITY 

LESS WORRY 

ROADS SAFE  

TO DRIVE 

PLANNING FOR 

GROWTH 

QUALITY  

OF LIFE 

ENJOY 

NATURE 

NATURAL 

ENVIRONMENT 

JOBS/WORK  

AVAILABLE 

MAKE MORE 

MONEY 

LESS 

OVERCROWDIN

G IN SCHOOLS 

CHILDREN WILL 

LEARN BETTER 

CHILDREN HAVE 

BETTER QUALITY 

OF LIFE 

DO A GOOD JOB AS  

A PARENT 

PRIDE 

CAN BE  

ACTIVE 

ENJOY 

LIFE 

PERSONAL 

ENJOYMEN

T 

THEME 

PARKS 

BRING IN  

TOURISM 

BENEFIT 

FLORIDA 

ECONOMY 

LIMITED 

GROWTH 

SELF 

SATISFACTIO

N 

THINGS LOCAL/  

ACCESSIBLE 

NEIGHBORLY / 

FRIENDLY 

PEOPLE  

HAVE PRIVACY / 

NOT BOTHER 

OTHERS  

KIDS 

ARE 

SAFE 

GOOD 

SCHOOL 

SYSTEM 

THINGS  ARE 

LOCAL / 

ACCESSIBLE 

LESS 

STRESS 

PERSONAL 

ENJOYMENT 

39% 

LARGE LOTS / 

YARDS 

Central Florida Decision Making Map 
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Three Foundational Values Pillars of 
Central Florida 
 

Nature and the 

Outdoors 

High Quality 

of Life from 

Enjoyment in  

Family 

Friendly 

Activity Nature 

Allows 

 

Peace of Mind 

and Security 

from Living in 

Safe and 

Secure 

Communities 

Safe and  
Secure 

Communities 
Education 

Community 

and Parental 

Peace and 

Pride   

Through Good 

Educational 

Opportunities 
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Key Values Strategy 
Peace of Mind from Living in Safe and Secure Communities 

Key Stakeholder 

Central Florida 

Safe, Neighborly 

Community 

Feeling Safe 

Less Worry Over  

Personal and Family  

Safety 

Leading to Greater 

Peace of Mind and  

Sense of Security 

We believe familiar, 

and friendly 

neighborhoods are 

important for 

everyone and need to 

focus growth in  

creating these 

environments where 

peace of mind and a 

sense of security 

flourish  

Foster Distinct, Attractive Place to LIve 



H
eart +

 M
in

d
 

 S
T

R
A

T
E

G
IE

S
 

39 

Values Translated into Visions and Scenarios 
Safe and Secure Communities 

CENTERS 

Increasingly, communities 
in Central Florida have 
created successful “city 
centers” with a mix of 

commercial and 
residential development.  
Rich architectural details 
create a unique “feel” for 
each community. These 
centers provide “all that 
you need” to live, work 
and play within close 

proximity. 

Foster Distinct, Attractive Place to LIve 
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Key Values Strategy 
High Quality of Life from Enjoyment in  

Family Friendly Activity Nature Allows 

Key Stakeholder 

Central Florida 

Weather, 

Environment,  

Natural Beauty 

Recreation 

Enjoy Outdoors & 

Nature 

Live Healthy 

 

Live Better Enjoying 

& Relaxing w/ Family 

and Friends 

Personal & Family 

Enjoyment, and 

Development 

We envision a future 

and a place where 

nature is preserved 

so that families and 

individuals are able 

to experience the best 

of the amazing 

outdoors that 

surround us to better 

the quality of our 

lives and increase the 

joy we get out of life 

27% 

Preserve Open Space 
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Traffic 
By Spending Less Time 

on the Road, Residents 

are Able to Save Time , 

Relax and Do Things 

They Enjoy 

Key Stakeholder 

Less commuter 

traffic 

Less time spent 

driving 

Less road rage 

 

Less stressful 

Do other things/ 

Spend time with 

family 

Peace of mind 

Personal happiness 

Central Florida 

Other Values Themes in Central Florida 
 

Provide Transportation Choices 
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Timing 

• Key factor in timing links to who makes up your 
winning coalition of voters: 

• How strong is support?  
• When are they likely to turn out? 

• General, primary, Presidential or ‘off year’, special… 
• What else is is on the ballot to impact their  turnout? 

 

• Generally requires 16-18 months from time that 
key components of strategy are known and in 
place (funding mechanism, theme/message, 
modal emphasis).  Many other factors impact…  

• Transportation/Transit image 
• Public outreach/engagement 
• Problem awareness 
• Familiarity with vision and proposed solutions 
• Fundraising 
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Research and Strategic Intelligence 

• Identify Key Issues/Concerns (problem awareness) 

• Identify core values and themes 

• Hone message to address key issues in context of 
key themes/values 

• Identify best mix of projects (modes and specific 
projects) 

• Identify your winning coalition and when they 
turnout (helps determine timing) 

• Test public reaction to funding mechanisms 

• Identify key spokespeople/groups 
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Problem Awareness 
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Problem Awareness 

See   Video #3 

  # 
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Diverse Community Leader Champions 

Take every opportunity to link to 

broad, diverse coalition partners 
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47 

Diverse Community Leader Champions 

See   Video #4 
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Specific Solutions:   

Part of a Vision that Helps Everyone 

Educate the Public.  Sell the big picture—a 

transportation system that helps everyone. 

When People Thrive, Communities Thrive. 

Even if you never ride, you benefit. 
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Specific Solutions:   

Part of the People’s Vision 

Educate the Public.  Sell the big picture 

Particularly if it is their vision! 

Misplaced Emphasis? 
•What the…? 

•Stop Plannerspeak 

•The People’s Vision 

•Tie into the equity of well 

established community process and 

vision 

•Continuation of your vision—

protecting and promoting what you 

value most Metroplan  2030 Long Range 

Transportation Plan Executive Summary 
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Specific Solutions:  What is in it for me? 

Nevertheless, its still 

about the bigger 

system 
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Targeted Messaging 
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Stay on Message 

 
“Our coalition of supporters made for strange 

bedfellows. We had the business community, 
elected officials, bus operator unions, even 
environmentalists all preaching our simple, 

consistent message. Even when our  
opponents tried several different attacks,  

we all stayed on message.”   

 

Natalie English, Charlotte Chamber 

 
 
 

 

Staying on Message = Force Multiplier 



Successful Communications Strategy  
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Dee Allsop, Ph.D. 
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