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Overview  

ÅValues Based Communication Strategy  

ÅAPTA 

ÅKeys 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: ñWhat is in it for me?ò 
 

 

Targeted Messaging 

Stay on Message 

Å Identify/communicate the core values of your region  

ÅTiming  

ÅResearch and strategic Intelligence  

ÅProblem awareness  

ÅDiverse, Community Leader Champions  

ÅSpecific answers: òWhat is in it for me? ó 

ÅTargeted Messaging  

ÅStay on Message  
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Why Voters Turnout & Vote to Support  

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

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

ÅBelief that your candidate or issue supports 
their core values ñthey 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 òValuesó 

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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V Values are the central guideposts for human 

decision making. 

 

V Make clear which issues have the greatest 

impact 

 

V Visions built on the publicôs values focus, 

engage, and unify public and leaders behind 

actionðaction the public wants and 

therefore will support. 

What are Values? 
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Ideal to inspire to 

DO something 

ÅThey are 
motivational 

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

ÅWidely shared 

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

ÅStable, enduring 

Why Values Matter 
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VSelf-Esteem 

VPersonal Satisfaction 

VSense of Accomplishment 

VSecurity 

VCare for Others 

VPeace of Mind 

VEnjoyment / Enjoy Life 

VHappiness 

VPersonal Freedom and Control 

VTake Care of Family 

VLongevity 

VConcern for Future Generations 

V Belonging 

V Trust 

V Sharing with Others 

V Self-Fulfillment 

V Sanctity of Life 

V Pride 

V Love 

V Self-Preservation 

V Preserve the Earth 

V Eternal Life / God 

V Respect 

V 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 ñvaluesò 

research. 
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Emotional Benefits/Consequences 

(Emotional or social consequences 

derived from the functional 

consequences) 

Attributes 

(Lifeôs needs/wants) 

Personal Values 

(Stable, enduring personal goals) 

Emotional Level 
 

How AARP identifies with 

the stakeholdersô feelings 

and personal experience to 

elicit emotional responses 

aligned with the consumerôs 

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 ñlivingò 

Functional Benefits/Consequences 

(Functional consequences derived from  

pursuing lifeôs needs/wants) 

Values Research: Rational and Emotional  
linking the components  



H
e

a
rt +

 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? 

ñPeople  here just seem to be 

friendlier ò  (The People)  

Why are the ñfriendlier 

peopleò  important to you?  

ñBetter place to raise family ò 

(Good place for family 

children)  

ñRaise son in a safe  

environment ò      (Feel 

Safe) 

ñLess worry - more at ease ò 

      (Less Worry)  

ñSecurity and love as a 

parent ò   (Family Love ) 

Example of the values process 



11 

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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ñPublic Transportation Takes Us Thereò 

ωA single, unified platform for all 
communications 
ωMessage is positive, forward-looking and 

evokes movement 
ωñThereò means something different to each 

audience: the economy, energy 
independence, the environment or 
improved quality of life 
ωEasily 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.  

ñTakes Us Thereò 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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ñTakes Us Thereò Advertising 

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

ςPrint 

ςRadio 

ςOnline 

ςTransit 

ωLocalized versions available for use 

24 
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Economic 

Message 

25 
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Economic ς 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  

ÅIdentify and communicate around the 
core values of your region  

ÅTiming  

ÅResearch and strategic Intelligence  

ÅProblem awareness  

ÅDiverse, Community Leader Champions  

ÅSpecific answers: òWhat is in it for me? ó 

ÅTargeted Messaging  

ÅStay 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  
ÅExisting Tracks  
ÅKeep the Freeways Moving  
 

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

Its all about more choicesé 
 

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

Serving All Walks of Life  
 

Wherever Life Takes YouéWeõll 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  

 



H
e

a
rt +

 M
in

d
 

 S
T

R
A

T
E

G
IE

S
 

31 

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 
Lifeôs 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%) 


