
Framing((
Your(Message( The Worst Climate Message Ever?

The Story of 
Bisphenol A (BPA) 

vs
Children



Now they 
want to 
take my 

children’s 
toys away!!!

Government 
taking away 
your rights/
freedom to 

parent

Both sides defined the 
message in their own 

terms

Guess who won?

Did The Environmentalists 
Learn?

Corporations 
taking away 

your right and 
freedom to 
protect your 

child

California Governor Jerry 
Brown signed the Toxin-
Free Infants and Toddlers 

Act into law on October 4th 
2011



Facts must be framed in terms of 
their personal importance Frame The Debate

Or the Debate Frames You

Don’t let someone else 
frame your message

Or assume your 
message is already 

understood 



Don’t let someone else 
frame your message

Or assume your 
message is already 

understood 

Our mind 
is not a 
book

Gosh what a great day yesterday.  
We got up early and cooked some 
breakfast by the campfire and then 
hiked for an hour in the predawn 

light before we got to our 
destination which was Mirror Lake 
when there was no one there and 
the lake was still and I could get a 
perfect shot in the best light with 

no people in the background 



Pictures

Will define your message

Framing your message

Tells your story the way you want it to be told

Let visuals define your 
message

The Bad

San Francisco
San Francisco



Southern California Water

The Ugly

CA Highway

The Good

Texas

Australia



Australia

In the dorms:
Boulder, CO

Brisbane,
Australia

Paw Paw,
Michigan Freedom

Patriotism

Self-Reliance

Independence

FreedomThreat

Insecurity
Fear



Know 
your 

audience

Rule of 
Reciprocity

Your message must be matched to 
your audience’s values/morals

= IDENTITY

Values
Freedom

Opportunity

Fairness
Safety

Individualism

Community

Family
Children

Independence

Self-reliance

Happiness

Goodness

Discipline
Patriotism

Loyalty Respect

Faith Love

Frame with 
visual values 
that tell your 

story  



Fracking 
Supports:

Safety

Security
Freedom/Independence

Decency/Goodness

Family/Children

Visual & 
Sounds:

Upbeat music
Nature preserved

Food, family & farm
Hard work
Tradition

Hmmmmm

Fracking 
Threatens:

Safety

Security
Freedom/Independence

Decency/Goodness

Family/Children

Visual & 
Sounds:

Heartbeat/Drumbeat
Intense/danger music
Nature destroyed
Military Campaign
Poisoned Water

Hmmmmm

Be brave

Don’t 
forget to 
entertain

(& make 
them laugh)

Give them some endorphins



How Do You 
Structure Your 

Message?

A Tale of Two 
Messages

Message: Our aging water system 
requires major improvements to 
keep it running smoothly. We will 
invest $2 billion in our water, 

wastewater and drainage system 
so we can maintain our city’s 

quality of life.

You can’t live without 
water.

We’re making sure it’s 
always there.

YOUR WATER SYSTEM IS OUR 
PRIORITY

This is my 
water system

We share 
the challenge 

together

We are 
investing in 

our quality of 
life

We are 
ensuring our 
safe future



THEY

Are lying! 
They say 18% 
BUT REALLY

Because the 
Federal 

Government is 
making us pay!

ACTION

PROBLEM

3 STEPS

TAGLINE

Tagline

What is the 
Problem really 

about?

The City has an aging system.

There is no substitute for water. 

or
What 
Action 
are you 
asking 

them to 
take?

The City will have to pay $2 billion for 
the upgrades.

Invest in our future so we can maintain 
our quality of life.

or
Problem

Tagline

Action



People act based on 
their values & morals

REPEAT
REPEAT
REPEAT
REPEAT
REPEAT 
REPEAT
REPEAT
REPEAT
REPEAT
REPEAT

AND FINALLY

Surfrider Foundation

South Padre Island, TX

Catch of the Day Campaign Galveston Beach, TX Newport Beach, CA



New

Jersey

If you litter in the 
street, you might as 

well litter in the river

When you’re washing 
your car in the 

driveway remember 
you’re not just 

washing your car in 
the driveway

When your pet goes 
on the lawn it doesn’t 
just go on the lawn.

When your car is 
leaking oil on the 

street remember it’s 
not just leaking oil on 

the street

When you’re 
fertilizing the lawn 

remember you’re not 
just fertilizing the 

lawn

New

Jersey

Charlottesville

North Carolina

Denver
Use Only What You 

Need
Multimedia Campaign 

2006-2016



Problem

TaglineAction



2016 Day Without Water

Use songs

Use Videos!

Two all beef patties…

The Original - Seattle



What’s the problem?

What’s the action?

What’s the tagline?

Dog poop in the water

Bag it up

Bag it up

Time to Work

	VALUES:		Loyalty,	Respect,	Freedom,	Self-Reliance,	Individualism,	Community,	Safety,	Fairness,	Happiness,	Family,	Independence,	Goodness,	
Decency,	Opportunity,	Patriotism,	Discipline,	Faith	

Problem/Tagline	
	
Sewer	rates	ready	to	
rise	again!	
	

Action/Tagline	
	
Pay	more	than	double	
your	current	rate	by	
2016.	

Bigger	Picture	
Problem/Tagline?	
	

(Examples)	
	

§ There’s	no	substitute	for	
water	

§ No	water	sucks	
§ What	goes	in	the	ocean	

goes	in	you	

Problem-Action	Exercise:	Give	Cleveland	a	Better	Message	

Visuals	&	Messaging	
	
Cleveland	Plain	Dealer	Bar	
chart	
Music?	
Pictures?	
Video?	
Values?	

Northeast	Ohio	Sewer		
District	
	
	

Your	Task:	Northeast	Ohio	Sewer	District	Marketing	Campaign	
	
	

Better	Action/Tagline?	
	

(Examples)	
	

§ Use	only	what	you	need		
§ Invest	in	our	quality	of	life	
§ A	vote	against	the	library	

is	like	a	vote	to	burn	
books	

Visuals	&	Messaging	
	
§ What	pictures	will	you	

use?	
§ What	music?	
§ What	video?	
§ What	values	are	you	

emphasizing?	
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But what happened to 
Cleveland?



The suburbs sued

District locked into years of 
litigation

Moved forward with rate increase and 
marketing campaign in 2015

Criticized for a $4.6 million “outreach” 
budget including:

Evaluations



My Email: 
sdief@efcwest.net 

Sarah Diefendorf


