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California is a Battleground over the role of government 

Conservative Assault: 

1. 1979 anti-tax Proposition 13. 

2. Constitution Amendment requiring two-

thirds vote for any tax increase. 

3. Over-reliance on borrowing and over-

emphasis on capital (vs. operating) 

budgets 

4. Perpetual ballot propositions reframing 

debate, shifting public policy. 

5. Development of political gridlock 



HEALTH CARE 

CRISIS 
EDUCATION 

CRISIS 

GROWING LOW-

WAGES & POVERTY 

CRUMBLING INFRASTRUCTURE 

SAFETY NET CRISIS 
SOCIAL SERVICES, HOUSING, ETC. 

ENVIRONMENTAL 
DETERIORATION 

DEFENSIVE BATTLES 
NEW POLICIES need new funding 

INFIGHTING OVER RESOURCES 
LOCAL LEGISLATIVE BODIES weaker role 

LANDUSE DECISIONS based on SALES TAX 



1. Social Justice movements are currently fragmented, tactical, and are often at 

odds in fighting for their particular issue (environment vs. jobs, funding for 

education vs. health care vs. housing, etc.). 

2. The current structure of tax and fiscal policies fuels this fragmentation, 
reinforces the increasing polarization of jobs and income, and causes perpetual 

crises in resources to address our core issues. 

3. To win long-term systemic change we must find ways to build powerful alliances 

that include non-traditional institutions & constituencies, along 

with a more unified & strategic approach across social justice 

movement sectors.  

4. Unless we find ways to fundamentally shift public consciousness on 

the role of government and taxes, we cannot win the systemic change 

needed to address the fragmentation, polarization, and perpetual crises.  



 Logic, argument and facts and 
will compel people to get involved.   

 Most people share our values.   

• Most people rarely think about the “issues.” 

• People tend to think about the world through 
stories, metaphors and images.   

• The things that matter to folks are their 
relationships, jobs, and families. 

• People tend to think about the world in 

contradictory ways. 

 We need to pretzel our framing to 
meet people where they are at. 

• How can understanding values allow us to 

move people in a progressive direction?  



Social Values 
Research 
Overview 



The Environics Values Research 

• Started in 1970 doing public opinion polling. In the  
early 80’s moved to comprehensive coverage of issues  
and developed the 3SC Social Values Monitor. 

• Last major in-home survey in the U.S. was 2007  

(1800 Americans). 

• Used by Fortune 500 companies from GM to Proctor and Gamble 

to L’Oreal to take advantage of changing values trends. 

• A person’s mental posture or fundamental world view.  

Shapes how people experience the world. 

• Formed early in life, mostly fixed by one’s mid-teens, evolve slowly over time 

through education and life experiences. 

• Major events – wars, depressions, etc – can trigger society-wide values shift. 

• NOT fads. NOT limited to “moral values.” 

What are Social Values? 



Confidence that, in the end, people get what they deserve 

as a result of the decisions they make, both positively and 

negatively. 

Just Desserts 

1. I feel that people get what they are entitled 

to have 

2. I feel that people get what they deserve 

3. I feel that rewards and punishments are 

fairly given 

4. I feel that people who meet with misfortune 

have brought it on themselves 

Examples of Social Values 



1. Violence is a part of life. It’s no big 

deal. 

2. Violence can sometimes be exciting 

3. It’s acceptable to use physical force 

to get something you really want. The 

important thing is to get what you 

want. 

4. When a person can’t take it anymore 

and feels like he/she is going to 

explode, to be a little violent can 

relieve the tension. It’s no big deal. 

Believing that violence is an inevitable part of life. People strongest on this trend 
even accept violence as an outlet for letting off steam or as a way of getting what 
they want. For some, violence is becoming the only way they can make themselves 
heard in today’s world. 

Acceptance of Violence 
Examples of Social Values 



150+ Social Values Trends 

Acceptance of Violence 

Acknowledgement of Racism 

Active Government 

Adaptability to Complexity 

Adaptive Navigation 

Advertising as Stimulus 

American Dream 

American Entitlement 

Anomie and Aimlessness 

Attraction to Crowds 

Aversion to Complexity 

Brand Apathy 

Buying on Impulse 

Celebrating Passages 

Civic Apathy 

Civic Engagement 

Community Involvement 

Concern for Appearance 

Confidence in Advertising 

Confidence in Big Business 

Confidence in Small Business 

Conformity to Norms 

Consistent Self 

Crude Materialism 

Cultural Assimilation 

Culture Sampling 

Deconsumption 

Ecological Concern 

Discerning Hedonism 

Discriminating Consumerism 

Duty 

Discount Consumerism 

Ecological Fatalism 

Effort Toward Health 

Emotional Control 

Enthusiasm for New Tech. 

Enthusiasm for Consumption  

Entrepreneurialism 

Equal Relationship with Youth 

Ethical Consumerism 

Everyday Ethics 

Everyday Rage 

Faith in Science 

Fatalism 

Fear of Violence 

Financial Security 

Flexible Families 

Flexible Gender Identity 

Gender Parity 

Global Consciousness 

Heterarchy 

Holistic Health 

Importance of Aesthetics 

Importance of Brand 

Importance of Spontaneity 

Interest in the Unexplained  

Introspection and Empathy 

Intuition and Impulse 

Joy of Consumption 

Just Desserts 

Largesse Oblige 

Living Virtually 

Look Good Feel Good 

Malleable Self 

Meaningful Moments 

More Power for Business 

More Power for Media 

More Power for Politics 

Modern Racism 

Multiculturalism 

Mysterious Forces 

National Pride 

Need for Status Recognition 

Need for Uniqueness 

Networking 

Obedience to Authority 

Ostentatious Consumption 

Parochialism 

Patriarchy 

Penchant for Risk 

Personal Challenge 

Personal Control 

Personal Creativity 

Personal Escape 

Personal Expression 

Primacy of the Family 

Propriety 

Protection of Privacy 

Pursuit of Intensity 

Racial Fusion 

Reverse Sexism 

Question Authority 

Rejection of Order 

Religion a la Carte 

Religiosity 

Saving on Principle 

Search for Roots 

Selective Use of Personal 
Services 

Sensualism 

Sexism 

Sexual Permissiveness 

Skepticism of Advertising 

Social Intimacy  

Social Mobility 

Social Responsibility 

Spiritual Quest 

Status via Home 

Strategic Consumption 

Technology Anxiety 

Time Stress 

Traditional Family 

Traditional Gender Identity 

Upscale Consumerism 

Vitality 

Voluntary Simplicity 

Work Ethic 

Xenophobia 
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INDIVIDUALITY

Ecological Fatalism

Xenophobia

Modern Racism

Group-Based Social Dominance

Sexism

Confidence in Big Business

American Entitlement

Tried and True

Innate Good and Evil

Patriarchy

Obedience to Authority

Importance of Discipline

National Pride

Moral Collapse

Religiosity

Humans Superior to Animals

Propriety

Discomfort with Ambiguity
Apocalypse

Traditional Gender Identity

Importance of National Stability
Reluctance to Change

Excessive Taxation

Technology Anxiety
Cultural Assimilation

Saving on Principle
Fear of Violence

Individual Before Community

Male Decline and Discombobulation

Fatalism
Status via Home

Importance of BrandJust Deserts

Ostentatious Consumption

Every Man for Himself
Civic Apathy

Crude Materialism

Joy of Consumption

Acceptance of Violence
Penchant for Risk

Unfettered Individualism

Pursuit of Intensity

Intuition & Impulse
Meaningless Life and Future

Everyday Rage
Anomie and Aimlessness

Social Mobility
Need for Status Recognition

Active Government
Enthusiasm for New Technology Personal Escape

Attraction for Crowds

Distrust

Heterarchy

Sensualism

Government as Economic Equalizer

Social Connectedness

Largesse Oblige

Acknowledgement of Racism

Racial Fusion

Comfort with Ambiguity

Animal Equality

Flexible Gender Identity

Religion a la Carte

Openness to Change
American Liberty Culture Sampling

Global Consciousness

Rejection of Order

No Group Inherently Superior
Civic Engagement

Faith in Science

Ecological Concern

Liberal Communitarianism
Trust

Need for Uniqueness
Entrepreneurialism

Ethical Consumerism
Community Involvement Gender Parity

Brand Apathy

Holistic Health
Meaningful Moments

Deconsumption
Personal Control

Social Responsibility

American Dream

Meaningful Life and Future

Femininity
Altruism

Effort Toward Health

Everyday Ethics

Traditional Community

Duty

Spiritual Quest

Emotional Control

Parochialism

Manliness

Look Good Feel Good

Work Ethic

Female Decline and Discombobulation
Opposition to Group-Based Equality

Search for Roots

Social Intimacy
Aversion to Complexity

Sexual Permissiveness Equal Relationship with Youth

Rejection of Authority
Flexible Families

Personal Creativity

Interest in the Unexplained

Adaptability to Complexity
Tax the Rich

Group Egalitarianism
Introspection and Empathy

Importance of Spontaneity

Traditional Family

Adaptive Navigation

Conformity to Norms

Financial Security

Multiculturalism

Social Isolation

Personal Challenge

Rejection of Tradition

Vitality

Live and Let Live

Good and Bad in Everyone

2007 Social Values Map
New Values 2007
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• Segment 6: 

• Segment 4: 

• Segment 3:   Aspiring People of Color (15%) 

• Segment 5: 

• Segment 2: 

• Segment 1:  

2007 

 Base (15% of pop.) 

Blaming 

Fearful 
(15%) 

Balanced 

Suburbans (27%) 

Self-centered 

Affluent (8%) 

The Anti-Base (13%) 

• Segment 7: 

Angry Fatalists (7%) 

2007 STATEWIDE POLL 





TYPICAL SOCIAL JUSTICE MESSAGE CONSTRUCTION 

PROBLEM 
• Poor and working class communities are suffering 

• Policy makers aren’t accountable 

• Corporations have an explicit agenda that fuels 
these conditions 

SOLUTION 
• These problems will only grow worse unless we 

organize to change them 

• Policy campaigns will address these conditions and 

hold decision-makers accountable 

• What’s needed is building the power of poor and 
working communities 

ACTION 
• Participate in grassroots lobbying, actions and 

meetings 

• Join our organization 

Active Government 

Progressive Values these 

messages tap into 

Civic Engagement 

Government as  

Economic Equalizer 

Community  Involvement 



WHY THOSE MESSAGES MAY HAVE LIMITED IMPACT 

Intuition and Impulse 

Confidence in Big 
Business/Importance of 
Brand 

Civic Apathy 

Group Based Social 
Dominance/Just Desserts 

Fatalism 

Xenophobia/Modern 
Racism 

Traditionalism/Sexism/
Traditional Gender Identity 



City Council 

Board of  

Supervisors 

Boards &  

Commissions 

State Legislature 

Mayor 

Governor 

SOCIAL/ECONOMIC JUSTICE AGENDA 
+ Decent Wages & Quality of Life for All 

+ Fairness, Equality, Opportunity 
+ Authentic Democracy 

CURRENT AGENDA/ DIRECTION: 
- Creation of low-wage, unregulated environment 

- Cutbacks in social spending/role of government 
- Use of Public Capital to subsidize agenda 

4 
Taken into 

Account 

Can Get 

Attention 

3 

6 
Power to have 

Major Influence 

decision-making 

8 

Active 

Participant in 

Decision-

making 

10 
Decisive 

Decision making 

Power or 

Influence 

2 
Not on 

Radar 

Die Hard Die Hard Inclined Towards Active Support Active Support Inclined Towards 

HEALTH 
CARE 

EDUCATION LOW-WAGES 
& POVERTY 

Angry Fatalists 

(7%) 

 Base 

(15%) 

Blaming 

Fearful (15%) 

Aspiring 

People of 

Color (15%) 

Balanced 

Suburbans (27%) 

Self-centered 

Affluent (8%) 

The Anti-

Base (13%) 

OUR 
MVMT 

OUR 
OPPOSITION 

? 



Los Angeles 
Regional 

Experiment 



LOS ANGELES REGIONAL EXPERIMENT 

1.  How can we find values-based constituencies? 

2. How do we use social values analysis to 
develop framing and messaging? 

3. Can we impact attitudes and behavior? 

August – November 2008 



DESIGNING THE 
EXPERIMENT 1. State Values Analysis to 

identify the values-based 

constituencies 

2. Select target constituency 

3. Regional values survey to 

identify geographic 

concentration 

4. Geo-demographic matching 

onto voter or membership list 

5. Selection of Target Values 

6. Development of strategic 

themes and messages 

7. Development of 

communication materials and 

organizing strategy 

8. Apply 

9. Evaluate 
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are Renters 

57% 
30% 
51% 
60% 
58%  

61% 
50% 
30% 

Aspiring People of Color 

30% of SLA 18-39 yr olds 

Latino 

African American 

Have Children 

make less than 
$35,000 

are Democrat  

not registered to vote  

NEVER vote 

DEMOGRAPHICS 



Aspiring People of Color (30% of SLA 18-39 yr olds) 

Top Values 
Multiculturalism 

Technology Anxiety 

Intuition and Impulse 

Propriety 

Active Government 

Modern Racism 

Outer-Directed Self Esteem 

Fear of Violence 

Need for Status Recognition 
VALUES 



WORDLVIEW 

Civic Engagement is an individual act. 

Setting a good example, raising your kids 
right and being a role model is how you 

contribute to society.  

Government should take care of 

society like families take care of 
their own. 

You need to work hard to earn respect. 

Rules, discipline and propriety are 

important characteristics for getting 
ahead. 

They have strong ethnic pride and pride 

in their nationality, but don’t identify as 
strongly with community or as poor/

working class.   

A better life means leaving 

the community. 

Aspiring People of Color (30% of SLA 18-39 yr olds) 



TARGET VALUES and STRATEGIC THEMES 

Multiculturalism 

Black and Brown 
Unity and Pride 

Need for Status 
Recognition 

Being Part of an Elite Group 

Being Seen and Heard 

Getting set up for success 

Being an Educated Voter 

Propriety 

Importance of Discipline 

Doing what’s right 

Being a role model 
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We initially called the 

group Black and 
Brown Voters Club, 

but later changed the 
name to  

Young Urban Leaders, 

emphasizing status 
over multiculturalism. 



Importance of Discipline 

Status  

Importance of Discipline 
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GOTV DOOR HANGER 

NON-PARTISAN VOTER GUIDE 
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1. Four Week Organizing Test 

2. Four Week Non-Partisan Get out the Vote Program 

3. Door to Door Organizing and Phoning to Contact APOCs 

4. Follow-Up One-on-One Visits 
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1. Informal “kick-backs” at local restaurant (Social Intimacy) 

2. 5 Minutes of Fame – Videotaped Interviews on Website (Status) 

3. VIP Election Night Tour (Status) 

4. Organizing Team wore Polo Shirts (Propriety) 

5. IPOD Touch GiveAway 

6. Social Networking Sites 

TACTICS 



4155 total contacts 

85% Commit to Vote 

13% Leads (558) 

277 got involved 

• Status was an effective strategy – introducing COO to people and 

opportunities where they can see themselves moving forward. 

• Recruitment was most effective when leads saw individual self 

benefit. Aspiring People of Color are challenging to recruit – they aren’t joiners, 
and their connection to community is tenuous.  Need new language around 

organizing and social justice.   

• Propriety and discipline were important to project in the culture of the 

organization (images on materials, walk team polos) 

• Addressing contradictions and conflicts between our values and 

target COOs  (Aspiring vs. Fatalism, Propriety vs. Need for Uniqueness/Live 
and Let Live, individual vs. collective attention/success) 
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TRADITIONAL EDUCATIONAL MATERIAL 



ALTERNATIVE WITH NATIONAL PRIDE AS TARGET VALUE 


