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[image: ]“Rights!”
	“The American Dream!” 
“The Constitution!”
				“Free speech!”


In politics, both sides use Freedom Buzzwords to describe their goals.
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Are you framing your messages to build demand, even among those who do not see the urgency or connection?

…and fundamentally different definitions and reasons for desiring it.

But behind the buzz, is a lack of real demand for freedom…


[bookmark: _Toc300927767]executive summary

When there is no consensus on the definition of ‘Freedom,’ when it is desired for disparate reasons, and when it is demanded at varying levels of urgency, how can those who hope to increase its desirability communicate with the American people?
	The Frontier Lab’s Freedom Buzz addresses these questions, providing insights about:
· Why hearing—or repeating—buzzwords about freedom from either side of the political aisle is NOT enough to rest easy
· What values exist among Americans that directly relate to their emotional connection to freedom
· Why Framing, or adjusting your messages to make them psychologically relevant, is crucial to reenergizing demand, especially among those who do not see the reason to demand it
· How to accomplish this messaging in the context of policy initiatives and cultural goals that flow out of the premise that “more freedom is better”

This report is designed for all those who consider themselves to have influence over, and interest in, the better understanding, appreciation, and demand for freedom in America. From the free-market think-tank community to grassroots activists, educators, or journalists—understanding the nature of demand for freedom will allow you to better communicate its benefits. 

Eclecticism of belief
The Frontier Lab collected and then tested values-based insights on a nationally representative sample of 1,171 likely voters in July 2015. 
	The results show that freedom occupies an intriguing position in the minds of Americans: it is both appreciated and misunderstood; most are only moderately concerned about the level of freedom in American society and consider the level of freedom to be somewhat high. Only a small percentage of Americans report they themselves feel a responsibility to keep it safe and, for many, it is the opportunity freedom affords for an entertaining and stress-free life that draws them to the concept. 
	While two different segmentations of Americans were identified in the values portion of The Frontier Lab’s study, both used the same buzzwords to describe freedom at its more basic level: rights, the American Dream, free speech, or the Constitution, for example. 
This reveals that there is an eclectic mix of driving reasons for supporting freedom – reasons that, when elicited, reveal unsteady ground for the long-term maintenance of a culture that appreciates the true nature of freedom. By studying this mix of values, understanding how the segments reach their conclusions, and noting the gulf between motivations across the segments, the strategy to better position becomes more nuanced and specific.

Framing messages based on the insights
Framing freedom as a “felt need,” or viscerally desired and concretely appreciated, begins by investigating the current demand for freedom and in what ways this abstract concept currently fulfills people’s values and needs.
	The means-end chain model (Reynolds and Gutman, 1988) affords the scientific basis for organizing into a hierarchy the relationship between needs and wants, and concrete attributes of the abstract freedom. Laddering, an in-depth interview process with high-intensity supporters of freedom, provides insights that, when organized through the means-end model, provide direction for framing freedom to a larger population. 
	Having established the need-based pathways to cultivating demand for freedom, we approached the translation of these freedom-satisfying needs, through framing, into concrete and acutely desired benefits. This “Framing Effect” matters enormously in terms of how people evaluate a given concept, even if that messaging has been built upon the solid foundation of needs-based insights. 
For the purposes of this study, we evaluated the messaging of freedom through three framings: Level of Abstraction, Prospect Theory, and Orders of Magnitude.
The Frontier Lab has utilized the best practices from market-research academia and the private sector in order to identify and then apply insights about audiences’ need-states, or deep values, to a compelling message framework.
First, one segment, referred to in the Freedom Buzz report as the “Purposefuls,” needs to be expanded in numbers and affirmed in their connections. This report provides specific directions for doing so. The second segment, “Serenity-Seekers,” connect to freedom for wholly different reasons that, unless redirected and redefined, threaten the foundations of freedom’s support. This report offers recommendations for both weakening erroneous connections and then, understanding the values of this group, reengineering a messaging approach that will resonate with them. 

An urgent call to communicate strategically
This report identifies concerning insights regarding the flimsy connection some hold to freedom as a guiding principle in their value structure. When Freedom becomes solely an ends for self-oriented desires: from “no stress” to “entertainment” and  “serenity,” it is less grounded, more apt to manipulation as a term of art rather than principle, and diluted in its uniqueness among a growing number of competing philosophies. 
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I
n an increasingly pluralistic modern America, one of the basic tenets of our national culture—the affirmation and protection of freedom—may be in greater danger than ever before. 
The what of freedom, or its definition, may be less changed (for indeed many Americans self-report themselves to prize and support greater freedom), than the how. How does freedom function in your life? How have you come to respect it? How far will you defend it, against other competing principles?
	Ask, as we have in this study Freedom Buzz through in-depth interview and survey instrument, about the what of freedom and you get reassuring responses: freedom is the American Dream, freedom to worship and speak freely, and freedom to choose your own path in life. 
	Push further, as you only can through the structures of values research, and the how of freedom begins to fall apart: values that undergird freedom, for some, include stress relief, entertainment, and serenity. Is this, as we found in one segment of Americans – a long-term, sustainable base for the maintenance, let alone growth, of freedom? And how can self-described big-government advocates view themselves, as they most certainly do, as supporters of freedom? 
	There has been a change from the “if A, not B”[footnoteRef:2] rubric of belonging to an ideology to a mindset where an eclectic gathering of beliefs contradict and undermine each other without phasing the holder of such views. “If A, then why not B.” Therefore we cannot rely solely on the surface-level expression of belief, the what, but rather must push for connections to the how in order to understand current belief structures and to ascertain what demand remains for American freedom,   [2:  See Aristotle’s Principle of Non-Contradiction: “It is impossible for the same thing to belong and not to belong at the same time to the same thing and in the same respect.” (Metaphysics IV)] 

that underlying, abstract concept so central to the future well-being of freedom itself. 

framing freedom



Perhaps a good starting point for discussing how to frame freedom in a way that increases demand and understanding is this research finding from our study: across the political spectrum, Americans of all ideologies see themselves as cherishing freedom. 
	That there is a disconnect between the how of freedom becomes evident through the findings of our values research. However, this common starting point, a thread of connection that nevertheless keeps an increasingly fractured American culture threaded together, provides good news. For those tasked with revitalizing freedom as a calculus for evaluating the political and cultural decisions Americans face, we can regain a stronger connection through studying why freedom’s how is changing, and acting upon the false connections while strengthening those that are truly affirming of a pro-freedom culture.
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D
emand for freedom takes on complexity when measures such as concern about the current levels (moderate) are taken in context with how frequently this concern actually crosses the minds of Americans. The results of The Frontier Lab’s national survey show that most Americans rate the level of freedom today as relatively high. For example, when asked to rate the current level of freedom on a scale from 1 (very low) to 7 (very high), the weighted average score was 5.02, or just hovering about “somewhat high.” In contrast, when asked about the level of freedom Americans used to have in 1980, they rated it only slightly higher – a weighted average of 5.14, indicating that Americans’ concerns about the level of freedom declining are negligible. 
A plurality of Americans (28.61 percent) are “moderately concerned” about the level of freedom in America today, with 22.03 percent “very concerned” and 20.75 percent “extremely concerned” (see Figure 1).



How concerned are you about the level of Freedom in America today?
Figure 1






How often do you think about the level of Freedom you have? 
Figure 2

Nor are concerns about freedom top-of-mind; the plurality of Americans think about freedom “once in a while,” with 27 percent thinking about it “somewhat often” and a scant 15 percent, “very often.” 13 percent “never” think about the level of freedom they have in America. This finding alone suggests that we have failed to show convincingly to Americans that freedom is in danger (see Figure 2).

Why no concern about freedom?
We begin to understand why, despite many signs of declining freedom are around us, Americans fail to feel it is in danger of disappearing or impacting their lives to any substantial degree only when we ask what freedom achieves for Americans – in a sense, how it actually functions in our lives (discussed in-depth later in this report). 
	In the survey portion of this study, which utilized findings from the values research to validate not only our findings but also the segmentations among audiences identified, we asked respondents to choose their top three among several aspects of freedom (Figure 3). Most valued is the “ability to be unrestricted in life choices,” followed by equal numbers for “secure family and possessions” and “not judged or discriminated against.”
That the most important aspect of freedom is the “ability to be unrestricted in life choices” provides substantial insight into how freedom is defined by Americans today.  All of the top three reasons describe “me-centric” motivation – for self and family to be secure, unrestricted, and living life without discrimination. 
	At the other end of the spectrum, least prioritized were the opportunities to “set my own morality,” “help others less fortunate,” “act as my conscience dictates” or “contributes to a better economy.” These aspects describe a commitment to something outside-of-self – a moral code or a need in society.  



Why is Freedom important to you (choose 3)? 
Help others less fortunate
Act as my conscience dictates
Pursue passion in life[image: ]
Unrestricted in life choices
Not judged or discriminated against 
Set my own morality
Worship as I choose
Contributes to a better community
Secure family and possessions
Figure 3

The ability to “worship as I choose” and “pursue passion in life” fell in the middle, with 30 percent and 36 percent, respectively. 
Similarly, in ranking alternatively worded demand insights from the Values portion of the research (Figure 4), the highest-ranked aspects of freedom were “maintaining my personal safety” and “finding personal fulfillment in life” (ranked “very important); least important were “responsibilities to others” and “setting my own morality.” While this does not mean that these values are not held in general, this indicates they are not considered as strongly in connection with freedom as others. 

[image: ]



Rank each items according to importance 
Living life worry-free
Setting my own morality
Maintaining my personal safety
Finding fulfillment in life[image: ]
Doing good for others
Taking care of responsibilities to others
Figure 4

Does freedom demand an active or passive response?
Time and again interview subjects in the Values portion of the research expressed gratitude for the freedom America currently enjoys when asked “why is freedom important?” They were relieved freedom exists, rather than concerned it will disappear—and felt a sense of calm and reassurence rather than a charge to keep it so. 
The survey data allows more insight into the division between those who feel freedom is more closely connected to a responsibility to keep it free, as opposed to a feeling of gratitude: overall, when given the choice 59 percent of Americans chose “grateful that we live in a free country” as opposed to 41 percent, who chose “a responsibility to keep our country free” to describe their current feelings. 
In Figure 5 we see a breakdown of how each aspect of freedom breaks down into “grateful vs. responsible.” For example, the results reveal that 64 percent of those who chose “the desire to pursue passion in life” were grateful rather than felt responsible; on the other hand, the choice of what freedom means that garnered the most who felt a responsibility was a tie between “contributes to a better community” [image: ]and “secure family and possessions.”




Do you feel grateful that we live in a free country, or a responsibility to keep our country free? 
Figure 5
Figure 5
Secure family and possessions
Worship as I choose
Set my own morality
Not judged or discriminated against 
Unrestricted in life choices
Pursue passion in life[image: ]
Help others less fortunate
Act as my conscience dictates
Contributes to a better community


In addition, while both males and females, when given a choice, were more likely to feel grateful they live in a free country as opposed to a responsibility to keep America free, 63.5 percent of women were grateful vs. 54.3 percent of men.

Only some fear discrimination
61 percent of the American population “strongly agree” or “somewhat agree” that if freedom decreases, they could be disciminated against for their beliefs. 17 percent neither agree nor disagree, and 22 percent disagree that a decrease in freedom could lead to discrimination against their beliefs. 
	When the data is broken down to contrast (Figure 6) those who are extremely concerned about the level of freedom today with those who are “not at all concerned,” there is a greater divide. While 75 percent of those extremely concerned about the level of freedom agree that they could be discriminated against, that number dwarfs the 39 percent of the unconcerned about freedom that agree with the statement. This suggests that there is at least a correlation between concern about [image: ]the level of freedom and fears of discrimination without freedom’s protections.Figure 6





“I worry that if Freedom decreases, I could be discriminated against for my beliefs”: agree or disagree? 


The charge: increase demand, urgency, and understanding
Overall, the survey data reveals that when you are able to convince Americans that there is a crisis of freedom, they see the consequences of a world without it much more acutely. The challenge therefore becomes how to convince Americans that freedom is on the decline, that this decline is urgent, and what that means in their lives. This is especially difficult when, as we will see, the definition of freedom itself is becoming relative and not absolutely defined. The answer is provided through understanding better how a different definition of freedom has become compelling, and what framing tools we can use to regain a foothold in the minds of Americans.
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H
ow do you cultivate demand when little exists, or when what little demand exists is satisfying needs that are ultimately incompatible with the true tenets of freedom? This is both the challenge and the insight values-based laddering research can resolve.
	Laddering research allows us to analyze the abstract emotional associations that freedom currently presents to Americans, identifying the core reasons for positive sentiment. In aggregate, the insights from individual laddering interviews are organized according to three levels: attributes (the surface-level reasons for prizing freedom); consequences (what connects attributes to deeper values); and values (the abstract, emotional reasons for prizing freedom). 
	In total, our research pinpointed seven values that explain the real reasons Americans still cherish freedom. Reframing policies and principles according to these ‘felt needs’ will result in better, stronger responses to communications and the best way to implement these insights is described after each pathway. While these needs are not distributed equally among the American population, looking at them first as a whole reveal the general state of the American mind when it comes to freedom. These seven needs are:

· Community
· Control
· Entertainment
· Personal Safety
· Responsibility
· Self-Worth
· Serenity

	In the sections that follow, we discuss two segments that hold different combinations of these values, or needs, and go into detail on their mental connections to freedom. In particular, we identify two core segments: the Purposefuls and the Serenity-Seekers. Within each segment we find, through the values research, the roadmap to building demand. We also used certain markers from the values research to test out our segmentation in a survey instrument, and gauge how the segments differed in their assessment of concern about freedom and other aspects of demand. 
	It is crucial to understand that the results of values research are best-used to create others like those we’ve studied – those who already cherish freedom. Therefore, in examining the two segments we understand they are able to connect with freedom, we understand how they connect with freedom, and we are able to take a birds’ eye view of where their connections may be helpful or helpful, sustainable or susceptible to competitive principles. 

Differing definitions of freedom revealed
	Our research reveals why it is important to use the values insights to inform strategy rather than begin with a strategy and determine how to enact it. 	Both segments show that while the words Americans use to describe their support for freedom may be familiar– we hear Americanisms about rights to speak and worship, patriotic feeling, and the American Dream – we find through the laddering research that in both cases, highly divergent definitions of freedom fuel these familiar buzzwords. 
	The values research indicates that the best strategy forward for Purposefuls is to grow their numbers by reinforcing the connections mapped in the next section. However, the same research reveals connections in the minds of the Serenity-Seekers that call for another strategy. Because their connections are based on a false definition of freedom, we must do three things:
1) Take note of their current need-states (values) in order to determine whether they can be salvaged to market the correct definition of freedom to them.
2) Weaken those current connections to freedom that are based on faulty premises
3) Use our understanding of their values priorities to reach out to other communicators in order to replace their weakened (by us) solutions with other ways to fulfill these values than a faulty understanding of freedom.
HOW TO USE VALUES INSIGHTS FOR STRATEGIC DIRECTION:

REINFORCE: Strengthen the network of positive attributes, consequences, and values.
REFOCUS: Add linkages between attributes and consequences or introduce new attributes and/or consequences
REDEFINE: Express a potential weakness so that it is perceived as a strength
REFRAME: Express a competitor’s strength so that it is perceived as a weakness
REDIRECT: Divert attention away from a competitor’s strength to their weakness
REMOVE: Undermine a competitor’s strength by showing that the strength doesn’t exist

 Source: Applying laddering data to communications strategy and advertising practice. Reynolds, Thomas J.; Whitlark, David B. Journal of Advertising Research, Vol 35(4), Jul-Aug 1995, 9-17.
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I
n aggregating the deep perceptions gained through the laddering process, the resulting “hierarchical value maps,” or organization of sentiment into a hierarchy of surface-level attributes, resulting consequences, and underlying values, explain the motivations of two segmentations of Americans: the “Purposefuls” and the “Serenity-Seekers.”
[image: ]consequences
values
attributes
Figure 8







Hierarchical Value Map of “Purposefuls” 


The Purposefuls view freedom as providing stronger community bonds while allowing them to fulfill their responsibilities and take accountability for their own decisions. In doing so they feel they are affirming their sense of self-worth while maintaining a sense of control over their life trajectories. 
	While a Purposeful may cite the familiar “speak, worship, and congregate freely” reason for appreciating freedom, what underlies these attributes are the values of responsibility and control. For the Purposefuls, these freedoms only serve to allow them to have responsibility for living life correctly. It means more to them to have the free will to have chosen the correct path than to have these freedoms without any purpose for them. For this reason, it will be more compelling to describe the way these freedoms allow them to fulfill responsibility and maintain control over their life path.
	Freedom also provides the uniquely equalizing function of placing all people at the same level, according to the Purposeful. In this way, their regard for their fellow citizens increases and they feel a sense of community. Taken together, the Purposefuls have acknowledged subconsciously (and for some, consciously) that freedom means more than “freedom from,” but rather “freedom to.” Freedom has a purpose separate from existing as a principle.
	Following each in-depth description of the values held by the Purposefuls is a strategic implementation informed by the hierarchical value map. 

Community
Freedom makes Purposefuls feel better connected to their community in two ways: first, at the surface-level, the diversity afforded by freedom allows everyone in the community to have a voice, to be accepted, and to have an equal footing in society. At a deeper level, however, esteem for others increases, and the value of community strengthened, by the acceptance of freedom as a common claim for everyone. 
In our survey, those who chose “community” as one of the three most important aspects of freedom tend to think about the level of freedom once in a while, but 72 percent think it means they have a “responsibility to do good” over it meaning they can “act or speak without retribution,” when given the choice. This group was the most likely of all surveyed to feel that they have a responsibility to keep our country free, rather than gratitude, when given the choice.
STRATEGY: Describe Freedom as a necessary component to the fostering of community, unique to America for its ability to set all at the same level. This is especially important during times of increased division, where the desire for common community may be desired but the ways to achieve it elusive.
Self-Worth
Freedom, in the instance of being understood as the fulfillment of responsibility for the well-being of others that can only happen when the state is not taking this responsibility over, affords the opportunity to help others yourself. This, in turn, satisfies a role Purposefuls expressed as desire to occupy in this world of “doing good,” and in turn feeling a sort of pride in self. That pride in self, rather than being conceited is better understood as a reflection of, and contribution to, the need for self-worth.
STRATEGY: Reinforce that freedom is a way to allow the individual to live up to their own responsibility for “doing good,” providing a sense of self-worth and pride when accomplished on your own rather than by outsourcing to the state.

Responsibility
A desire to secure both family and possessions in an uncertain world is seen by Purposefuls as a direct outgrowth of increased freedom, both because of the ability to defend yourself (be it through weapons or words and votes) within the context of freedom, as well as enabling one to follow a path to financial security due to freedom. With this security, Americans are taking care of their responsibilities to their family. 
	IMPLEMENT: Describe responsibility to family as being fulfilled best through the preservation of freedom. Rather than relying on freedom as the “ends,” evoke images and stories of familial responsibility through the lens of the freedom to defend, speak, and provide financially. 

 Control
Freedoms to worship, speak, and congregate freely, among others, provide Purposefuls with a sense of directing their own path in life. With these desires unfettered through the security of freedom, you avoid being taken advantage of – and remain in control of your world.
STRATEGY: When painting a picture of a world with less freedom, hone in on concrete examples of a world out of control – unpredictable, uneasiness, and insecure. 
Quantitative Validation
We tested the values insights in a survey instrument, where it was revealed that the Purposefuls are more likely to be concerned about freedom, feel responsibility to protect it, and be concerned about the direction of their own life path as viewed through the lens of accountability and purpose. For the Purposefuls, we are less concerned about cultivating demand than in building their ranks and supporting their mental connections. The task of the communicator, therefore, is to reinforce the mental connections already present and use these insights to recruit others like them. 





[image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ]VALUES: COMMUNITY, SELF-WORTH, RESPONSIBILITY, AND CONTROL 
DEMAND STRATEGY: BUILD GREATER NUMBERS OF PURPOSEFULS BY DESCRIBING FREEDOM ACCORDING TO MENTAL CONNECTIONS 

APPRECIATES COMMUNITY
SECURITY FOR FAMILY
FEARS DISCRIMINATION FOR BELIEFS
CHRISTIAN MALE
DEMOCRAT / INDEPENDENT
THINKS OFTEN ABOUT FREEDOM
FEELS RESPONSIBILITY TO MAINTAIN FREEDOM
PURPOSEFUL PATRICK’S

PROTOTYPE
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I
n contrast with the Purposefuls, the Serenity-Seekers see freedom’s value as securing a reliable life path, part of a predictable unbroken chain of American tradition that affords the Serenity-Seeker what they most desire: a stress-free life, devoted to adventure and seeing out new stimuli to ward off boredom. The Serenity-Seeker appreciates the “American” quality of freedom because it shows them they are a part of the tradition and thus can be assured of their personal safety.
	Strikingly, a majority of the Serenity-Seekers volunteered that they felt thankful that their country is free – but stopped short of translating this gratitude into a sense of responsibility, which is what their counterparts the Purposefuls, feel. 
	Another contrast with the Purposefuls is that, at the surface-level, the Serenity-Seeker more clearly appreciates the “freedom from” as opposed to a more dominant “freedom to” appreciation among the Purposefuls. Serenity-Seekers most clearly show this in their appreciation for (see Figure 9) the lack of restriction of their life choices and being assured they are free from judgment. These attributes of their connection to freedom reveal that Serenity-Seekers want to be able to find engagement and entertainment from life.  When they are not judged or discriminated against, it means they feel empowered and the stress release of being able to set their own morality, as opposed to following a historic standard, for example. attributes
consequences
values







Hierarchical 
Value Map of “Serenity-Seekers” 
Figure 9

	The Serenity-Seekers cite freedom’s enabling of “the American Dream” as an additional aspect they appreciate; however their reasons for celebrating the American Dream are revealed to be rooted more in an individual-centered reason than in desire for others in the community to achieve. If they can survive through the promise of the American Dream, their personal safety is achieved. 






How concerned are you about the level of freedom in America today? 
Figure 10
Serenity-Seekers
Purposefuls

Likewise, even the Serenity-Seekers’ belief that freedom allows them to speak freely & be themselves is rooted in a desire for less upheaval, more predictability, and ultimately serenity. Taken together, the hierarchical value map of the Serenity-Seekers reveals their definition of freedom is quite different from that of the Purposefuls—providing a calm life of indulgence and lack of judgment rather than enabling the following of their conscience or principles. 
	The fact that, shown in Figure 10, the Serenity-Seekers[footnoteRef:3] felt far less concern about the level of freedom in the United States, shows that their connections to freedom have been less helpful in creating a sense of urgency or care about freedom. For this reason, much of the strategy the research indicates makes sense to undertake with regard to the Serenity-Seekers is less about reinforcing than about redirecting, removing, or salvaging and reorienting their deep connections. [3:  Serenity-Seekers is used to describe those who answered “Grateful that we live in a free country”; Purposefuls is used to describe those who answered “A responsibility to keep our country free” in the survey question, “Which of the following better describes your feelings? ‘Right now, I feel…’ “] 

	Following each in-depth description of the values held by the Serenity-Seekers is a strategic implementation informed by the hierarchical value map. 

Entertainment
Serenity-Seekers cite being “unrestrained in their choices” as one of the key reasons freedom is cherished; what undergirds that desire is needed to pursue their own interests so that they are engaged and interested in life.  For the Serenity-Seekers, we see that a need for entertainment and stimulation is accomplished through freedom – a value that ultimately conflicts with a desired definition of freedom. 
In the survey, those who responded that the ability to “pursue their passion in life” is one of the most important aspects of freedom were least likely to feel a “responsibility to keep our country free,” compared to those who answered differently (see Figure 5).
	Similarly, those who consider “living life worry-free” to be very important rated the level of freedom in America today higher (5 – somewhat high) than those who did not consider this important (4 – neither high nor low). For them, the most important attribute of freedom when given a choice is to be “unrestricted in life choices” (56 percent), whereas the unconcerned with a worry-free life chose “acting as my conscience dictates.”
Perhaps the greatest distinction in the survey data was their response to the choice of acting according to their conscience versus being empowered to choose their own life path. The worry-free group chose “empowered to choose my own path in life (61 percent), while their counterparts chose acting according to their conscience (52 percent).
STRATEGY: “Redirect” -- Rather than reinforcing that freedom secures their escape from a dull existence, reframe their already well-honed desire for adventure and an untethered lifestyle as contributing to an increased level of stress. Show that they will increase their chances of being judged for being selfish because, ultimately, this desire for entertainment is self-serving and a weakness.

Personal Safety
Americans have long-expressed a reverence for the idea of material advancement as described by the “American Dream” motif. The American Dream remains a surface-level reason to support freedom, but rather than connecting this to a family- or community-oriented desire for betterment, Personal Safety was described by Serenity-Seekers as an aspect of freedom prized for its ability to secure financial assets and protect personal safety.
	STRATEGY: “Remove” – Remove the factual understanding that the American Dream is alive and well. Doing so will cause them to question whether their financial assets are secure (hit on this message) and that their survival is assured. Nevertheless provide hope by reinforcing the message that financial well-being flourishes within the context of an intact American Dream.

Serenity
Freedom means less stress, less anxiety about fitting in, and the comfort of being part of a tradition that allows Americans to predict how their lives, and their children’s lives, will turn out. 
Diversity of community grows with the rise of freedom. This is because when freedom is valued in society, judgment and discrimination diminishes as a result of recognizing others’ equal right to their own decisions. But the reason this is important to Serenity-Seekers because it allows them to “set their own morality,” or make decisions without as much fear as they might have in a society with reduced freedom. At the same time, the knowledge that one can “do anything with one’s life,” a feeling directly connected to freedom, results in a sense of empowerment that leaves Americans “happy and worry-free.” 
	This insight, taken together with the research finding that the “American Dream” is appreciated, partially, because it connects us to a long tradition that has now become “the default.” This unbroken historic chain of freedom, taken together with the ability to set your own morality AND live happy and worry-free results in the fulfilled need for, ultimately, peace and serenity – an escape from stress associated with judgment, standards, or a lack of options in life. 
	STRATEGY: “Remove” – show that what they believe to be true about the predicable path of America is NOT true. This is “not the same country you were born in,” and to carry on “happy and worry-free” will lead to an upcoming and strong increase in stress, anxiety, and state of unpredictability.

Quantitative Validation
	In Figure 11 (following) we see the results from the survey research where the Serenity-Seekers (defined as those who answered that a “worry-free life is ‘very important’) were asked to choose between acting according to their conscience vs. being empowered to make their own life choices. 
	We see that those who would be likely to be in the Serenity-Seekers segment answered by a margin of more than twenty percentage points that choosing their own path in life was preferred to acting according to their conscience. On the other hand, those who answered that a “worry-free life” was unimportant chose “the ability to act according to my conscience” as preferable, albeit by a slim margin just under three percentage points. 
The Serenity-Seekers were less concerned about the level of freedom, feel more inclined to prize their unencumbered life path, and associate freedom with a lack of judgment on their life choices and stress that they are grateful for but uninterested in actively protecting. Here we have identified the pathways to cultivating demand among a different group: we understand their values do not overlap with the traditional (and desired) aspects of freedom such as protection of inherent rights, facilitation of community and common culture, or ability to take on responsibility for one’s own choice of living a moral life. 



Which is more important? Being able to act according to your conscience, or empowered to choose your own path in life? 
Figure 11
Worry-free life UNIMPORTANT
Worry-free life VERY IMPORTANT

SERENITY-SEEKING SARAH’S


PROTOTYPE
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[image: ][image: ][image: ][image: ][image: ][image: ][image: ]DEMAND STRATEGY: REDIRECT VALUES THAT CAN SUPPORT THE CORRECT DEFINITION OF FREEDOM; REFRAME OTHER POSITIVE ASSOCIATIONS AS NEGATIVE
VALUES: ENTERTAINMENT, PERSONAL SAFETY, AND SERENITY
ANNUAL INCOME $25-50K
FEARS JUDGMENT
SEEKS ENTERTAINMENT
PACIFIC NORTHWEST
THANKFUL FOR FREEDOM
AVOIDS STRESS
DEMOCRAT
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T
ranslating the values-based insights identified in the values portion of this research through the context of framing is an effective way to create messages that reach Americans where they are. The psychology of framing adjusts the context a given message provides to its audience – and there are three specific approaches to framing that we will deploy in crafting messages about freedom:
1) Abstract vs. Concrete (Construal Level Theory[footnoteRef:4]) [4:  Further reading, “Seeing the Forest for the Trees,” Ravi Dhar ] 

2) Pleasure vs. Pain (Prospect Theory) 
3) Orders of Magnitude
These three approaches take the most cutting-edge private-sector research about framing and allow us to adjust our messaging.

Construal Level Theory
Scientists who study the psychology of expertise have found that if you frame a concrete concept against an abstract, also known as Construal Level Theory, the concrete is nearly always more appealing, or “psychologically near.” As freedom is an abstract concept, it competes with, among other things, the concrete offerings of a restrictive entitlement state. 
	Construal Level Theory asks that you do more than translate one abstraction into a slightly less abstract version. For example, this slightly less abstract message: “…Instead of paying your taxes, you could do X with the money instead,” is an example in which the money is still relatively abstract. A better translation to the concrete would be, “The average family paid $XX,XXX in taxes last year. That means the average family could buy a new car every year, or renovate their bathrooms, or purchase A, B, and C. If the government cut taxes by 10 percent, that same family would have enough for a new TV.”
[bookmark: _GoBack]
Prospect Theory
“Prospect theory” posits that people feel more pain from losing something than they get pleasure, benefit, or utility from gaining it. In other words, that people evaluate beyond the economic value of a transaction, and asking people to consider how good things are today, is more valuable than a possible future payoff.  
	This insight helps us describe freedom in ways that highlight the effects of its loss, rather than solely its positive effects.

Orders of Magnitude
	At the same time, even more advanced research has looked into the orders of magnitude and how they affect the average willingness to pay. For example, asking the question, “how much would you pay to save a girl who has fallen in a well, a charity raising money for the girl’s community, or a charity that keeps people from falling into wells all over the world?” Research shows that people will sacrifice proportionately more to the daughter than to a charity that keeps people from falling into wells, and that the charity always gets most donations when there is a particular event to which people can donate. 

Conclusion
Taken together, The Frontier Lab’s investigation of the nature of current demand for freedom, together with the framing evaluation, provides actionable direction for those seeking to foster more freedom, as well as those for whom appreciation for freedom makes the selling of their policies and legislative prescriptions more appealing.
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T
he good news is that the Hierarchical Value Maps revealed through the values research serve as roadmaps for both short-term and long-term strategies to reestablishing a strong demand for freedom. The following messages serve as the psychological basis for establishing demand for freedom, especially among those who do not see the need.

PURPOSEFULS
In the short-term, the way to implement these findings is to reinforce the connections for the Purposefuls between attribute-consequence-value. This means to take a section of the map and focus solely on one or two arrows, providing fact, reinforcement, and real-life stories to ensure they continue to associate freedom in this way. This is shoring up current support. 

Top 3 Messages to Reach More ‘Purposefuls’

1) Reinforce that freedom fosters Community.
	As our fractured culture becomes even more divided, the desire for a sense of community and a shared set of values that can connect us becomes more urgent. We know that freedom affords this connection point, and this pathway has been successful in already psychologically connecting Americans in this modern age to the idea of freedom. The intermediate pathway to evoking this value is to demonstrate how freedom increases esteem for others by placing everyone in the same position. The left has successfully marketed their ideas as “equalizing,” but freedom out-competes their unsuccessful attempts to force equality of circumstances, rather than equality of intrinsic value. 
MESSAGE: True community comes from freedom, not from force. 

2) Show that individuals helping others means fulfilling your role in the world.
 	The Purposefuls revealed through the values research that subconsciously they feel an obligation and a responsibility to achieve self-purpose through acting in a way that is “good” and right. Make the principle of freedom relate to this subconscious motivation by explicitly affirming their instinct that freedom provides the environment in which this obligation can be met. 
MESSAGE: We achieve purpose in this world when we have the freedom to 		accept responsibility for helping others. 

3) Demonstrate that freedom and associated rights are not solely an “ends,” but rather a starting point for fulfilling responsibility and maintaining autonomy. 
 	The danger in discussing freedom as THE ENDS of our policies and principles is that, when it becomes redefined, we are at a loss in terms of competing with alternative redefinitions. When we take freedom as a starting point for something else – the Purposefuls tell us it is their desire for an autonomous life, we find that freedom is more than a passive principle but a pathway to deeper psychological needs for control over one’s life and accepting responsibility. 
MESSAGE: Freedom begins a path to ownership over your life and provides 		the reward of a responsible existence. 


SERENITY-SEEKERS
With regards to the Serenity-Seekers, they have revealed that they define freedom as apart from individual rights and as a shallow pathway to me-centric unencumbered living. The best short-term path is challenge this definition by using their revealed values to awaken them to the danger of this false definition of freedom. To do so we also de-market the connections they have accepted as flowing from freedom, showing that freedom is not defined by entertainment and a risk-free life but that it often entails quite the opposite. 

Top 3 Messages to Create Buzz with ‘Serenity-Seekers’
With the Serenity-Seekers, threats to the continuance of American freedom remain invisible. And it certainly is psychologically distant. The best way to engage the Serenity-Seekers in particular is to use Construal Level Theory to make concrete these heretofore distant and abstract warnings. 

1) Paint a picture of a life encumbered by restrictions and drudgery when TRUE freedom – the rights of the individual – dissolve
	Offer scenarios where they viscerally feel their serenity threatened: for them, this would be most compelling if it were to affect their life of unending choice, their protection against being judged, or their ability to maintain financial security.
MESSAGE: Ambitious and adventurous Americans look forward to a life 			where they make their own choices, but this life is being taken away without 		them noticing.

2) Evoke the stress that comes with freedom by undermining the fiction that life is judgment-free in this state.
 	The values research revealed it is because the Serenity-Seekers are assured they will not be judged (and therefore can decide on their own morality) that they find freedom to be so compelling. Therefore, showing that judgment occurs, even increases, when their definition of freedom without individual rights succeeds, will be jarring and frightening to their stress-free existence. 
MESSAGE: Community bonds dissolve and life becomes complicated and 		restricted when freedom strays from its foundation in individual rights. 

3) Remove the confidence that “Freedom is the default” in America and that they can rely on this reassurance.
 	Believing that freedom has been on a peaceful train ride throughout the history of America without derailing allows Serenity-Seekers to avoid responsibility for its maintenance, and disengage from freedom’s true meaning. Therefore concrete examples of the derailment of freedom should be communicated within the framework of its ramifications on the predictability of Americans’ future.  
MESSAGE: Life is more unpredictable and unstable than at any time in 			America’s past because we have failed to see the crumbling of freedom. 
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Describing freedom, when seeking to cultivate demand, depends upon converting into words the connections mapped in our research with the Purposefuls and the Serenity-Seekers. In order that these connections be recreated in the same way, it is necessary that all of those presenting their ideas through the lens of freedom use the same words for the different separate needs that freedom fulfills. The terms used to describe freedom fall naturally under the four headings of definition, positives, and negatives.

I. DEFINITION: Terms of definition are important for distinguishing whether or not we are speaking about freedom that conforms to the historic definition or alternative, modern definitions. Overly familiar buzzwords may result in a lack of thinking about what freedom truly means. Stretch to use words that spur thinking about the definition instead of rote, practiced repetition.
	Use…
	Instead of…

	Positive terms that personalize your desires:
 live life as I please / speak without government interference / practice my faith / raise my family as we decide
	Avoid rote, practiced terms that numb thinking
Freedom of speech / religion / etc.

	Freedom to … OR Freedom so that …
	Freedom from …



II. POSITIVES: Freedom presents itself most tangibly in the everyday lives of people when it comes to the following positives.
	Use…
	Instead of…

	Community-building
	Equality under the law

	Living up to your responsibilities
	Shrinking government

	Embracing accountability
	Doing what you want

	Direct your life path
	Live life as your please



III. NEGATIVES: Use these terms to undermine faulty definitions and connections to freedom.
	Use…
	Instead of…

	Selfish indulgence
	Pursuing interests, travel, etc.

	Inviting judgment
	Doing what you want

	Challenge to live up to 
	Thankful freedom exists

	Decisions that make life harder
	Setting your own morality

	Freedom is in imminent danger and the course of America will change
	Freedom is the way it has always been
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1					2					3					4			FACTS
NEEDS
AUDIENCE
FRAME

Applying these insights to a freedom-related policy or legislative proposal is easy to do. Here is the distilled version of the Freedom Framing insights in four steps.

1. Select an audience for your message that makes strategic sense. Rather than trying to speak to all people at once, examine the four audiences described in this report (Purposefuls/Serenity-Seekers) and decide who would be most likely to respond positively to your idea. Or, if you know you have to go after one, read up on what matters to them by revisiting their profiles and learning what positives to accentuate, and what negatives to avoid.

2. Choose a Felt Need to focus on & build emotion and depth. By selecting a felt-need as the starting point for your message, the basis for connecting with your audience is already positioned to succeed. This creates “heart” and provides direction to a message that could otherwise seem contrived or miss meeting your audience where they are completely.

3. Create an outline of a message that just deals with the facts. Make sure you’re highlighting what would matter to your audience, and fit with their felt-need. This is also a time when you could introduce terms from the “Terminology Cheat Sheet” or original research to intrigue your audience.

4. Introduce one of the three Framing tools to translate your message. These tricks create easily relatable hooks in your message without sounding contrived. Failing to frame in terms of one of these tricks leaves connection on the table and is a major misstep in terms of connecting with your audience!



[bookmark: _Toc300927777]conclusion

“How do you reach a generation that listens with its eyes and thinks with its feelings?” –Ravi Zacharias

T
o reach a generation – even an increasing proportion of the American culture – that “listens with its eyes and thinks with its feelings” requires special attention to the way successful ideas connect with people: the how of marketing rather than being content to glance at the what. 
The psychological case for freedom begins by understanding the how, which allows us to reenergize and reimagine how we frame freedom in a way that is grounded in what market-research reveals the values and preferences of Americans today to be.
	The Frontier Lab’s Freedom Buzz deciphers the how by utilizing the values-based market research methodology, which reveals what deep needs freedom psychologically achieves for those who say they treasure it. 
	We are left with findings that reveal two segments of Americans with divergent ‘hows’ – not unsurprising given the pluralistic culture of modern American. One segment, the Purposefuls, adhere to a more conventional connection to freedom: providing for family, taking responsibility for their own purpose and a charge to do good for others, reinforcing a community of shared equal position in life. The second, the Serenity-Seekers, have found freedom to provide a life centered around no-questions-asked moral approval and lack of obstacles to their entertainment. Both segments sought a level of control over their futures; they both saw the economic benefits of freedom to provide a better life for themselves and their children.
	Given the two segments’ disparate values, the long-term mission of the marketer is two-fold: reinforce and provide support, psychologically and otherwise for the Purposefuls. Recruit more Americans to have the same connections to freedom as the Purposefuls by crafting messages that make the same emotional connections about freedom.
	For the Serenity-Seekers, study and understand their values, for these values drive not only their connection to freedom but also political and cultural choices that compete with freedom in other ways. Weaken and remove the connections that lead them to believe freedom reinforces a life of unencumbered adventure. Introduce the concept of a responsibility that comes with freedom. Understanding their values, suggest other ways to fulfill these so a vacuum of boredom and lack of purpose does not remain. 
	In the short-term, there is a different charge, for there is much at stake every day that can be achieved through the application of psychological insights gained through the study of message framing. 
	What remains unsolved are the gaps in understanding, in education of the audiences about what freedom entails and why. In the past institutions had provided this context for the American public, but today we are left with only the outgrowth of these values – respect for the American Dream without understanding the conditions that made this dream possible, for example. A broad and unspecific patriotism rooted in self-safety rather than exceptional principles. 
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W

e interviewed 43 individuals using the laddering format; then, we contrasted these nationally representative interviews with in-depth survey questions of a discrete sample of freedom-prizing Americans. Then, we tested our insights in a nationally representative online survey with a sample of 1,083 likely voters and a 3 percent margin of error. 
[image: ]
The Frontier Lab | Manifest Marketing
www.thefrontierlab.org
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