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Today

Group ActivitiesTopics

● About you and your concerns (10 mins)

● Brainstorm (5 mins)

● Your why (10 mins)

● Reflections

● What is framing (30 mins)

● Values framing (15 mins)

● Better explanations (15 mins)



About Us

We help people and organisations 
reframe big issues. 

Through reframing we can shift public 
thinking and drive action that makes a big 
difference to our communities and our 
planet.

Learn more theworkshop.org.nz



How I got here



Activity 1. About you and your concerns
Time 10 minutes

What are you biggest concerns or  issues with how people talk 

about and think about an issue you work on? 

● Discuss at your tables



Some theory about framing



Framing is….

Choices we 
make on how 
to present an 
issue

That influences how 
people think and 
reason about that 
issue, and respond



Framing strategies help you:

Mindsets

Find a shared language 

Shift people’s perspective on tough issues

Bring your issue in through a side door

Empower communities to demand action 

Future proof approaches that work
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Consumer
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Citizen
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CitizenConsumer
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What causes, solutions & 
people are outside this frame?
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In sum: framing activates 
neural networks in our 
brains associated with 
shared beliefs

But why do beliefs matter 
when we have facts? 



Vlues



Fast thinking: Beliefs first / logic last

Beliefs & values

Issue

Feelings 

Decision

Logic (mental 
shortcuts)



Many shared mental models/mindsets exist 

Consumer Citizen
Consumer



Shared mental models need to be part of our strategy 

Mindsets

Adapted from Kania et al. The Water of System Change (2018)

Shared 
mental 
models



Shifting public thinking can empower and embolden
communities to demand more from decision makers

Mindsets



Mindsets

The right to repair 
movement has 
been about 
shifting the public 
to demand 
something 
different from 
decision makers



Use frames that switch on helpful thinking

Beliefs 

Issue

Feelings 

Decision

Logic (mental 
shortcuts)

Strategic 
frame



Some ways that we can choose to frame an issue:

Mindsets

Values Explanations

Metaphors Messenger
s

ToneSolutions



Frames can open minds to best knowledge (or shut them) 

Selected results from The Workshop’s experiments on framing transport mode shift 2020



Activity 2. Brainstorm
Time: 5 minutes discussion at your tables

What does this information suggest about ways we 
commonly approach talking about our issues that we 
might want to avoid?



AVOID the following 3 things:

Leading with facts, 
problems, or 
ingredients

Repeating incorrect 
information to 

prove it is untrue 
(mythbusting)

Telling someone 
else’s story (using 

their frames)



Telling someone else story 

We say

“People can 
change 
behaviour 
to reduce 
emissions”

They say

“Climate 
change: 
reduce your 
carbon 
footprint”

Public 
thinks 

“So I have to 
do the hard 
stuff as an 
individual?”

Public 
doesn’t 
think about 
Policy and 
practice 
solutions 
they can 
support



Their story Our story



Leading with facts, problems or ingredients 
disengages people





Mythbusting makes 
information the more 
familiar and feel more 
“true”  







Strategically framing our communications to tell your story



Our story waste example
Their story
Growth ensures our prosperity, it's a luxury to be trying 
to create a circular economy at a time people just need 
jobs and food.

Our story, what we know from data 
Long term thinking is critical to meeting our 
communities immediate and future needs. It is good 
sense for government to provide the scaffolding to 
scale up industries and jobs that eliminate waste and 
protect our environment.



Values framing to help you tell your story



Activity 3. The why of your story: values & 
strengths
Time: 10 minutes

In twos or threes discuss and capture what you really 
want people to know about:
● what motivates you/people in your work (your why)
● the strengths of the work you do, the people who 

do it



Values



External rewards e.g. 
reward, others’ approval

Internal rewards e.g 
inherently feel good

Intrinsic and extrinsic values



ACHIEVEMENT + POWER

- Selfish

- Competitive

- Antagonistic

- Anxiety & depression

- High environmental footprint

- Nationalism 

- Homophobia

- Racism

- Anti-immigrant

- Sexism (hostile)

- Military solutions

- Social dominance orientation

- Intolerance of ambiguity
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SELF DIRECTION + UNIVERSALISM + 
BENEVOLENCE

- Altruism

- Cooperation

- Environmental behaviours

- Interest in big issues

- Corporate accountability

- Politically activism

- Peacefulness

- Tolerance and acceptance

- Human rights

- Poverty

- Fair trade

- Volunteering

- Donating
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What do you notice about the motivations of 
people at your table? 

Their ‘why’ in relation to this map?



New Zealanders’ Values 2025

Helpfulness, Loyalty, Honesty, 
Equality, Protecting the 
Environment, Social Justice, 
Wisdom, Harmony.

Ambition, Influence, Intelligence, 
Success, Authority, Public Image, 
Social Power, Wealth



Problem Solved then!

Helpfulness, Loyalty, Honesty, 
Equality, Protecting the 
Environment, Social Justice, 
Wisdom, Harmony.

Ambition, Influence, Intelligence, 
Success, Authority, Public Image, 
Social Power, Wealth



Reality of our values disposition 



Perception of our values disposition





Values framing works



From: Fear values frames 
(security values lift our thinking caps off)

To: Wisdom and responsibility frames 



Framing we care & want action



Mindsets

Framing a way of life 
more aligned to 
care taking of our 
environment and 
people.



To collective action and 
collective benefits 

From individual actions and 
$$ benefits

Minimising waste will save 
households and businesses 

loads of cash  

Many of us want to protect the 
places we love and rely on. 

When governments prioritize 
stopping waste before it is 

made it makes it easier for all 
of us to do that.  



To Māori strengthsFrom intelligence & security

If we don't 
follow the 
science and do 
the smart thing 
we will all be in 
the 

For many people, Māori 
culture and strengths 
make our country 
unique. Strengths such 
as caring for the places 
we love.

Embracing Māori 
strengths and 
knowledge in caring for 
the environment helps all 
of us thrive.



People need better explanations



Question: What causes poverty according to this information?



ActionStation campaigner Max Harris  said “Wiping 
the debt matters…..It would lift the weight off 
people’s shoulders. Debt weighs people down, it 
makes them feel their hopes are impossible to 
realise, and their lives are more limited than they 
should be.”

From: describing poverty To: explaining the causes & solution



Explanatory metaphors are powerful



To Explaining (with 
metaphors)

From Describing

Volunteering is worth x 
billion to our economy

Volunteering and unpaid work 
fuels the paid economy

Carbon warms the planet

27% of kids are in poverty

Carbon pollution creates a heat 
trapping blanket

Low benefit levels lock 27% of 
parents and children into poverty



https://vimeo.com/97966664



Solutions frames



To make solutions easy to hear and share …

From:
● Complex /jargon filled 

solutions - e.g working for 
families tax credits, pay 
equity

● All problems

● Not naming specific people 
or using “we” (no agents)

To:
● Plain language solutions e.g 

ensuring everyone's work is 
valued

● Explaining solutions that 
already work

● Name who should do what



To Concrete solutionsFrom all problems & facts with 
no solutions

Our landfills are a finite 
resource. They will not last 
forever. In fact the waste 
being sent by people to 
landfills is increasing every 
year. We need to do better 
with recovering more waste 
and preventing it from 
going to landfills in the first 
place.

Many people want to send less 
rubbish to our landfills. People in 
government can provide better 
options to achieve this goal. When 
they support people in business to 
produce less packaging, and recover 
more waste that is produced, when 
they use policy to allow people to 
get everyday items repaired, then 
our landfills only get what absolutely 
has to go there.



In Summary

1. Frames affect how people think and behave
2. Everything we communicate is framed – be strategic 
3. Fast thinking means shared mental models and beliefs 

first/logic last.
4. Switch on shared mental models helpful to your issue

How:
1. Tell your story, not theirs
2. Use helpful values frames
3. Explain over describe
4. Show and explain the solutions that work in simple ways



Final Activity: Group Reflections

● Something you will stop doing
● Something you will start doing
● Something you will continue doing
● What more do you want to know



Framing and messaging guides you can rely on



Keep in touch

● Follow our Facebook or LinkedIn for updates, tips and hints

● Sign up for the email newsletter 

● Our website has all our freely available resources

● Share with your colleagues and collaborators


