INTRODUCTION
Prior to developing communication to
convey the work of the FACETS team,
we must understand the public’s water
science knowledge and how their
values affect their attitudes toward
water sustainability measures.

This research will help ensure that
outreach is understandable,
engaging, and capable of cutting
through the noise to help generate
dialogue for a secure water future.
Below is an outline of the steps
ahead.
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Meaningful public discourse on water issues
requires that the public possess a base level of
knowledge from which substantive conversation
can begin. Yet prior studies have found that
Americans lack basic knowledge on water
science.
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GENERATE COMMUNICATION MATERIALS
Finally, we must draw upon our findings on
knowledge, values, and competitive framing
experiments to develop communication
materials to support Extension.
We will develop, test, and refine researchbased communication materials in
cooperation with Extension.
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WHAT DO PEOPLE NEED TO
KNOW?
Most people do not need expert knowledge to
make informed decisions on water issues;
however, there are key pieces of information
that are conducive to generating understanding
and support at the citizen level.

WHAT DO PEOPLE KNOW?

We will develop a water science knowledge
assessment instrument to evaluate on what
topics and among what subpopulations
knowledge gaps and misperceptions exist.
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We will conduct a value-of-information analysis
to identify key informational items that are
likely to be influential in the public’s attitude
toward water sustainability measures.

DEVELOPING
EFFECTIVE
COMMUNICATION
SUPPORTING
EXTENSION

WILL OUR MESSAGE RESONATE?
Because water discourse is shaped by many
voices other than FACETS, we must determine if
our messages will be influential on people’s
attitudes when positioned against alternative
messages.
We will conduct competitive framing experiments
to determine if our messages are strong enough
to resonate when positioned against alternative
messages.

WHAT DO PEOPLE VALUE?

Building an audience’s attention and
investment in an issue requires defining the
problem using values that are important to
them.
We will utilize a cultural worldview typology to
understand the self-defining values people are
likely to call upon when evaluating waterrelated risk. Cultural worldviews have been
effective for predicting opinion on a wide range
of issues.

4

HOW CAN WE APPEAL TO PEOPLE’S
VALUES?
People with different values are likely to respond to
the same message in different ways. With an
understanding of people’s cultural worldviews,
communication can be framed to speak to the
things the audience cares most about.
Using cultural worldviews as a guide, we will
develop message frames that appeal to
subpopulations whose values lead them to assess
risk in different ways.
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WHAT ALTERNATIVE
MESSAGES ARE PEOPLE
LIKELY TO HEAR?
FACETS communication will not exist in a vacuum.
Media, organizations, corporations, and scientists
(among others) contribute to water discourse.
Their messages may mediate the effect of our
communication initiatives.
We will conduct a media content analysis of the
frames and sources used by other information
providers to frame the discourse on water issues.
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