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What is persuasion?

• “The art of getting people to do things that 
are in their best interest that also benefit  
you.”



Advocacy Goals

• Vote for a bill

• Sign a petition

• Make a change to a proposed regulation

• Vote for or against something

• Allocate resources



People Aren’t Blank Slates

• They are the totality of…

– Education – some have more and some have less

– Experience/Inexperience – some have more or 
less exposure and contact with agriculture

– Political views 

– Personal values



What The Public Hears:                                  
The State of Food in the News

• Food is big news

• Americans get more health information from 
mass media than healthcare professionals

• Accuracy and helpfulness inconsistent

• Underreporting of contextual elements

– Meat and cancer controversity



Where People Get News



What People Believe

• Mythcrusher research 2010

– Hormones

– Nitrite

– Meat inspection



USFRA Research
• 72 percent of consumers know nothing or very little about farming or 

ranching
• 69 percent of consumers think about food production at least somewhat 

often
• 70 percent say purchase decisions are affected by how food is grown and 

raised, with three-quarters (72 percent) of Americans saying they think 
about this topic while purchasing groceries

• 42 percent or two-in-five Americans say the way that food is grown and 
raised has improved in the last 10 years, while a slightly smaller group say 
it has worsened (37 percent) 
– Those who say the way that food is grown and raised has improved cite food 

safety (22 percent) and food quality (17 percent), whereas respondents who 
said the way food is grown and raised has worsened also cite food safety (21 
percent) and food quality (21 percent)



USFRA Research

• Of all the aspects of how food is grown and raised, 
Americans are most satisfied with the availability of healthy 
foods (73 percent) and food safety standards (66 percent)

• One in five consumers who say food production has 
worsened in the last 10 years cite environmental impact as 
the top area of demise

• 79 percent of consumers say producing healthy choices for 
all consumers is very important for farmers and ranchers to 
consider when planning farming and ranching practices



USFRA Research

• Consumers also were asked to identify the top five 
topics they want more information about; responses 
included:

• How chemicals are used in farming/ranching
• How pesticides are used in farming/ranching
• Food safety standards
• Effect of government regulations on farming/ranching
• How antibiotics are used and genetic engineering in 

crops



What have you heard lately?

• CSPAN Callers

• My trainer

• My friend who had heard about meat and 
cancer

• What about you?



Who Do People Trust?

2014 Food Demand Survey



HOW TO COMMUNICATE EFFECTIVELY



Common Advocacy Situations

• Hill meetings

• Meetings with regulators

• Speeches/public meeting



Be Prepared

• Know your audience

• Who are you speaking to or meeting with?

• What history (policy positions, voting records, 
etc.) do they have on your issues?



Build Rapport

• Be appreciative of time and interest

• Be respectful, even if you end up with a 22 
year old instead of a lawmaker

• Establish commonalities

• Shared values

– Research shows that shared values can be more 
influential than competence



The Rule of Reciprocity

• Human nature compels us to help each other

• If you have voted for the lawmaker, made 
contribution or otherwise helped, it is more 
reasonable to ask for help in return

• But just being a citizen of the state or district 
that is fueling the economic engine is helpful





Be Interesting

• You can’t persuade someone who isn’t 
interested

• Be interesting

– Stories, anecdotes

• Ask their thoughts and opinions

• Engage them



Pace

• People who speak rapidly are more persuasive 
than people who speak slowly 

• Rapid speech conveys the impression that the 
speaker knows what he or she is talking about. 



Other Factors In Communication

• Word choice
• Natural and clear spearch

– Avoid sounding scripted
– Beware of ums, uhs, ya’ knows

• Voice Tone
– Use inflection in your voice to add variety and meaning to 

your comments

• Body Language
– People are influenced by what they see and hear



One Side or Two

• May be counterintuitive, but….present both 
sides of a two side argument

– This enables you to address preconceived notions

– “You may have heard some say that…”

• Tell why the other side is wrong



Don’t Assume

• Offer background

• Can ask level of familiarity to guide you

• Avoid jargon, acronyms

• HACCP and SSOPs in FSIS plants – huh?

• Punctuate message with clever soundbites Canadian 
beef is safe – but they aren’t listening

– Solution:  creative soundbite



Developing Your Message
For Every Major Issue Have Three Key Points 

• What do you want the audience/policymaker/

lawmaker to know/hear?

For each major message, support with specifics to make 
your message  compelling and believable. 

– “Headline”

– Back-up Statement (data, facts, etc.) 

– Examples, stories, anecdotes, tips 



Putting  Messages Into Practice

• What might the receiver/audience ask?
– Left field questions:  acknowledge complexity of 

issue

– How can you answer the question and move to 
your message?  

• Practice, Practice, Practice
– “It usually takes me three weeks to prepare a good 

spontaneous performance.” - Mark Twain
– Present to a friend…or the mirror



The Role of Fear

• Persuasion can be enhanced by messages that 
arouse fear in the audience

– Anti-smoking campaigns use scary images

– Texting while driving

• Well-grounded projections of impact can be 
effective



Create Urgency

• Explain potential need in detail

• Broaden beyond yourself

• Show impact to larger community, 
constituency 



Attractiveness, Confidence

• Both are key in 
influencing people

• Hesitant language, ums 
and ahs can inhibit 
persuasivness



Order of Speaking

• If people are speaking one after the other, it’s 
best to go first (primacy effect)

• If two people are speaking with a delay 
between, it’s best to go last (recency effect)



Keep Calm in Conflict

• Can be the most difficult tactic of all

• Win through reasonableness

– Fox News example

– Avoid attacking/engaging in negativity



Avoid Sounding Like a Salesman

• We are more easily persuaded if we think the 
message is not deliberately intended to 
persuade or manipulate

• Humility is critical



Understand the Power of Visuals

• Posture
• Smile 
• Maintain eye contact
• Dress in dark, solid colors;  no distracting jewelry, 

hairdos, sunglasses, etc



Images Influence

• Videos

– AR videos

• Infographics

• Charts

• Photos



Paint Pictures As You Speak

• Plant looks like an operating room

• As needed, describe…

– Metal detectors

– Carcass washes

– Calm handling



Professional photos

Put your facility In its best light



Same Message/Different Perceptions



Three Point Trick



INSTITUTE RESOURCES



Glass Walls Videos

• Pork video:  288,000 views

• Turkey video:  310,000

• Beef video views: 200,000

• More than 300 requests 
from teachers



MeatPoultryNutrition.org



Extensive List of Fact Sheets



Closing Thoughts
• Effective communication is key to effective 

advocacy

• Practice key strategies for small audiences and 
branch out to larger, more significant audiences 

• Contact:  Janet Riley, 202/587-4245, 
jriley@meatinsitute.org;  Erice Mittenthal, 
202/587-4238, emittenthal@meatinstitute.org 


