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 A Visioning Process: 

 Is guided by a large, trusted, and diverse 

group of Stakeholders and Champions 

  Uses Scenarios to provide clear choices and 

refine direction  

 Relies on community Values to find common 

ground, communicate choices, and build 

consensus 



Your Biggest Issue? 

In five words or less, what is the 

biggest challenge or issue you hope to 

address in your community or region 

with the HUD grant? 



What is Strategy?: Four Key Questions: 

What do you want to happen? 

Who can make it happen? 

What message do they need to hear? 

Who should deliver the message? 

 



What are some of those trends and challenges? 

To be implementable, 

 a vision must satisfy 

the values, hopes, and 

dreams of present 

and future residents. 



Visioning Starts with Values 

 Values are stable and enduring; life’s 

“tides” as opposed to the “waves.” 

 Values are widely shared and create 

consensus among diverse groups. 

 Satisfying ones’ values is the foundation 

of personal decision making. 

 



The attributes of our communities directly 

impact our personal values and are 

inextricably connected to how we feel. 



Personal Growth and Well-being 

Physical Wellness 



Personal Growth and Well-being 

Service Opportunities 



Personal Growth and Well-being 

Access to Nature 



Personal Growth and Well-being 

Spirituality 



Personal Growth and Well-being 

Introspection & Pondering 



Education 

Neighborhood Schools 



Education 

Higher Education 



Education 

Lifelong Learning 



Community 

Community Identity & Activities 



Community 

Neighborliness 



Community 

Community Interactions 



Nature 

Contemplative Settings 



Nature 

Environmental Preservation 



Nature 

Access to Nature 



Family 

Time Together 



Family 

Family Interaction 



Family 

Quality Recreational 

Activities 



Security 

Eyes on the Street 



Security 

Fewer Accidents 



Security 

Employment 



Security 

Peace of Mind 



Values Research vs. Surveys 

 Surveys tell you what people care about or want in 

their lives. 

 Values Research not only tells you what people 

want but also why people care about or want it, 

and the words they use to describe why. 

 Without the why, you can’t make your message 

personally relevant and emotionally impactful. 



12355 Sunrise Valley, Suite 350 

Reston, VA  20191 

www.heartandmindstrategies.com 

Communicating with Values in a 

Scenario Planning Process 

The Key to Public Engagement and Support 

September 10, 2012 
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Values in Regional Visioning 

A simple yet powerful premise: 

 

 

 

The “public” will make good choices if presented 

with real options 
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A Values Approach… 

  

• Identifies the shared, core values people in a region 

find critical to their quality of life. 

 

• Translates this “values landscape” into a successful 

vision that clearly addresses public concerns and 

priorities, generates consensus among differing 

groups, and instills support and confidence in public 

leaders and projects that protect, promote, and 

preserve their values and overall public good 

Values in Regional Visioning 
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Values Approach Addresses  

Growing Agenda 21 Concerns 
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To be sustainable, 

 a region must satisfy the 

values, hopes, and dreams of 

present and future residents 
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Values are First Step in Regional Process 
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The Power of “Values” 

Helping you start discovering the 

possibilities, unlocking your passions and 

articulating a vision to your future. 

Many of the most successful enterprises have been built on our values 

research approach to help a client unlock the key to what makes them most 

powerfully and personally relevant to their key stakeholders 

Drinking milk every day helps you maintain 

a healthy weight and look your best. 

What happens in Vegas, stays in Vegas. 
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Values in Regional Visioning 

• Values guide the formulation, 
selection, and analysis of 
future scenarios 

• Values guide the design of 
neighborhoods, communities, 
and regions  

• Visions built on the public’s 
values focus, engage, and 
unify public and leaders 
behind action 

Reason 

Emotion 

Values are the Central Guideposts of Human Decision Making 
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Ideal to inspire to 

DO something 

• They are 
motivational 

Ideal to build coalitions-- 
solidify/expand your 
base and appeal to the 
swing 

• Widely shared 

Echoes of our past 
Ideals for our future 
Continuity throughout 
a project and over a 
lifetime 

• Stable, enduring 

Why Values Matter 
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There is a “strategic hinge” which 

exists, linking attributes and 

benefits to the target audience 

Identifying the rational and 

emotional drivers of this hinge is 

the purpose of “values” research 

The Secret of Values Research:  The Strategic Hinge 

Reason 

Emotion 
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 Self-Esteem 

 Personal Satisfaction 

 Sense of Accomplishment 

 Security 

 Care for Others 

 Peace of Mind 

 Enjoyment / Enjoy Life 

 Happiness 

 Personal Freedom and Control 

 Take Care of Family 

 Longevity 

 Concern for Future Generations 

 Belonging 

 Trust 

 Sharing with Others 

 Self-Fulfillment 

 Sanctity of Life 

 Pride 

 Love 

 Self-Preservation 

 Preserve the Earth 

 Eternal Life / God 

 Respect 

 Self-Image 

Personal Values 
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Attributes 

Functional 

Benefits 

Psycho-social 

Consequences 

Personal 

Values 

Perceived beliefs about or traits of a 

region. 

Functional benefits derived from the traits 

or beliefs. 

Emotional or social benefits derived 

from the benefits. 

Stable, enduring personal goals. 

Ideal Community 

Audience 

Rational 

Components 

Emotional 

Components 

Values-Based Model of Human Decision Making 
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LOGIC QUESTIONS ANSWERS 

ATTRIBUTE 

FUNCTIONAL 

CONSEQUENCE 

PERSONAL 

CONSEQUENCE 

VALUE 

Why did you rate the quality of life in 

the region so high? 

Why is that important to you? 

What is the benefit to you 

when you can raise your son 

in a safe environment?  

Why is it important for 

you to be more at ease? 

“People here just seem to be 

friendlier”      (The People) 

Why are the “friendlier 

people”  important to you? 

“Better place to raise family” 

(Good place for family/children) 

“Raise son in a safe 
environment”      (Feel Safe) 

“Less worry - more at ease” 

      (Less Worry) 

“Security and love as a 

parent”   (Family Love) 

Example of the values process 
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Positive Ladder Negative Ladder 

ATTRIBUTE 

FUNCTIONAL 

CONSEQUENC

E 

PERSONAL 

CONSEQUENCE 

VALUE 

Positive and Negative Ladders 

“Security and love as a parent” 

 

“Less worry - more at ease” 

 

“Raise son in a safe 

environment” 

 

“Better place to raise a family” 

 

“People here are friendlier” 

“Sense of  accomplishment” 

 

“Can’t get more things done” 

 

“Inefficient use of time” 

 

“Bad traffic - lots of cars” 

 

Values Research Process: 



H
ea

rt
 +

 M
in

d
  

 S
T

R
A

T
E

G
IE

S
 

Values Research 

• Begins with one-on-one interviews that explore 
in depth the thought patterns and associations 
people hold about a particular subject. 
 

• Results are coded and “mapped” to show the 
connection between rational “attributes” and 
emotional “values.” 
 

• Reveals the components and drivers of human 
decision making. 
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Personal Values and Regional Visioning  

 Persuade by Reason, Motivate through Emotion 

Understanding the most 
important values 

orientations of a region, 
makes it clear what makes 

the region unique and 
special to those that choose 

to live here and identifies 
the priorities and 

motivations for protecting 
the values of the region and 

making it a better place. 

Attributes/ 
Rational Reasons 

Functional  
Benefits 

Emotional  
Consequences 

Personal 
Values 

Positive and Negative 
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The American Plastics Council  

Plastics make it possible 
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The Nadir 

It’s the late 80’s and the 

planet is drowning in 

garbage—plastics becomes 

a symbol for the problem. 

 

Industry had same 

favorability rating as tobacco. 

 

More than 250 pieces of 

restrictive legislation at state 

and local levels. 



H
ea

rt
 +

 M
in

d
  

 S
T

R
A

T
E

G
IE

S
 

Consumer Erosion Undercut Policy-maker Progress 

45% - Benefits 

31% - Risks 

1987 

63% - Risks 

26% - Benefits 

1992 
Opinion Survey: Do the benefits of plastic outweigh the risks of plastic, or do 

the risks of plastic outweigh its benefits? 
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“Raining Plastic”:  Before Values Strategy 
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Consumer 

Plastics 

Durability 

Shatter Resistance 

Medical Uses 

Food Protection 

Living Safer, 

Healthier Lives 

Less Worry Over  

Personal and Family  

Health and  

Safety 

Improved Personal and 

Family Quality of Life 

Leading to Greater 

Peace of Mind 

Plastics Industry 

Positioning Strategy Consumer Decision-Making Map  

What We Did in a Nutshell  

We combine an understanding of 

consumer decision-making with other 

market information… 

…to develop an overall business 

strategy… 

Effects on 

Environment 

Self Esteem 

Save 

Time 

Personal Security Peace of Mind 

Enjoyment 

Quality of Life 
Less Worry/Stress 

Save 

Money 

Product Use 
• Sanitary/sterile 
• Shatter resistant 
• Easy to use 
• Durable 
• Medical use 

Environmental Impact 

Before Use 

• Ingredients 
• By-products 

After Use 

• Biodegradable 
• Recyclable 

Health/Safety 

Future World 
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Me 

Plastics 

Durability 

Shatter Resistance 

Medical Uses 

Food Protection 

Living Safer, 

Healthier Lives 

Less Worry Over  

Personal and Family  

Health and  

Safety 

Improved Personal and 

Family Quality of Life 

Leading to Greater 

Peace of Mind 

Strategic Hinge 

Benefits of plastics that deliver less stress and 

worry over personal and family health and 

safety and sense of peace of mind help the 

public conclude benefits of plastics outweigh 

environmental risk. 

Consistent execution in 
support of the strategic 

framework 
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“The End” – Final ad 
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Current Campaign 
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Plastics Print Ad 

 Reduction of punitive 
legislation. 
 

 Plastic bags top choice 
in grocery stores. 

26% 

“I Should Avoid Buying Products 

Packaged in Plastic” 

37% 

78% 

62% 

“Plastic Harms the Environment” 

65 

52 

Thermometer Rating: 

The Plastics Industry 

Measurable Results 

…that can guide positioning, 

communications and operations… 

…to persuasively influences attitudes 

and behaviors.  

Without plastic, 

you might as well be. 

It’s the naked truth. From helmets to padding to cleats in their 

nylon uniforms, over 90% of the gear required by today’s 

professional football players is made of plastics. You’ll find 

plastic protective gear made specifically for almost any sport or 

recreational activity. Except maybe playing cards—and even 

those are coated with plastic to protect them from you. 

 

Plastics make it possible. 

What We Did in a Nutshell (cont.) 
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5

5 

Campaign Example 
 

National Turnaround in  
Public Transportation 
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5

6 

 Support for Public Transportation - 2002 

Source: Wirthlin Worldwide Poll, January 2002 

Initial 

Benchmark 

Undecided
36%Support

34%

Oppose
30%
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5

7 

Allows Me/Others To
Do Their Job

Do Other Things I Want

Peace of Mind 

Accomplishment

Personal Mobility

Choices and Options

Local Accessibility

Less Stress 
The entire community 

benefits as a result of the 

opportunities provided by 

mobility, choice, and 

accessibility which 

generate a peace of 

mind from the 

accomplishments of 

people getting their jobs 

done or other things 

important to them. 

Community Benefit Built on 

Personal Opportunity 
PRIMARY VALUES ORIENTATION 
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5

8 
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5

9 
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6

0 

Oppose
27%

Support
47%

Undecided
26%

 Support for Public Transportation - 2005 

Source: Wirthlin Worldwide Poll, Wave 4, April 2005 
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6

1 

  (PT)2 is Working 

INCREASE IN PERCENTAGE OF LOCAL TRANSIT FUNDING 

REFERENDA PASSED ANNUALLY SINCE THE BEGINNING OF 

(PT)2 

53% 54%

75%
80%

84%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

P
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Calendar Year



62 

(Utah Transit Authority) 
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Other Transportation Values Oriented Advertising 
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Other Transportation Values Oriented Advertising 
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• Now, for you personally, I’d like to know what you 

consider the most important attribute of living in your 

community and region to be.  Complete the phrase: 
 

• To me the single most important benefit of living in 

my community and region is … 

• Why is having that in your life so important?  What 

emotional reward do you get from that benefit?   

• And when you have that emotional reward, how 

does that make you feel?   

• And, ultimately, that is important to you because it 

gives you a sense of what?? 

 

Laddering Exercise 
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Now, for you personally, I’d like to know what you consider 

the most negative attribute of living in your community and 

region to be.  Complete the phrase: 

  

• To me the single biggest or most important 

disadvantage of living in my community and region is … 

• Why is having that in your life so significant?  What 

emotional penalty do you get from that disadvantage?   

• And when you have that emotional penalty how does 

that make you feel?   

• And, ultimately, that disadvantage and its emotional 

penalty give you a sense of what?? 

 

Laddering Exercise:  Negative Ladder 
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67 

ENVISION UTAH 
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1996 Values Map 

6

8 

Peace of 

Mind 
Personal 

Enjoyment 
Self Esteem 

Makes Me 

Happy 

Will (Not) 

Be Sick) 

Better Quality 

of Life 
Do a 

Better Job 

Freedom 

Family 

Love 

Personal 

Security 

Affordable 

Living 

Save Time 

Do Other 

Things 

Less Stress 
Less Worry 

Get Along 

With Others 

Self 

Satisfaction 

In 

Control 
Feel 

Healthy 

Accomplishment 

Self Esteem 

High Income 

Level 
Traffi

c 

Feel Safe 

More Car 

Accidents 

Spend Time 

With Family 

Air 

Quality 

Become 

Victim of 

Crime 

Save 

Money 

Feel Good 

Population 

Growth 

Climate 

Infrastructure 

Buy Other 

Things 

More 

Crowds 

Children Handle 

Life’s Problems 

Commonly 

Held Ideas 

The People 

Taxes 

Crime 

Have More 

Choices 
Gain 

Knowledge 

Children Learn 

More 

LDS 

Churc

h Good Place for 

Family/Childre

n 

Outdoor 

Recreation 

Scenic 

Beauty 

Education 

System 

A
T

T
R
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U

T
E
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Affordable 
Living 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Traffic 
Scenic Beauty 

Outdoor    
Recreation 

Climate 

Air 
Quality 

ATTRIBUTES 

FUNCTIONAL CONSEQUENCES 

Save               
Money 

Become a Victim 
of Crime 

More               
Crowds 

Have More     
Choices 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

PSYCHO-SOCIAL    CONSEQUENCES 

Better Quality          
of Life 

Feel Good 

Do Other Things Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Family                
Love Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Self Esteem 
PERSONAL VALUES 



Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    CONSEQUENCES 

FUNCTIONAL CONSEQUENCES 

ATTRIBUTES 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a Victim 
of Crime 

Traffic 
Scenic Beauty 

Outdoor    
Recreation 

Climate 

More               
Crowds 

Have More     
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Self Esteem 



Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    CONSEQUENCES 

FUNCTIONAL CONSEQUENCES 

ATTRIBUTES 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a Victim 
of Crime 

Traffic 
Scenic Beauty 

Outdoor    
Recreation 

Climate 

More               
Crowds 

Have More     
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Self Esteem 



Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    CONSEQUENCES 

FUNCTIONAL CONSEQUENCES 

ATTRIBUTES 

High Income          
Level 

Taxes 
Crime 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a Victim 
of Crime 

Traffic 
Business 

Opportunities 

Employment 
Opportunities 

Climate 

More               
Crowds 

Have More     
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Self Esteem 

Business 
Opportunities 

Employment 
Opportunities 

Provide Care 
for Family 



Affordable 
Living 

PERSONAL VALUES 

PSYCHO-SOCIAL    CONSEQUENCES 

FUNCTIONAL CONSEQUENCES 

ATTRIBUTES 

High Income          
Level Taxes 

Crime 

LDS                 
Church 

Save               
Money 

Population         
Growth 

The People 
Infrastructure 

Educational    
System 

Good Place for 
Family/Children 

Become a Victim 
of Crime 

Traffic 
Scenic 
Beauty 

Outdoor    
Recreation 

Climate 

More               
Crowds 

 Have More    
Choices 

Better Quality          
of Life 

Feel Good 

Do Other Things 

Personal        
Security 

Self Esteem 

Peace                       
of Mind 

Buy Other       

Things 

Less Stress 

In 
Control 

Commonly           
Held Ideas 

Family                
Love 

Feel Safe 

Get Along           

With Others 

Makes Me Happy 

Less Worry 

Accomplishment 

Self          
Satisfaction 

Personal    
Enjoyment 

Freedom 

Air 
Quality 

More Car    
Accidents 

Save Time 

Gain         
Knowledge 

Children            
Learn More 

Children Handle 
Life’s Problems 

Will (Not) Be 
Sick 

Spend Time        
With Family 

Do a Better          
Job 

Feel     
Healthy 

Self Esteem 
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1996 Values Map 

7

4 

Peace of 

Mind 
Personal 

Enjoyment 
Self Esteem 

Makes Me 

Happy 

Will (Not) 

Be Sick) 

Better Quality 

of Life 
Do a 

Better Job 

Freedom 

Family 

Love 

Personal 

Security 

Affordable 

Living 

Save Time 

Do Other 

Things 

Less Stress 
Less Worry 

Get Along 

With Others 

Self 

Satisfaction 

In 

Control 
Feel 

Healthy 

Accomplishment 

Self Esteem 

High Income 

Level 
Traffi

c 

Feel Safe 

More Car 

Accidents 

Spend Time 

With Family 

Air 

Quality 

Become 

Victim of 

Crime 

Save 

Money 

Feel Good 

Population 

Growth 

Climate 

Infrastructure 

Buy Other 

Things 

More 

Crowds 

Children Handle 

Life’s Problems 

Commonly 

Held Ideas 

The People 

Taxes 

Crime 

Have More 

Choices 
Gain 

Knowledge 

Children Learn 
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n 
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2007 Values Map: New Pathways 
Peace of Mind 

Personal 

Enjoyment 
Self Esteem 

Makes Me Happy 

Will (Not) Be 

Sick) 

Better Quality 

of Life 

Do a Better 

Job 

Freedom 

Family 

Love 

Personal 

Security 

Affordable 

Living 

Save Time 

Do Other Things 

Less Stress 
Less Worry 

Get Along 

With Others 

Self 

Satisfaction 

In 

Control 

Feel 

Healthy 

Accomplishment 

Self Esteem 

High Income 

Level 
Traffic 

Feel Safe 

More Car 

Accidents 

Spend Time 

With Family 

Air Quality 

Become Victim 

of Crime 

Save 

Money 

Feel Good 

Population 

Growth 

Climate 

Infrastructure 

Buy Other 

Things 

More 

Crowds 

Children Handle 

Life’s Problems 

Commonly 

Held Ideas 

The People 

Taxes 

Crime 

Have More 

Choices 
Gain 

Knowledge 

Children Learn More 

LDS 

Churc

h 

Good Place for 

Family/Children 

Outdoor 

Recreation 

Scenic 

Beauty 

Education 

System 
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Things are 

local/accessible 

Family lives / 

raised here 
Family lives / 

raised here No 

diversity 

Kids don’t 

understand 

others 

Nothing in 

common 

Part of 

community 

Belonging 

Employment / Business opportunities 
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Time, Opportunity for Personal Priorities   (34%) 

Outdoor/Scenic Component (positive) 

Outdoor Rec /  

Scenic beauty 

Do Other Things / 

Have More Choices 

Less Stress /  

Spend Time With 

Family 

Peace of Mind /  

Personal 

Enjoyment 

The beauty of the 

region provides 

many recreational 

options.  Residents 

are surrounded with 

opportunities to 

experience the 

outdoors and relax 

with their families.  
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Time and Opportunity for Personal Priorities (34%) 

Traffic/Commute Component (negative) 

Commuter traffic 

More time spent 

driving 

Stressful /  

Can’t spend time 

with family 

No Peace of mind 

Less Personal 

happiness 

By Spending 

Less Time on the 

Road, Residents 

are Able to Save 

Time , Relax and 

Spend Time with 

their Families 
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Safe & Secure Environment   (33%) 

The People / 

Population Growth 

Commonly Held Ideas 

/ More Crowds 

Feel Safe /  

Less Worry 

 

Peace of Mind /  

Personal Security 

Residents Want 

Friendly Neighbors 

with Similar Values.  

This Creates an 

Environment with a 

Sense of 

Community, 

Promoting Peace 

and Personal 

Security. 
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Personal & Community Enrichment      (20%) 

The People /  

Family Friendly 

Commonly Held Ideas 

/ Gain Knowledge 

Get Along with Others /  

Less Worry 

Peace of Mind /  

Self-Esteem 

Good Neighbors and a Good 

Educational System are the 

Cornerstones of a Good Community.  

When Residents Get Along with 

Each Other and Children Gain 

Knowledge, a Sense of Self-Esteem 

and Peace of Mind Flourish.   



80 
8

0 

Financial Security    (14%) 

Employment / Business 

Opportunities 

Affordable Living /  

Save Money 

Buy Other Things /  

Better Quality of Life 

 

Self-Esteem /  

Freedom 

Plentiful Job 

Opportunities 

Generate Income 

Levels That Allow 

Residents to Provide 

for their Families and 

Live Comfortably.     
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Values of Central Floridians:  

What Floridians Care About and Agree On 

• Study identified the shared, core 

values that Floridians associate with 

quality of life, growth, and 

development of their ideal 

community(ies) in the region.   

 

• Used values to assist the public, 

community leaders, and policy makers 

in making better informed and 

coordinated decisions, to: 

– protect, promote, and preserve 

the overall public good 

– and build confidence and 

support from public 

http://myregion.org/CentralFloridaValues.asp
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Three Foundational Values Pillars 
 

Nature and the 

Outdoors 

High Quality of 

Life from 

Enjoyment in  

Family Friendly 

Activity Nature 

Allows 

 

Peace of Mind 

and Security 

from Living in 

Safe and Secure 

Communities 

Safe and  
Secure Communities 

Education 

Community and 

Parental Peace 

and Pride   

Through Good 

Educational 

Opportunities 
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Central Florida Quality of Life Values Map 
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THE SUN / 

WEATHER 

HAVE 

FAMILY 

HERE 

CAN GO OUTDOORS /  

DO OUTDOOR ACTIVITIES 

HEALTHY  

LIFESTYLE 

SPEND TIME WITH  

FAMILY / FRIENDS 

I CAN RELAX 

LESS  

STRESS 

PEACE OF MIND 

PROLONGS LIFE 

MAKES ME HAPPY 

LOW CRIME 

LESS TRAFFIC 

SAVES ME TIME 

DO OTHER  

THINGS 

PERSONAL 

SECURITY 

FAMILY LOVE 

VARIETY OF  

THINGS TO DO 

WELL BEING 

THE BEACH 
ADEQUATE 

INFRASTRUCTURE / 

WELL MAINTAINED 

PERSONAL  

ENJOYMENT 

FEEL SAFE 

PEACE OF MIND 

SAFE/SECURE  

COMMUNITY 

LESS WORRY 

ROADS SAFE  

TO DRIVE 

PLANNING 

FOR 

GROWTH 

QUALITY  

OF LIFE 

ENJOY 

NATURE 

NATURAL 

ENVIRONMENT 

JOBS/WORK  

AVAILABLE 

 

MAKE MORE 

MONEY 

SPEND MONEY 

OTHER THINGS 

LESS 

OVERCROWDING 

IN SCHOOLS 

CHILDREN WILL 

LEARN BETTER 

CHILDREN HAVE 

BETTER QUALITY OF 

LIFE 

DO A GOOD JOB AS  

A PARENT 

PRIDE 

CAN BE  

ACTIVE 

ENJOY 

LIFE 

PERSONAL 

ENJOYMENT 

THEME 

PARKS 

BRING IN  

TOURISM 

BENEFIT 

FLORIDA 

ECONOMY 

LIMITED GROWTH 

SELF 

SATISFACTION 

THINGS LOCAL/  

ACCESSIBLE 

NEIGHBORLY / 

FRIENDLY 

PEOPLE  

LARGE LOTS 

/ YARDS 

HAVE PRIVACY 

/ NOT BOTHER 

OTHERS  

KIDS 

ARE 

SAFE 

GOOD 

SCHOOL 

SYSTEM 

THINGS  

ARE LOCAL / 

ACCESSIBLE 

LESS 

STRESS 

PERSONAL ENJOYMENT 
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LESS  

STRESS 

PROLONGS LIFE 

MAKES ME HAPPY 

DO OTHER  

THINGS 

SPEND MONEY 

OTHER THINGS 

Peace of Mind and Security from Living in Safe and Secure 

Communities 

A
ttrib

u
te

s
 

F
u
n
c
tio

n
a
l 

E
m

o
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n
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l 
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e
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THE SUN / 

WEATHER 

HAVE 

FAMILY 

HERE 

CAN GO OUTDOORS /  

DO OUTDOOR ACTIVITIES 

HEALTHY  

LIFESTYLE 

SPEND TIME WITH  

FAMILY / FRIENDS 

I CAN RELAX 

PEACE OF MIND 

LOW CRIME 

LESS TRAFFIC 

SAVES ME TIME 

PERSONAL 

SECURITY 

FAMILY LOVE 

VARIETY OF  

THINGS TO DO 

WELL BEING 

THE BEACH 
ADEQUATE 

INFRASTRUCTURE / 

WELL MAINTAINED 

PERSONAL  

ENJOYMENT 

FEEL SAFE 

PEACE OF MIND 

SAFE/SECURE  

COMMUNITY 

LESS WORRY 

ROADS SAFE  

TO DRIVE 

PLANNING 

FOR 

GROWTH 

QUALITY  

OF LIFE 

ENJOY 

NATURE 

NATURAL 

ENVIRONMENT 

JOBS/WORK  

AVAILABLE 

MAKE MORE 

MONEY 

LESS 

OVERCROWDING 

IN SCHOOLS 

CHILDREN WILL 

LEARN BETTER 

CHILDREN HAVE 

BETTER QUALITY OF 

LIFE 

DO A GOOD JOB AS  

A PARENT 

PRIDE 

CAN BE  

ACTIVE 

ENJOY 

LIFE 

PERSONAL 

ENJOYMENT 

THEME 

PARKS 

BRING IN  

TOURISM 

BENEFIT 

FLORIDA 

ECONOMY 

LIMITED GROWTH 

SELF 

SATISFACTION 

THINGS LOCAL/  

ACCESSIBLE 

NEIGHBORLY / 

FRIENDLY 

PEOPLE  

HAVE PRIVACY 

/ NOT BOTHER 

OTHERS  

KIDS 

ARE 

SAFE 

GOOD 

SCHOOL 

SYSTEM 

THINGS  

ARE LOCAL / 

ACCESSIBLE 

LESS 

STRESS 

PERSONAL ENJOYMENT 

39% 

LARGE LOTS 

/ YARDS 
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Key Values Priority 
Peace of Mind and Security from Living in Safe and Secure Communities 

Key Stakeholder 

Central Florida 

Safe, Neighborly 

Community 

Feeling Safe 

Less Worry Over  

Personal and Family  

Safety 

Leading to Greater 

Peace of Mind and  

Sense of Security 

We believe familiar, and 

friendly neighborhoods 

are important for 

everyone and need to 

focus growth in  creating 

these environments 

where peace of mind and 

a sense of security 

flourish  

39% 
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86 

Values Translated into Visions and Scenarios 

Safe and Secure Communities 

 

Increasingly, communities 

in Central Florida have 

created successful “city 

centers” with a mix of 

commercial and 

residential development.  

Rich architectural details 

create a unique “feel” for 

each community. These 

centers provide “all that 

you need” to live, work 

and play within close 

proximity. 
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Values Translated into Visions and Scenarios 

#2 Priority:  Nature and the Outdoors 

 

Central Florida’s natural 

setting is world-renowned 

and precious to all of us. 

Within an hour’s drive, 

Central Floridians can enjoy 

the beach, canoeing or hiking 

at a natural spring or trail, or 

riding a bike on the most 

challenging hills in the state. 

Preserving access to the 

outdoors and maintaining the 

many “globally” significant 

animals, plants and critical 

ecosystems in our region is 

crucial. 
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Findings and Implications 

• The Values Maps reveal the core underlying values of the 
people in the region and provide a context and framework 
for addressing the key issues. 

Friendly 

people/commun

ity 

Community 

supports/helps each 

other 

Close/Connected 

Community 

Belongi

ng 

 

The primary values 

orientation of the people 

of Ko’olau Loa is the 

sense of belonging that 

comes from the close-knit 

feelings of living with 

friendly, loving people 

that care and look out for 

each other.    

 Ohana 



89 

Overall Map: Envision Hawaii 
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Friendly people in 

community 

Community supports / 

helps each other 

Close/Connected 

Community 

Peace of mind 

Personal 

happiness 

Small town 

feel 

Community won’t 

become 

overpopulated 

Know everyone 

in community 

Have more 

space 

Attracts the right type of 

people into community 

Less crime/drugs 

Community shares 

my values/beliefs 

New people 

in community 

Learn new things/ 

Increase my knowledge 

Diversity 

of people 

Shopping is 

close/accessible 

Less Drive Time/ Commute 

Saves me 

money 

Relaxed/Quiet 

atmosphere 

Spend time with 

family/friends 

Cost of living 

Can afford to 

live/buy a 

home 

Affordable 

housing 

Families don’t 

have to live 

together 
Won’t 

leave 

community 

Safe community 

Jobs/Work 

available 

I will make 

money 

I feel safe 

Less worry 
Makes me happy 

Jobs/Work 

available 

Educational 

system 

Teaches the 

kids/future 

generations 

Less construction/ 

development 

Less traffic / 

congestion 

Saves me time 

Better 

roads 

Do other things 
Get along better 

with others 

Can pay 

my bills 
Maintain routine 

Less frustrated 

Children succeed/ 

become successful 

adults 

Personal 

pride 

Belonging 

Personal 

security 

Less stress 

Have family/ 

friends here 

Personal 

satisfaction 

Peace of mind 

Better quality of life 

Accomplishment 

Personal happiness 

Enjoy life 
More 

productive 

Less worry 

More say in 

community 

Better/Improved 

community 

Well being 

Well being 

Less stress Less stress 

Well being 

Nature/ 

Environment 

Respect the 

spirit of land 

/ ocean 
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Overall Map: Envision Hawaii – Dominant Pathway 
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Friendly people in 

community 

Community supports / 

helps each other 

Close/Connected 

Community 

Peace of mind 

Personal 

happiness 

Small town 

feel 

Community won’t 

become 

overpopulated 

Know everyone 

in community 

Have more 

space 

Attracts the right type of 

people into community 

Less crime/drugs 

Community shares 

my values/beliefs 

New people 

in community 

Learn new things/ 

Increase my knowledge 

Diversity 

of people 

Shopping is 

close/accessible 

Less Drive Time/ Commute 

Saves me 

money 

Relaxed/Quiet 

atmosphere 

Spend time with 

family/friends 

Cost of living 

Can afford to 

live/buy a 

home 

Affordable housing 

Families don’t 

have to live 

together 
Won’t 

leave 

community 

Safe community 

Jobs/Work 

available 

I will make 

money 

I feel safe 

Less worry 
Makes me happy 

Jobs/Work 

available 

Educational 

system 

Teaches the 

kids/future 

generations 

Less construction/ 

development 

Less traffic / 

congestion 

Saves me time 

Better 

roads 

Do other things 
Get along better 

with others 

Can pay 

my bills 
Maintain routine 

Less frustrated 

Children succeed/ 

become successful 

adults 

Personal 

pride 

Belonging 

Personal 

security 

Less stress 

Have family/ 

friends here 

Personal 

satisfaction 

Peace of mind 

Better quality of life 

Accomplishment 

Personal happiness 

Enjoy life 
More 

productive 

Less worry 

More say in 

community 

Better/Improved 

community 

Well being 

Well being 

Less stress Less stress 

Well being 

Nature/ 

Environment 

Respect the 

spirit of land 

/ ocean 
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Community won’t 

become 

overpopulated 

Overall Map: Envision Hawaii – Dominant Pathway 
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Friendly people in 

community 

Community supports / 

helps each other 

Close/Connected 

Community 

Peace of mind 

Personal 

happiness 

Small town 

feel 

Know everyone 

in community 

Have more 

space 

Attracts the right type of 

people into community 

Less crime/drugs 

Community shares 

my values/beliefs 

New people 

in community 

Learn new things/ 

Increase my knowledge 

Diversity 

of people 

Shopping is 

close/accessible 

Less Drive Time/ Commute 

Saves me 

money 

Relaxed/Quiet 

atmosphere 

Spend time with 

family/friends 

Cost of living 

Can afford to 

live/buy a 

home 

Affordable housing 

Families don’t 

have to live 

together 
Won’t 

leave 

community 

Safe community 

Jobs/Work 

available 

I will make 

money 

I feel safe 

Less worry 
Makes me happy 

Jobs/Work 

available 

Educational 

system 

Teaches the 

kids/future 

generations 

Less construction/ 

development 

Less traffic / 

congestion 

Saves me time 

Better 

roads 

Do other things 
Get along better 

with others 

Can pay 

my bills 
Maintain routine 

Less frustrated 

Children succeed/ 

become successful 

adults 

Personal 

pride 

Belonging 

Personal 

security 

Less stress 

Have family/ 

friends here 

Personal 

satisfaction 

Peace of mind 

Better quality of life 

Accomplishment 

Personal happiness 

Enjoy life 
More 

productive 

Less worry 

More say in 

community 

Better/Improved 

community 

Well being 

Well being 

Less stress Less stress 

Well being 

Ohana 

Nature/ 

Environment 

Respect the 

spirit of land 

/ ocean 

ʻOhana means family in an extended 

sense of the term.  It emphasizes that 

family and friends are bound together 

to cooperate and remember our 

ancestors and care and look out for 

our children’s future. 

 

’Ohana can describe a community, a 

circle of friends, who share common 

goals and values. 
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Building Values into 
Regional Visions/Plans 
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• Six Public Workshops, September 13-15, 2011 
• Santee | Southeast SD | Downtown | Bonita | Oceanside | Escondido 



 Four major issue areas 
 Housing, environment, mobility, and cost 

of living 

 Economic development 

 Education 

 Community and culture 

 New tools for public participation 

SAN DIEGO 
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Public’s View of Regional Priorities: 

Jobs and Education are of Top Importance  

Q350. Please rate each of the following issues where 1 means "not at all important to the future of the region" and 

10 means "Extremely important priority for the future of the region":  

Base: All respondents (n=1,001) 

Increasing the number/quality of jobs   8.7 

Improving education     8.7 

Reducing crime/making neighborhoods safer  8.5 

Increasing water resources/quality   8.5 

Leadership to deal w/ important challenges of region 8.3 

Improving affordability of housing/living   8.2 

Building public trust     8.2 

Increasing economic development   8.1 

Improving/resolving border issues   8.1 

Increasing access to quality health care   8.0 

Reducing traffic congestion    8.0 

Improving social equity/justice    7.5 

Increasing civic involvement    7.1 

Increasing enjoyment/access to culture and arts  6.9 
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27% 

10% 

7% 

6% 

6% 

5% 

5% 

5% 

4% 

4% 

3% 

3% 

3% 

2% 

2% 

1% 

1% 

1% 

1% 

1% 

0 

0 5 10 15 20 25 30

High cost of living—expensive to live here 

Lack of job opportunities and low wages  

Too much traffic & congestion/Not enough trans options 

Lack of affordable housing  

Lack of leadership on important regional issues  

Everything so close and convenient  

Family friendly, great place to raise a family  

Low crime and safe neighborhoods  

Outdoor recreation opportunities / enjoying the outdoors 

High quality schools (K-12) 

Overall sense of community/community involvement  

Friendly people and neighbors 

High quality colleges and universities in the region 

Inadequate healthcare  

Too much crime/ Unsafe neighborhoods  

Poor quality schools (K-12)  

Lack of sense of community/community involvement 

Lots of good transportation options to get around  

Lots of parks and open spaces 

Large variety of places to shop 

Adventure and theme parks in the region  

Thinking about the quality of life in the 

San Diego region, please tell me which 

one of the following factors has the 

most significant impact on the overall 

quality of life for you personally. 

Factors Impacting PERSONAL Quality of Life 

PERCENT 



C6-12602.01 

SOURCE: BLS Consumer Expenditure Survey, 2008-2009 

HOUSING AFFORDABILITY: SAN DIEGANS SPEND MORE OF 
THEIR INCOMES ON HOUSING THAN OTHER REGIONS 

Percent of Annual Expenditures on Housing 

2008-2009 

98 



Emergent Issues from the  

Values Research 

Education 

Task 

Force 

Community 

& Cultural 

Amenities 

Task Force 

•Jobs (quality/pay) 

•Border Issues 

•Economic 

Development 

•Pension Issues 

•Graduation rates 

•Access to Colleges 

& Universities 

•Prepare workforce 

of tomorrow 

•Access to Culture 

•Beaches 

•Enjoy Outdoors 

•Recreation 

•Open Space 

•Healthcare 

•Housing Affordability 

•Traffic Congestion 

•Safe Neighborhoods 

•Water 

•Conservation 

•Environment 

Economic 

Development 

Task Force 

Environment, 

Land Use, 

Transportation,  

Cost of  Living 

Task Force 
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Outdoor Opportunities for  

Enjoying Family and Friends 

Outdoor Recreation 

& Proximity to 

Regional Amenities  

Have More Choices 

Outdoor Options 

Spend Time With 

Family/Friends 

Happiness 

Peace of Mind /  

Personal Enjoyment 

Accomplishment 

Great access and 

proximity to the 

beach and so many 

other regional 

amenities that 

provide recreational 

options to be with 

and relax and enjoy 

good times with 

family and friends  

Residents 

San Diego 

Issues 
• Beach access 
• Close to everything 
• Parks and open 

space 
• Hiking/jogging trails 
• Entertainment 

options 
• Shopping 
• Transportation 

Latinos like the people and being 

near family which creates 

stronger relationships and a 

better life, making them feel 

happiness, and a sense of 

accomplishment 
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Care/Help Each Other 
Small town Feel 

Sense of Community 
FEEL SAFE 

Friendly People, 

Family Oriented 

Near Family  

Spend Time With 

Family/Friends 

Better Life 

 

Personal Enjoyment 

Happiness 

Belonging 

Family Friendly  

Neighborhoods and Communities 

Having friends, family 

and good neighbors 

nearby makes people 

feel safer and lets 

residents spend more 

time with the people 

important to them and 

builds a sense of 

community, giving 

residents a sense of 

belonging, personal 

happiness, and peace 

of mind. 

Residents 

San Diego 

Issues 
• Walkable/bikable 

neighborhoods 
• Low crime 
• Community involvement 
• Small town feel 
• Local parks/recreation 
• Immigration 
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Residents 

San Diego 

High cost of living, 
expensive housing, 

shortage of jobs 

Can't afford to 
live, have to leave 

community 

Worry, Stress,  

Poor Quality of Life  

Lack of well being, 
unhappiness, 

no peace of mind  

The high cost of living 
and housing in San 

Diego, combined with 
the scarcity of good-

paying jobs, forces many 
residents (or their 

children) to live a lower 
quality of life or leave 
the area altogether , 

resulting in worry and 
stress and robbing them 

of peace of mind and 
happiness. 

Key Barrier to Quality of Life:   
High Cost of Living 

Issues 
• Housing 
• Jobs/wages 
• Cost of living 
• Transportation 

costs 
 

Can’t Afford  

To Live and Enjoy 
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Superstition Vistas 
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Weather 
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Superstition Vistas – Safe Community (21%) 

Low Crime/ 
Less 

Societal 
Problems 

No Illegal 
Immigration 

Increasin
g 

Populatio
n 

Air Quality/ 
Less 

Pollution* 

I/Family Will be 
Safe 

Less Worry 

Less 

Traffic 

Things are   
Local/ 

Accessible 

Less Drive 
Time/ 

Commute 

Spend Time 
With 

Family/Friends 

Have Family/ 
Friends Here 

Can Go Outdoors/       
Do Outdoor 

Activities 

Healthier 

Lifestyle 

Personal 
Security 

Peace of Mind 

Less Stress 

Do Other 

Things 

Neighbors 
Care/ Help 
Each Other 

Sense of 

Community 

Neighborly/ 
Friendly People 

Doing a Good 
Job as a Parent 

Children Have a 
Good Quality of 

Life 

Air 
Quality/ 

Less 
Pollution

* 

Better Quality of 

Life 

Personal 
Satisfaction 

Affects My 

Mood 

Get Along 
Better With 

Others 

Adequate 
Infrastructur

e 

Preserve 
Environment

/ Open 
Space 

Educational 
System 

Children 

Learn More 

Children 
Become 

Successful 

Better Community/ 

Society 

Jobs/Wor
k 

Available 

More Career 

Opportunities 

Close 
Proximity to 

Different 
Places 

Accomplishment Self Esteem 

Secluded/Quiet 
Neighborhood Scenic 

Beauty 

Belonging 

Family 

Oriented 

In Control 

Freedom 

Personal 

Happiness 

Lower 
Taxes/Co

st of 
Living 

Less 
Burden on 
Services 

Financial 
Security 

Well Being 
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Overall Map: SV – Safe Community (21%) 

Low Crime/ 

Less 

Societal 

Problems 

No Illegal 

Immigration 

I/Family Will be 

Safe 

Less Worry 

Personal 

Security 

Peace of 

Mind 

Neighbors 

Care/ Help 

Each Other 

Secluded/Quiet 

Neighborhood 

Well 

Being 

Quiet neighborhood, good neighbors and 

an absence of crime give residents a 

sense of personal security. 

For half the residents this is a positive 

and for the other half it is negative. 

This ladder was chosen more often by: 

-- Living in urban area 

-- Less than a BA 

-- General Public 

“As Phoenix grows, there is more crime and violence - areas becomes 

more susceptible for people to come out to do things. As a parent, and 

when you have a family, safety comes first. You start to worry is it really 

getting this bad out here? Do we have to relocate or what we will do? Puts 

more weight on you as a parent and it takes away your peace of mind.” 
 

“I like my neighborhood because it is quiet - no loud neighbors. I have lived 

in places where have rude and obnoxious neighbors and crack houses. It’s 

nice to be able to come home and know all stuff will be there. My neighbors 

and I watch out for each other houses. It’s nice to know that your house is 

safe. It gives me that feeling of peace.” 
 

“In my neighborhood, all the neighbors know each other - we stop and talk 

everyday when we get our mail, it is not like you just pass by and don't say 

hi. I know if I am not around that there is always somebody close by who 

can watch out for me. I don't have to worry about all the crime that is 

outside the neighborhood I feel safe - I know I can go about my daily life 

feeling safe. I have peace of mind.” 
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Superstition Vistas – Healthy Lifestyle (20%) 

Low Crime/ 
Less 

Societal 
Problems 

No Illegal 
Immigration 

Increasin
g 

Populatio
n 

Air Quality/ Less 
Pollution* 

I/Family Will be 
Safe 

Less Worry 

Less 

Traffic 

Things are   
Local/ 

Accessible 

Less Drive 
Time/ 

Commute 

Spend Time 
With 

Family/Friends 

Have Family/ 
Friends Here 

Can Go Outdoors/       
Do Outdoor 

Activities 

Healthier 

Lifestyle 

Personal 
Security 

Peace of Mind 

Less Stress 

Do Other 

Things 

Neighbors 
Care/ Help 
Each Other 

Sense of 

Community 

Neighborly/ 
Friendly People 

Doing a Good 
Job as a Parent 

Children Have a 
Good Quality of 

Life 

Air 
Quality/ 

Less 
Pollution

* 

Better Quality of 

Life 

Personal 
Satisfaction 

Affects My 

Mood 

Get Along 
Better With 

Others 

Adequate 
Infrastructur

e 

Preserve 
Environment

/ Open 
Space 

Educational 
System 

Children 

Learn More 

Children 
Become 

Successful 

Better Community/ 

Society 

Jobs/Wor
k 

Available 

More Career 

Opportunities 

Close 
Proximity to 

Different 
Places 

Accomplishment 
Self Esteem 

Secluded/Quiet 
Neighborhood 

Scenic 
Beauty 

Belonging 

Family 

Oriented 

In Control 

Freedom 

Personal Happiness 

Lower 
Taxes/Co

st of 
Living 

Less 
Burden on 
Services 

Financia
l 

Security 
Well Being 
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Superstition Vistas: Healthy Lifestyle (20%) 

Clear air, good weather and natural 

beauty allow residents to lead a healthier, 

outdoors lifestyle. 

This ladder was chosen more often by: 

-- 35 years or older 

-- Earned a BA 

-- Live in Small Town 

-- Do not have children at home 

-- Interested & Informed / Key Citizens 

Weather 
Air Quality/ 

Less 

Pollution* 

Can Go Outdoors/       

Do Outdoor Activities 

Healthier Lifestyle 

Peace of Mind 

Less Stress 

Affects My 

Mood 

Close Proximity to 

Different Places 
Scenic 

Beauty 

Personal 

Happiness 

“The weather here is nice year round. I can enjoy hiking, biking, the 

mountains etc. It keeps me healthy good exercise makes me a much 

happier person. It makes me much more relaxed, de-stressed, and 

energized. to get more activity year round helps me deal with other 

areas of my life.” 
 

“I live in the valley and am surrounded by mountains.  The area is 

supportive of bike riding and other outdoor activities. I find the 

outdoors to be energizing! Not only does it give you a chance to 

appreciate nature, but it is conducive to healthy living. When you're 

healthier, you feel better. You are less tired, more energized and 

Stress has less impact on you. You can appreciate life. It gives me a 

sense of satisfaction, fulfillment.” 
 

“The Phoenix area is close to Lake Pleasant and being a person who 

likes boats, it is nice to be able to go waterskiing and wakeboarding 

when I want to. I can be more active and I feel in better shape 

physically. I am able to do the things I enjoy on a regular basis. It 

gives me increased quality of life, makes me feel relaxed and gives 

me complete happiness .”  
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Building the Wyoming We Want 
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Not crowded/Not a lot of 
people 

Shopping is 
inaccessible 

Less crime/ safer 
community 

Costs money 

Can’t do 
other things 

Children/Family  
are safe 

Less traffic 

Takes time 

Disrupts routine 

Have fewer 
choices 

Must travel 

Healthcare 
unavailable 

Less (more) stress/ 
(Not) Relaxing 

Outdoor 
recreation 

Can enjoy 
the outdoors 

Peace of 
mind 

Feel safe 

Less 
worry 

Spend time with 
family/friends 

Healthy lifestyle 

Better quality of 
life 

Education 
system 

Kids have a 
better future/ 
opportunities 

Lack of 
things to 

do 

I’ve done 
a good job 

Self 
esteem Personal 

happiness 

Personal 
satisfaction 

Personal  
security 

Makes life 
harder 

Freedom 

Well being 

No environmental 
impact 

Open 
spaces 

Can be 
alone 

Cost of living 

Does not attract 
business/industry 

Makes me 
happy 

People are 
neighborly/friendl

y 

Neighbors 
look out for 
each other 

Sense of 
communit

y 

Small town feeling 

Accomplishmen
t 

Belonging 

Jobs/Work 
unavailable 

Can’t earn 
money 

Can’t 
provide for 

others 

People leave 
Wyoming 

Weak economy 

People don’t move to Wyoming 

Personal 
happiness Freedom 

Can’t do other 
things 

More worry 

Envision Wyoming Pathways 
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Not crowded/Not a lot of 
people 

Shopping is 
inaccessible 

Less crime/ safer 
community 

Costs 
money 

Can’t do 
other things 

Children/Family  
are safe 

Less traffic 

Takes 
time 

Disrupts 
routine 

Have 
fewer 

choices 

Must travel 

Healthcare 
unavailabl

e 

Less (more) 
stress/ 

(Not) Relaxing 

Outdoor 
recreatio

n 

Can enjoy 
the 

outdoors 

Peace of 
mind 

Feel safe 

Less 
worry 

Spend time 
with 

family/friends Healthy 
lifestyle 

Better quality of 
life 

Educatio
n system 

Kids have a 
better future/ 
opportunities 

Lack of 
things to 

do 

I’ve done 
a good 

job 

Self 
esteem Personal 

happiness 

Personal 
satisfaction 

Personal  
security 

Makes life 
harder 

Freedo
m 

Well being 

No environmental 
impact 

Open 
spaces 

Can be 
alone 

Cost of 
living 

Does not attract 
business/industry 

Makes me 
happy 

People are 
neighborly/frien

dly 

Neighbors 
look out for 
each other 

Sense of 
communi

ty 

Small town 
feeling 

Accomplishme
nt 

Belongin
g 

Jobs/Work 
unavailable 

Can’t 
earn 

money 

Can’t 
provide for 

others 

People leave 
Wyoming 

Weak economy 

People don’t move to 
Wyoming 

Personal 
happines

s 

Freedo
m 

Caring and Safe Community 

Can’t do other 
things 

More worry 

Wyoming Values:  Caring/Safe Community (23%) 
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Not crowded/Not a lot of 
people 

Shopping is 
inaccessible 

Less crime/ safer 
community 

Costs money 

Can’t do 
other things 

Children/Family  
are safe 

Less traffic 

Takes time 

Disrupts routine 

Have fewer 
choices 

Must travel 

Healthcare 
unavailable 

Less (more) stress/ 
(Not) Relaxing 

Outdoor 
recreation 

Can enjoy 
the outdoors 

Peace of 
mind 

Feel safe 

Less worry 

Spend time with 
family/friends 

Healthy lifestyle 

Better quality of 
life 

Education 
system 

Kids have a 
better future/ 
opportunities 

Lack of 
things to 

do 

I’ve done 
a good job 

Self 
esteem Personal 

happiness 

Personal 
satisfaction 

Personal  
security 

Makes life 
harder 

Freedom 

Well being 

No environmental 
impact 

Open 
spaces 

Can be 
alone 

Cost of living 

Does not attract 
business/industry 

Makes me 
happy 

People are 
neighborly/frien

dly 

Neighbors 
look out for 
each other 

Sense of 
community 

Small town 
feeling 

Accomplishmen
t 

Belonging 

Jobs/Work 
unavailable 

Can’t earn 
money 

Can’t 
provide for 

others 

People leave 
Wyoming 

Weak economy 

People don’t move to 
Wyoming 

Personal 
happiness Freedom 

Can’t do other 
things 

More worry 

In their own words: Values Lexicon 
BELONGING 
  Gives me a sense of belonging 
  Sense of loyalty and belonging 
  A sense of togetherness 
  Can be united 
  Belonging in community 
  Comfortable and accepted by people 
  I feel at home 
  Is a warm friendly feeling 
  It makes me feel connected 
  You are part of a group or community 
  Part of the human community 

NEIGHBORS LOOK OUT FOR EACH OTHER 
  Able to help each other in need 
  Being able to know everybody 
  Can rely on each other 
It’s very desolate - so you tend to help each other out 
  Close knit - everyone is willing to help their neighbor 
  I can lean on other people 
  I will have continuity of neighbors 
If you breakdown you won't be there long  
  Everyone lends a hand, the western mind set 
  When you have problem you have someone to go to 
  You know people will be there to help in times of crisis  
  Knowing I can show up on a doorstep if I need anything 
  Can walk to my neighbors if I need an egg 
  People and are apt to help and be neighborly, 
People treat each other the way they want to be treated 
  You know there is always someone to help you 
  People asking if I need a ride 
  Don't feel like outsiders 

SMALL TOWN FEELING 
 

•  Being able to live in a small community 
•  Recognize so many familiar faces 
•  Slower pace, seems a little quieter 
•  Closer knit, small town living 
•  That home town feeling 
•  Towns are small communities 

SENSE OF COMMUNITY 
  A sense of community 
  A strong community 
  Community pulls together as whole 
  Will think “we” instead of “me” 
  I feel that I am part of the community 
  A strong community of friends 
  I was able to make friends easily 
  We have a lot more in common than we have 
    differences 
  More closeness in the community 
  Feel part of the community 
  More interaction with other families 
  Never feel like you don't know people 
  Running into someone you know everywhere 
  People need a place where they belong 
  Provides a social and a support system for people 
    emotionally and spiritually 
  Can get to know neighbors and enjoy each other 

ACCOMPLISHMENT 
  Sense of accomplishment 
  When you make a difference for someone else 
  Sense of fulfillment 
  Feelings of achievement 
  More opportunities for advancement in my own life 
  Feels like I have a mission or goal that I am 
    completing 
  Sense you actually got something done 

PEOPLE ARE NEIGHBORLY/FRIENDLY 
 

•  Friendly people 
•  I know my neighbors  
•  People interact with each other 
•  They always make you feel welcome, 
    invite you to dinner 
•  Amazed at how warm people are 
•  Kind, open, loving people 

MAKES ME HAPPY 
I am happier where I am 
  My family is a big part of who I am so it 
    makes me happier to see them happy 
  If kids are happy then I am happy 
  If people are around me are happy that 
    helps me to stay happy   
  Makes me happier - keeps me young 
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Key Stakeholder 

Wyoming 

Fewer People, Less 
Crime, More Friendly, 
Small Town Feeling, 

Neighbors look out 
for each other,  
Family is safe 

Less Worry, 
Less Stress  

Sense of community 

Belonging,  
Personal Security,  

Peace of Mind 

Wyoming residents enjoy the 
small town feeling, where  
neighbors are friendly and 

people care about each 
other. Crime is low and 
people feel safe outside 

their homes. This creates a 
sense of community and a 

feeling of belonging 

Caring and Safe Community (23%) 
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Caring 
and 
Safe 

Community 

Open 
Spaces, 
Great 

Outdoors 

Remote- 
ness 

Economic 
Security 

Summary: Wyoming Resident Values 
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“It is closer knit, small town living. People know each other better, it is not 
insanity of large city. -- There are only 400,000 people in the whole state, largest 
city is 50,000 plus. Because of this, the people that live here are kind, open, 
loving, God-fearing, and honest. When people are friendly and treat you with 
respect and dignity, it is easy to treat others that way, people here help you to 
become a better person.  I feel very comfortable and accepted by people in this 
town. It warms my heart and makes me feel like I am one of them.” 
 
“People aren't stand offish, they welcome you warmly and openly. They are 
friendly and helpful, if your car breaks down you won't be there long. It is the 
nature of the western culture, everyone lends a hand. It brings a sense of 
belonging.” 
 
“The thing I like most about Wyoming is the people. I think that for the most part 
the  people here give you the benefit of doubt. They trust you, as opposed to big 
city where peoples guard needs to be up. They will reach out here trying to make 
a difference. This helps creates a  strong community and gives me a happy, 
addicted feeling. I feel a sense of accomplishment that I have made a difference 
for someone else.” 

Caring and Safe Community: Verbatims 
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Not crowded/Not a lot of 
people 

Shopping is 
inaccessible 

Less crime/ safer 
community 

Costs money 

Can’t do 
other things 

Children/Family  
are safe 

Less traffic 

Takes time 

Disrupts routine 

Have fewer 
choices 

Must travel 

Healthcare 
unavailable 

Less (more) stress/ 
(Not) Relaxing 

Outdoor 
recreation 

Can enjoy 
the outdoors 

Peace of 
mind 

Feel safe 

Less 
worry 

Spend time with 
family/friends 

Healthy lifestyle 

Better quality of 
life 

Education 
system 

Kids have a 
better future/ 
opportunities 

Lack of 
things to 

do 

I’ve done 
a good job 

Self 
esteem Personal 

happiness 

Personal 
satisfaction 

Personal  
security 

Makes life 
harder 

Freedom 

Well being 

No environmental 
impact 

Open 
spaces 

Can be 
alone 

Cost of living 

Does not attract 
business/industry 

Makes me 
happy 

People are 
neighborly/friendl

y 

Neighbors 
look out for 
each other 

Sense of 
communit

y 

Small town feeling 

Accomplishmen
t 

Belonging 

Jobs/Work 
unavailable 

Can’t earn 
money 

Can’t 
provide for 

others 

People leave 
Wyoming 

Weak economy 

People don’t move to Wyoming 

Personal 
happiness Freedom 

Open Spaces/Great Outdoors 

Can’t do other 
things 

More worry 

Wyoming Values: Open Space Great Outdoors (19%) 
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Key Stakeholder 

Wyoming 

Open Spaces, 
Outdoor Recreation 

Solitude, or   
Enjoyment  
with others 

Relaxation, Less Stress,  
Healthier Lifestyle,  

and Higher Quality of Life 

Happiness,  
Freedom, and 

Personal Satisfaction 

Wyoming's open spaces give 
residents unparalleled 

access to a healthy lifestyle 
in the great outdoors where 

they can participate in 
recreation, or relax in 

solitude and enjoy the peace 
and beauty of nature, which 

promotes feelings of 
happiness and freedom 

Open Spaces/Great Outdoors (19%) 
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“How few people there are here. They give you your space. I like to see the open 
space - the view, the scenery the freedom to walk across empty land in other 
places you don't have as much privacy the whole state is like a small town. I like 
being alone just enjoying the unclutteredness of it being able to go out and pray 
and being outside - the seclusion of it.  It gives me peace and comfort.” 
 
“I like Wyoming because of the opportunity for outdoor activities -  fishing, hiking, 
camping, skiing, things of that nature. These are things I hold near and dear to 
me. If something is going weird, I can go fishing and nothing is more therapeutic 
than standing in the middle of a river. It helps me to refocus - it centers me. It 
gives me enjoyment and peace.” 
 
“There are a lot of outdoor opportunities in Wyoming.  is what I like to do, get in 
the mountains and not be around a lot of people. I get to relax and do things I like 
to do. That gives me enjoyment and the feeling of freedom.” 
 
“I am very close to the mountains and an outdoorsman so like getting up in the 
mountains. I like hunting but don't care if I shoot anything or not, it is getting out 
that is important to me - I don't have to think about anything else but the fresh air 
and scenery. It is very relaxing for me - less stress. Makes me happier – gives me a 
sense of  happiness.” 

Open Spaces/Great Outdoors: Verbatims 
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Tools 
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Putting the Values to work 

Public Choosing:  Our Greater San Diego Vision 

 https://surveys.qualtrics.com/SE/?SID=SV_9SLnNSJ1fDUxPdG 

https://surveys.qualtrics.com/SE/?SID=SV_9SLnNSJ1fDUxPdG
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Mix of Housing Preferences:  Scenario B 

BASE: Choosing Tool (n=18,023); Scientific Study (n=533) 

Q310. One of the biggest differences among the scenarios is the extent to which they provide the mix of housing experts project San Diegans 

will want and afford over the next forty years. Considering the mix of housing and the ability for consumers to find the type of housing they 

want in each of the four scenarios, select which one you think is the best for the future of the region.  

Scenario A Scenario B Scenario C Scenario D 

 

 

 

 

 

 
 

■   Standard Single Family 
(6,000 – 12,000 SqFt lot) 

6%	 10%	 12%	

36%	

9%	

13%	
16%	

26%	

22%	

29%	

34%	

17%	

27%	

25%	

22%	

9%	35%	

22%	
16%	 9%	

1%	 1%	 3%	

■   Compact Single-Family 
(<6,000 SqFt lot) 

■   Mid-rise (3-6 stories) 

■   Townhomes 

■   High-rise      
(7-15+ stories) 

■   Rural 

87%	 99%	 93%	 62%	
THE PERCENT OF PEOPLE 
WHO WILL BE ABLE TO FIND 

THE KIND OF HOUSING THEY 

WANT AND CAN AFFORD  

A 

15% 

B 

43% 

C 

33% 

D 

9% 

Scenario A Scenario B Scenario C Scenario D 
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Scenario A Scenario B Scenario C Scenario D 

The housing mix follows 
past growth trends. Most 

people live in single family 

homes. 

 
 

 

 
 

The mix of housing matches 
what people are projected to 

want. 

The mix of housing shifts 
towards townhomes and 

compact development. 

Most new housing is 
multifamily, and much of that 

is in high-rise buildings in 

very urban environments.  

 
 

 

 

 
 

 

 

 

 

 
 

 

 

 
 

 

$$$ 

11,340	10,582	 1,521	4,623	

207	 196	 157	 214	

17.9%	 17.4%	 16.1%	 17.5%	

$$$ $$$$ $$$ 

HOUSING	COST	PER	SQUARE	FOOT	

PERCENT	OF	COUNTY	URBANIZED	IN	40	YEARS	

OUTDOOR	WATER	CONSUMPTION	(gallons	per	day/household)	

GROWTH	ON	AGRICULTURAL	LAND	(acres)	

Housing Impact Preferences 

BASE: Choosing Tool (n=17,989); Scientific Study (n=533) 

Q315. The mix of housing provided over the next forty years also impacts each of the factors below.  After considering these factors, please 

select again which scenario you think is the best for the future of the San Diego region.  

A 

13% 

B 

38% 

C 

42% 

D 

7% 

Scenario A Scenario B Scenario C Scenario D 
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Best Overall Scenario Preference 

BASE: Choosing Tool (n=17,936); Scientific Study (n=533) 

Q325. Based on everything you have read and seen, which of the following scenarios best reflects your personal overall preference for the 

future of the San Diego region?  Please be patient, as the scenarios may take a moment to load.  

11% 

43% 

38% 

8% 

A

B

C

D
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Largest Regional Choosing Ever  
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Daily Respondents Daily Modules Daily iPads

Entered the Choosing Tool 40,249 

Started a module • 78% of those who entered the 

Choosing Tool started a module 

 

Completed a module 

• 89% of those who started a module, 

finished 

• 70% of those who entered the 

Choosing Tool completed a module 

FINAL: 

30,000+ 
(includes 2,100 from 

Baseline & Scientific 

Surveys) 
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Public Choosing Process 

200 “partner” organizations with unique URLs 

30 iPad-wielding volunteers 

New record: over 30,000 “public choosing” 

participants 

Most elaborate online choosing tool 
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Other Tools 



8% 

29% 

50% 

12% 

18% 

45% 

33% 

4% 

0% 40% 80%

Poor

Fair

Good

Excellent

General Public Hispanics

Plan for Long-Range Growth is Important and 
Currently Lacking 

Q800. How important is it that the San Diego region has 
a vision or a long-range plan for growth in the region?  

1% 

2% 

18% 

40% 

38% 

0% 40% 80%

Not at all
important

Not very
important

Somewhat
important

Very important

Extremely
important

78% 

3% 

Importance of Long-Range Plan for 
Growth 

Performance of San Diego Region on 
Long-Range Plan 

37% 

Q805.  How would you rate the performance of the San 
Diego region when it comes to planning and preparing 
for the future of the region? 

Base: n=1,001 

63% 

63% 

37% 



H
e
a
r
t
 
+

 
M

i
n
d
 
 
 
S
T
R

A
T
E
G

IE
S
 

Protecting the Environment Much Bigger 
Florida Priority  

34

25

34

45

52

61
57

42

14 14
9

14

0

10

20

30

40

50

60

70

Protecting the
Environment

Economic
Growth &

Development

Not Sure

East

Midwest

South

West

What would you say is more important to your region - protecting the 

environment or economic growth and development? 

 

Percent 68%  30%  2%     myregion 
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Growth Perceived to Be Causing More 
Regional Problems  

45

34

47

52

34

40

35

27

10

15

11 12

0

10

20

30

40

50

60

Exclusively/Very
related to Growth

Somewhat
related to Growth

Not Very/Not at
all related to

Growth

East

Midwest

South

West

Percent 

Thinking of the problems and challenges facing your region today, how closely 

do you think they are related to growth? 

 

70%  25%  4%          myregion 
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Walkable Neighborhoods and Open Space Receive Near Universal 
Support, But GP and Key Citizens Differ on Several Growth 
Strategies 

91%

85%

79%

79%

78%

77%

75%

71%

71%

65%

58%

57%

49%

48%

42%

31%

98%

92%

86%

85%

85%

82%

82%

81%

85%

76%

60%

70%

56%

49%

55%

41%

95%

94%

93%

92%

48%

75%

70%

77%

85%

76%

70%

92%

24%

42%

49%

70%

GP: Total Interested & Informed Key Citizens 

Q1208 How much do you agree or disagree with the following growth strategies for the Greater Phoenix Area? 

 Please note that these strategies are not mutually exclusive. [Base: AZ Gen’l Pop Respondents 

  (N=1068); AZ I&I (N=211); AZ Key Citizen (N=164)] 

% Strong Agree/Agree with Strategies For Growth 
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1

3

2 

48

56

70

52

44

30

75% 50% 25% 0% 25% 50% 75%

Q910 Assume there are two similar communities where you are considering purchasing a new home.  Would you…? (1) Choose 

a community that features homes on larger lots without neighborhood parks or preserved areas (2) Choose a community 

that preserves open space by clustering homes on smaller lots, creating parks and preserves available to all who live  in 

the community [Base: AZ Gen’l Pop Respondents (N=1068); AZ I&I (N=211); AZ Key Citizen (N=159)] 

GP: Total 

CLUSTERING 

HOMES/SMALLER LOTS 

LARGER LOTS 

GP: Interested & 
Informed 

Key Citizens 

Option A: Community that preserves open space by clustering homes on smaller lots, creating parks and preserves 

Option B: Community that features homes on larger lots without neighborhood parks or preserved areas 

Density – Personal Preference 

Arizonians Prefer Larger Lots of Their Own to Communal 
Open Space, Key Citizens Differ 
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State and Citizens Best Positioned to Manage Growth 

Q755  In your opinion, who can best deal with growth issues in a way that will have the most 

positive impact on Arizona residents? [Base: AZ Gen’l Pop Respondents (N=1068)] 

26%

30%

18%

12%

3%

9%

0% 5% 10% 15% 20% 25% 30% 35%

State Gov't

People Like You

and Me

Local Gov't

Businesses in

Arizona

Other Org or

Institutions

Not Sure

Group Best Positioned to Manage Growth Issues 
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Residents Want Important Features, like Public Services, 
Retail, Open spaces, Parks and Highways Close By  

Absolutely 

Essential 
Somewhat 

Important 

Within 

Walking 

Distance 

Between 

20-30 

min 

Drive 

Between 

10-20 

min 

Drive 

Fairly 

Important 

Q805-07 Please imagine your own ideal community and indicate how important it would be to you to have each of the following close to your ideal 

community? Q810-12 Thinking about a similar list of items and your ideal community, please indicate the distance you prefer to have between the 

  place you live and each of the following: [Base: AZ Gen’l Pop Respondents (N=1068)] 

Distances in Ideal Community 

D
is

ta
n

c
e

 f
ro

m
 R

e
s
id

e
n
c
e

 

Importance to Have Close By 

Shopping malls

Community Center

Grocery stores/gas 

stations

Entertainment 

Highways

Schools
Hospital

My place of work

Open spaces or natural 

lands

Library

Easy access to airportTechnology parks

Senior Center

Performing arts center

Universities/Colleges

Small retail services 

Light rail station

Police and fire stations

Office buildings

Downtown Phoenix

Place of worship

Parks & rec fields

Doctor/Dentist 

1.5

2.8

4.0

2.0 3.3 4.5

Important and 

Close 

Not Important 

and Distant 



H
e
a
r
t
 
+

 
M

i
n
d
 
 
 
S
T
R

A
T
E
G

IE
S
 

1

3

5 

East Valley Preferred Place to Live In Salt Lake Valley 

 

  

B 

C D 

E 

F 

A 

80%

56%

22%

24%

14%

4%

6%

12%

34%

43%

49%

57%

0% 20% 40% 60% 80%

A

C

E

B

F

D

Last Two Choices First  or Second Choice

Q1641. If you had to move to the Salt Lake Valley, using 

the map, please rank order your preference for where 

you would prefer to live.  WF 

B 

C D 

E 

F 

A 
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Southwest Valley Favored For New Town Center 

F 

D 

B 

C 

A 

E 

9%

10%

12%

14%

26%

29%

0% 10% 20% 30%

C

B

A

E

F

D

Q655   On the map below are a number of locations in Salt Lake County 

where there is sufficient land for necessary infrastructure and 

transportation to support a town center.  Using the map, please identify 

the location you believe would be the best location for a new town 

center.  Please select only one location. 

WF 
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Clustered Rural Development Preferred 

Q1195. Across Wyoming, grazing and ranch land is being converted into lots for building new 

homesites.   Some developments—like EXAMPLE A—cluster the homes a little closer together and 

preserve larger areas of open space where no homes will ever be built.  Other developments—like 

EXAMPLE B—make the homesite lots larger so that each home has it own little bit of open space.  In 

thinking about what is right for Wyoming, which type of development do you think is best?  

Public 

 58% 

Leaders 

 87% 

Public 

 42% 

Leaders 

 13% 
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Audience Participation Tools:   

Personal Voting 
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Thinking about the quality of life that will be here for your or 

your friends’ children and grandchildren, do you see their 

quality of life in YOUR REGION increasing or decreasing in 

the future?  

44%

56%

 Increasing  Decreasing

54% 

46% 

Increasing Decreasing

Nationally 1. Increasing 

2. Decreasing 
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Do you feel things in your own community today are going in 

the right direction or do you feel things have pretty seriously 

gotten off on the wrong track? 

31%

13%
56%

 Right Direction  WrongTrack  Not Sure

Right Direction Wrong Track

Nationally 

Right 

Direction 

34% 

Wrong 

Track 

39% 

Note sure 

27% 

1. Right Direction 

2. WrongTrack 

3. Not Sure 
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Below are the opinions of two hypothetical residents.  Please indicate 

which opinion comes closest to your own.  Is your opinion more like Mr. 

Smith or more like Mr. Jones? 

13%

6%

13%

13%

6%

19%

31%1. Exactly Like Smith 

2. Strongly Like Smith 

3. Somewhat Like Smith 

4. Neither Like Smith or Jones 

5. Somewhat Like Jones 

6. Strongly Like Jones 

7. Basically Like Jones 

 believes that 

in 

YOUR REGION region 

 for the people in the 

region. Mr. Jones believes 

that 

 or 

limited. 

 believes that 

, if done right, 

will 

.   

Mr. Smith believes that 

and fostered. 
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Values in Communications 
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Vocabulary and Visuals from the Values Study 

“Live, learn, work and play” 
 

“Preserve open space” 
 

“Pride in your community” 
 

“. . . for our children and grandchildren” 
 

“Creating a world-class community” 
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• Wyoming’s business-friendly benefits include: no corporate or 
personal state income tax, low energy costs, educated workforce, 
outstanding quality of life, low operating costs, safe communities 
and much more! Wyoming means freedom…freedom from high 
crime and big city pressure, freedom from traffic jams, freedom 
from noise and air pollution, freedom to grow and thrive. Wyoming 
offers freedom in business costs and freedom in costs of living. 
Wyoming is one of the best places in the US to live. 

• Doing business in Wyoming means living with friendly people in an 
environment free from high-crime, traffic jams and noise and air 
pollution. To top it off, the state offers outstanding recreational and 
cultural activities ranging from theatre to fishing. Wyoming means 
business and an excellent quality of life. 

 

Communication Example:  
WhyWyoming.org 

Key Stakeholder 

Wyoming 

Open Spaces, 
Outdoor Recreation 

Solitude, or   
Enjoyment  
with others 

Relaxation, 
Less Stress and 

Higher Quality of Life 

Happiness,  
Freedom, and 

Personal Satisfaction 

Very effective 

communicating  the 

benefits of relaxation and 

the values of “freedom”. 
Open Space, Great 

Outdoors Orientation 
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Communication Example:  
WhyWyoming.org 

Key Stakeholder 

Wyoming 

Fewer People, Less 
Crime, More Friendly, 
Small Town Feeling, 

Neighbors look out 
for each other,  
Family is safe 

Less Worry, 
Less Stress  

Sense of community 

Belonging,  
Personal Security,  

Peace of Mind 

• Wyoming’s business-friendly benefits include: no corporate or 
personal state income tax, low energy costs, educated workforce, 
outstanding quality of life, low operating costs, safe communities 
and much more! Wyoming means freedom…freedom from high 
crime and big city pressure, freedom from traffic jams, freedom 
from noise and air pollution, freedom to grow and thrive. Wyoming 
offers freedom in business costs and freedom in costs of living. 
Wyoming is one of the best places in the US to live. 

• Doing business in Wyoming means living with friendly people in an 
environment free from high-crime, traffic jams and noise and air 
pollution. To top it off, the state offers outstanding recreational and 
cultural activities ranging from theatre to fishing. Wyoming means 
business and an excellent quality of life. 

 
??? 

Caring, Safe Community 

Orientation 

Very effective 

communicating  

attributes and features of 

the Caring, Safe 

Community Orientation, 

but doesn’t tie it into their 

values. 



H
e
a
r
t
 
+

 
M

i
n
d
 
 
 
S
T
R

A
T
E
G

IE
S
 

Tools for Midsize Regions 
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Values in Midsize Regional Visioning:  

Two Key Phases 

Identify range and 

diversity of regional 

issues and values 

and their structure 

Precision read of 

regional values and 

priorities—

representative of 

region 

PLUS   

OPTIONAL:  Choosing Platform 
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Advanced Strategy Values Pulse 

• 1 Advanced Strategy Values Pulse 

online 

• 90 minutes in length 

• 25 participants:  representative of the 

diverse population in the region 

Advanced Strategy Values Pulse (ASVP) is a dynamic 

online qualitative research process that allows large 

groups of participants to electronically and anonymously 

collaborate around a set of discussion questions and/or 

react to regional issues and priorities.  Our special 

laddering approach uncovers the values orientation of 

people in the region. 

Regional Values 
Strategic Hinge 

Participants contribute via online 

sessions on home computer 
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Values and Priorities Regional Survey 

Leaders vs. Public Comparison:  
In regional visioning, leaders and the 

general public are rarely on the same 

page.   The Values and Priorities 

Regional Survey is designed to uncover 

the differences and outline strategies to 

align leaders and public behind a single 

regional vision 

Base sample of 1000* residents of 

the region18 years+ 

• 50 oversample regional leaders 

• Online interviews to allows visual 

preferences 

• 2
nd

 language option (ie Spanish)  

* ultimate sample size dependent on available online sample 

 

Building on the values and priorities uncovered 

in Phase 1, the Values and Priorities Regional 

Survey will validate and quantify the results with 

a regionally representative and projectable 

sample.  This step provides a high level of 

statistical confidence and precision in 

establishing the relative importance of the issue 

priorities and the related personal values for the 

people of the region.   
 

This step also allows us to identify differences 

between important subgroups:  age, ethnicity, 

length of time in the region, geography, etc. 
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Optional Choosing Platform 

 

 

 

 

 

 

 

Public Engagement Platform 

• Posted on sponsors website(s) 

• Unlimited number of respondents 

• Allows visual 

preferences/animations 

• 2
nd

 language option (ie Spanish)  

* ultimate sample size dependent on available online sample 

 

Get the public involved!  

Help them to own the 

process and see their ideas 

shaping their future 

Choosing 

Platform 

Online Choosing Platform designed after the 

highly successful Our Greater San Diego 

Vision public engagement process that 

generated record breaking 25,000+ online 

community citizen responses, including 

difficult to reach minority populations. 

 

https://www.showyourlovesandiego.com/R.aspx?a=56&t=1 

Our Greater San Diego  

Choosing Platform Hyperlink 

https://www.showyourlovesandiego.com/R.aspx?a=56&t=1
https://www.showyourlovesandiego.com/R.aspx?a=56&t=1
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Values in Midsize Regional Visioning:   

Tool Costs 

OPTIONAL:   

Choosing Platform 

$30,000 $44,000 

$40,000 


