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How do we present a convincing animal advocacy mes-
sage — against a backdrop of global terrorism?
Recession? Inept healthcare? Global warming? Fading civil
liberties and government inertia?

Humane Research Council conducted public opinion polls
for the National Council For Animal Protection (formerly
Summit for the Animals) to gauge the national outlook on
animal protection concerns.

Focus-groups support humane treatment, but mainly for

companion animals and endangered wildlife. Among

those who identify as “animal lovers,” most wholly

OPPOSE or are HESITANT TO SUPPORT “animal rights”

beliefs and goals. WHY?

1. “Animal rights” is too extreme for a cultural mindset
intolerant of fanatics or those who voice dissent.

2. A perceived elevation of animals over humans in a
crisis-weary world is viewed as trivial and fringe.

3. Most are reluctant to alter personal choices as a
means to protect animals. The research concludes:
The U.S. public is clearly very resistant to any restriction
on one’s personal choices or freedom regarding how to
think, what to buy (wear, eat, attend) etc. and such
restrictions are considered extreme hy most people.

AuTONOMOUS CHOICE

People trust choices grounded in free will. When they
“own” the choice, they are more likely to stick with it. But
keep in mind: Mainstream audiences know little about ani-
mal industries. Many assume government agencies safe-
guard animals used for agriculture, research, entertain-
ment, breeding, fashion, hunting, etc.

u MAKE YOUR MESSAGE MATTER:
Consider images/text that make people feel com-
fortable to learn: When feasible, use an image of a cat,
dog, primate, elephant — animals people already bond
with in their home or through zoos, circuses, etc.

Show how a specific animal issue effects them
directly — their health, their pocketbook, their kids,
their environment.

I.E.: Animal experiments waste tax dollars and don’t find
cures for humans. Give them STATISTICS about drug
recalls. Give them FACTS about failed animal studies. Give
them reason to care, as CONSUMER, PARENT, PATIENT.

EXAMPLE HEADLINES:
e Prescription drugs harm 1.5 million people a year.
106,000 die.
e Fialurdine cured hepatitis in dogs.
It caused liver failure in 7 of 15 humans.
 Sacrificing One Won't Save The Other
e Research For Human Health? Not Exactly.

Let your photo/image show animal suffering, without lan-
guage interpreted as overly emotional. Let your text focus
on the HUMAN COST. Animal experimentation is as much a
taxpayer and human rights issue as an animal rights issue.
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Soap and makeup
shouldn’t hurt this much.

Buy cruelty-free.

www.askuswhy.com
1-866-AskUsWhy
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