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JERRIE HAINES: Good afternoon. Welcome everyone. Um, my name is Jerrie Haines and um, I 

am uh, formerly with the Northeastern IPM Center and my work is now being funded by the 

Southern IPM Center. And this afternoon we're bringing you a toolbox uh, with Red Tomato. 

Um, and it's "Inside the Average American Brain: A Path to a Better IPM Communications" with 

Kelsey Gosch, who is the development development and program manager, and Michael 

Rozyne, who is the founder of Red Tomato. Kelsey is uh, like I said, the uh, development and 

program manager at Red Tomato. She has been at Red Tomato for seven years. Her 

undergraduate degree is from Wellesley College in environmental studies. She is also an 

accomplished marathoner and coaches crew for adults uh in Providence. Michael is the founder 

of Red Tomato. Uh, Red Tomato is a regional food hub based in Providence, Rhode Island, that 

sources 40 mid-size fruit and vegetable farms and distributes primarily to supermarkets as well 

as institutions such as schools, hospitals, and food banks. Red Tomato's signature program is 

EcoCertified, which is trademarked, verifying local and sustainably grown apples and peaches. 

He is manager of the Farming and Food Narrative Project, a social science research project 

aimed at effective communications with a public audience. In 1986, Michael co-founded the fair-

trade food company Equal Exchange, a worker-owned cooperative. Um, a couple of 

housekeeping messages. Um, I I'll go ahead and I'll and I'll wrap this up. Uh the this work is 

being supported by the Southern IPM Center project award grant 2022-70006-38002 from the 

U.S. Department of Agriculture's uh National Institute of Food and Agriculture's Crop Protection 

and Pest Management Program CPPM. Any opinions, findings, conclusions or recommendations 

expressed in this public in this webinar are those of authors and should not be construed to 

represent any official USDA USDA or U.S. government determination or policy. Michael and 

Kelsey, thank you for uh joining us this morning or this afternoon. We're well past noon. And uh 
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another housekeeping, we're going to use the Q&A um section. So, if you have any questions, we 

can um either stop there and answer or we will circle back around and answer those at the end of 

the presentation. And um I think that might be it and I'll hand it off to to you Kelsey or Michael, 

whoever was going first. Oh, and here's the poll. We have a couple of polls for you. Wonderful. 

 

KELSEY GOSCH: Thanks, Jerrie. Uh, I'm going to go ahead and share my screen. Can we all 

see that? 

 

JERRIE HAINES: Yeah. 

 

KELSEY GOSCH: Uh, well, thanks everybody for joining us this afternoon. Um, I'm I'm Kelsey 

Gosch, the program and development manager at um, Red Tomato, and this is our our webinar, 

Reframing Farming. Um, I'm joined by my colleague and and project manager, uh, Michael 

Rozyne. Um, we've been, uh, doing this Farming and Food Narrative Project work for the last 

seven plus years, depending on what you consider the official start date. Um, and today in our 

time together, um, we're going to be covering the following. Um, who are we? Who is Red 

Tomato? Um, what is our purpose and challenge? Um, who are you? What is your big 

communication challenge? Which we'll have you share in the chat. Um, what is framing and why 

is it different? Cultural models, what are they? Why do they matter? Um, our five 

recommendations. Um, then we'll turn it into some storytelling um theory and concepts and what 

that looks like at Red Tomato and then we will we will turn it over for some Q&A um and 

discussion. 

The purpose of these webinars for us are to add capacity for ag influencers and 

communicators to contribute to the broader conversation about sustainable farming um and 

equipping you with communication and collaboration tools. So just to ground you in what drives 

us in in giving these webinars. So who are we? Um we are from Red Tomato. We are a nonprofit 

food hub founded back in 1997. Um, and our mission is to ensure the viability of small and mid-

size local and regional farms. Um, our home base is in the Northeast, but we also extend beyond 

into the Southeast, the Midwest. Um, but again, at the root of all of this is farms stay in 
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production. Families um can continue their their livelihood and and earn um uh earn a livelihood 

through through that business. Um we are a nonprofit so 50% of our income comes through food 

distribution um and then the other half comes through philanthropy um and that philanthropic 

support funds the research that we do that continues to feed our food distribution work like um 

the resources that went into the Farming and Food Narrative Project. We are nonasset based so 

we don't own our own warehouses and trucking. Um, so we are a very collaborative food hub. 

That's at the heart of what we do. And that extends into our grower network, um, our 

transportation partners, our communication partners. Um, and we do this work on behalf of about 

now 50 small and mid-size farms throughout um, the eastern U.S. So on behalf of these growers, 

we aggregate, distribute, differentiate, and market their produce. The differentiation and 

marketing is huge. How do we tell the story of who grew that produce to the people who are 

eating it and understanding where it came from, why it matters, um, and why they should care 

beyond that produce about the farm, the farmer, and all the ways that that intersects with with 

their lives in ways they don't they may not see. Um, and a key way that we do that is through our 

EcoCertified program. Um this is a science-based certification that we conduct in partnership 

with the IPM Institute of North America. It is a certification that um demonstrates these apples, 

stone fruit, and pears are sustainably grown given the region. Um organic which is often seen to 

be the gold standard in produce. It is nearly impossible to grow these tree fruit at scale for 

wholesale production and and wholesale markets um in the north-- Northeast where there is 

humidity and the disease and the pest pressures that come with it. So what does sustainable and 

local look like in the same apple? EcoCertified. Um so it is really a means of differentiating 

sustainable and local production um using advanced IPM integrated pest management practices 

as the the base for the certification. And we found that this has been a real challenge to 

communicate with the public. 

 

MICHAEL ROZYNE: Once upon a time back in 1997 when Red Tomato was was founded, I 

spent years explaining or I should say trying to explain EcoCertified fruit by explaining what 

IPM is, let alone advanced integrated pest management. And I think there are a lot of ag 

educators in the audience, so you'll you can appreciate this. And I felt like the best equipment I 
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was armed with was the science and some really profound facts about how hard it is to grow 

these crops in the Northeast. 

Somewhere around 2014, in the midst of doing demos of apples in in our customers, a 

light bulb went off in my head and I I I really understood that this eco narrative, the way I was 

doing it, the way Red Tomato was doing it in print, beginning of social media, but most 

important of all, face to face. It just wasn't effective. Wasn't effective enough. Nor was it simple. 

Wasn't getting through and therefore just wasn't helping the farmers in the way that we wanted 

to. 

And you know, I look back on the early days starting Red Tomato when we were just 

working our butts off like sometimes 12 to 15 hours a day, not unlike a farmer's schedule. But 

who knew? I certainly didn't. That explaining eco was going to be the most challenging part of 

my job. And I think when I settled down and looked in the mirror, it was pretty easy to say, "We 

need help." And we had all these really great relationships with ag scientists at Cornell, at 

UMass, at UConnecticut, at Penn State. We were beginning to make relationship at Rutgers and 

it felt like these ag experts are not the ones who are going to help us solve this problem and so 

we needed a different kind of help. So remember the time is around 2014 and it was really social 

scientists that we turned to. Um and in particular a group in D.C. called FrameWorks which is a 

think tank of around 25 scientists of various kinds all social scientists, neuroscientists, linguists, 

anthropologists, sociologists um and we talked for a couple of months and kind of felt together 

that there is a project here if only someone could raise the money for it. Um, so what happened 

next was we brought them on as a full-fledged partner in what became a seven-year research 

project and we called it the Farming and Food Narrative Project. And I want to make one edit on 

the early introductions to say Kelsey joined that that project as an intern when she was still in 

college and within a few years we were running it together. So Kelsey's a co-coordinator, co-

director of the Farming and Food Narrative Project. And we really, we do these presentations 

together. It's a one-two act. And um we have found that out there, especially in these times when 

I think there's so much appreciation for the power of narrative, we found that that there's a lot of 

engagement around communications and the need to do it better. But there's often not an obvious 

solution like so how do we learn that how do we do that and I think we're you know we're done 
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with the research and we're going to share some of the results with you um generally this is a 

two-day workshop and so we're giving you um a little more than a bite-size piece but um for 

those who are really interested we're going to leave you with tools in your IPM toolbox so that 

you can do anything from learn a little more to completely geek out on your own depending on 

your level of interest. I have been geeking out on this stuff for like 10 years now and I feel like 

I'm I'm I'm barely halfway there. So with the help of FrameWorks, but I would say continued by 

the work Kelsey and I are doing in in all sorts of new collaborative settings, um we have 

repurposed, redesigned, and most important simplified how we talk about IPM and our work and 

our farmers to our key audiences. 

So what began when we first sat down at the I remember this meeting at the USDA um 

office um it was originally conceived of as strictly IPM inquiry but we felt to do what we really 

wanted to do it needs to be more generally focused than only IPM. We need to learn how to talk 

to regular folks about pretty complex stuff. So these are the ideas, not the results. But we wanted 

to talk to a public audience about how complex decision-making and risk management are for 

farmers and point out it's kind of a duh, but but it's not what people think about. Farms are 

businesses. They've got to make a profit or they're not there. And farms are so diverse in scale 

and practice by region. There are so many different ways. People always look for narrow 

definitions of things. What's sustainable? What's regenerative? Um but it's really the diversity of 

farms and the diversity of approaches and um not to mention farmer personalities, which factors 

in. And we wanted to make that point. And then we wanted to say that for farms to do things that 

benefit society and human health, they need to be paid. And a lot of time that point goes 

unacknowledged, definitely uncompensated. Kelsey. 

 

KELSEY GOSCH: So, with with all of that, having heard our um the start of our communication 

challenge and our EcoCertified um conversations, descriptions. I would invite everybody to 

share in the chat who are you, where are you joining from, the organization you're joining on 

behalf of. And I'd really um appreciate hearing what your communication challenge looks like. 

Um a message that you have trouble getting across, a narrative you're trying to undo, a strategy 

you haven't perfected. 
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JERRIE HAINES: Kelsey. 

 

KELSEY GOSCH: Yes. 

 

JERRIE HAINES: I'm going to go ahead and um share the pre-webinar um results right now 

because that's answering some of the questions that you're asking. Um are are you guys able to 

see the results right now? 

 

MICHAEL ROZYNE: Yes. 

 

JERRIE HAINES: Okay. So it looks like you know most people joining this morning are with uh 

university and extension. Um we do have some farmers and um government, sustainable farming 

to public audience intermediate um experience dealing with it, communicating with everyone. 

Um, which factor would do we think most influence influences people? Um, people's existing 

beliefs and experiences um came out on top there. Um, what do you find most challenging when 

communicating about IPM and sustainable farming? Um, we had a couple of um things running 

for the top here. Uh, addressing miscon-- misconceptions. Um connecting information to 

audience values, um keeping a audience engaged, all those really played a role. Um explaining 

uh technical concepts um all came out pretty big there. And which of the following best 

describes a mental model and uh overwhelmingly a person's existing beliefs, assumptions, and 

ways of understanding an issue? And Kelsey, I'll let you pick back up. Sorry to break in right 

there. 

 

KELSEY GOSCH: No, that's great. Um, and I also think it's great for, you know, other folks who 

are listening in to know who who they're listening with. So, this is this is great. Thanks. Uh, and 

I'm also seeing some things come in the chat. Appreciate that, too. Um, great. Well, we all, I see, 

are running into some some similar things, which is why we're all here. Um, so that's it's a good 

start. So, we're going to kick off by talking about the fundamentals of framing. What is it? 
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Framing um is the choices that we make when um in what we say and how we say it. When 

we're framing, we decide what we want to emphasize, how to explain something, which 

metaphors to use, which values to center, and even what to leave unsaid. Um, and these choices 

matter. They affect how people hear us, what they understand, and how they act. As a result, um, 

when we change the story and how we tell it, it changes the way people respond, how they 

interact with systems and the decisions that they make. So, framing choices um are are 

important. And just as an example, um here is a framing uh example. You have to get surgery. 

Which procedure would you prefer? A procedure where 90% of patients survive or 10% of 

patients die. This is the same procedure, but this exact um question was tested. Um and when the 

first bullet was presented to a test group, 84% chose to get the surgery. Um when the second 

bullet was tested, 10% of patients die after procedure B, 50% chose surgery and 50% chose an 

alternative. So even though this is the same probability, this is the same procedure, the way it 

was framed, right, was really catering to a loss aversion um frame. And so it it really impacted 

how people made decisions. And the other thing to note here is that physicians or experts in this 

field were just as susceptible to the framing effects um as folks who were not involved in the 

industry. So this is just to say that even experts ourselves, right, when we talk about farming and 

agriculture, we too can be susceptible to framing decisions and framing um of communications. 

And even though we have a little more experience, we have a little more information to navigate 

um what what these mean, we still can be um susceptible. Um another version of of framing, you 

need to buy some gas. Which station would you prefer? Paying a 5% discount for paying cash or 

a 5% penalty for paying card. Essentially, these are the same thing, right? But our our um loss 

aversion, our risk aversion can impact how we make a decision to engage, to purchase um 

etcetera. So what does that look like in farming and agriculture? Um when we kicked off this um 

this project, the first phase was understanding what does the public actually think. Um and then 

we get into how they actually think about these things and what's underpinning these gaps. Um 

but for example, experts in the field view farming as complex expert practices versus the public 

um thinks of farming as hard, risky but simple labor. Um another example, pesticides. Whether 

you're talking about synthetic or organic, um whether you're talking about any other kind of 

input, right? This isn't just limited to pesticides, um, insecticides, fungicides. Um, experts see 
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these as necessary tools, whereas the public thinks these are never acceptable. Um, when we 

think about sustainability, experts think of this as a core concept versus the public, this is a 

missing concept entirely. It is a gap um, in how they think about farming. And what is 

underpinning all of these? Cultural models. Um, or I'll also use these interchangeably with 

mental models. Um, these are not consumer opinion polls. These are not what individuals think 

about something at a specific slice of time. These are deeply rooted patterns of thinking about 

something. So, the research methodology, just to go on a a quick um tangent here, right? They 

would start by asking their um their subjects, the the people they were interviewing, "What is 

farming?" And then they'd say, "Tell me more. Tell me more. Explain more." And underneath all 

of these interviews were themes and patterns of what the challenges were, of what farming looks 

like, who farmers are, right? And those ways of thinking, how they think about issues, those are 

the mental models. These are deeply seated, right? They are they're not what we think about it, 

they're how we think about it. They're widely shared, meaning you can ask someone on the East 

Coast, the Midwest, you know, the Southeast, um, Oregon, wherever you might go in the 

country. And these are going to be widely shared, widely held ways of thinking. They can be 

both productive and unproductive. They can help further along something but they can also 

really hold things back and in a similar way they can normalize or problematize an issue. So they 

can either um be productive and and um make something common place or they can really 

elevate it as unusual, strange, problematic. An example of how these play out when we talk about 

something um in a a you say, they think way. Many farmers use integrated pest management or 

IPM to limit environmental impacts while keeping their businesses viable. Sounds like 

something Red Tomato's probably said in the past when we talk about our EcoCertified program. 

Seems pretty fair. However, the public might hear this and think chemical pesticides are toxic. 

They make people sick and cause all sorts of problems with groundwater contamination. Now, 

this is a pretty different interpretation perhaps than what you might have been trying to get 

across, what we might have been trying to get across, but there's something intercepting this 

message and changing the way that it's interpreted. And the mental model here getting in the way 

is binary thinking. Um so the idea that something is good or bad, right or wrong, big or small, 

natural, unnatural, right? It is the idea that there is no room for nuance or complexity and it is 
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either-or. Um and there are multiple there are three common mental models across various social 

issues that that you'll probably run into frequently. Consumerism, um binary thinking, and 

determinism. Now consumerism is the idea that um right decisions are made in a marketplace 

and you and a consumer is responsible um via what they do with their dollar. Um this also can 

turn into something very individualistic. Um me my health um but really the idea that the 

marketplace can be um the market in general can be completely controlled with dis-- consumer 

choices. Binary thinking which we just covered the idea of right wrong good bad either or it is 

one or the other and there is no um nuance. And then determinism, the idea that we are heading 

down a path um we are set down down this path and there is no um shifting course. An extreme 

version of this is fatalism, right? Not only are we going down this path and there's no getting off 

of here, but also everything is going to end um in disaster. So when you're trying to um navigate 

these conversations and build public understanding of what of farming but also any concept, 

what doesn't work, more data. Um, if we just give people the right evidence, the right statistics, 

the right graphs, more of all these things, they should be able to come up with with a um with a a 

um an understanding that's in alignment with the field. That is not true, unfortunately. Um, as 

many researchers, myself included, might be might be sad to hear. Um unfortunately most of the 

time you give people more data they will use it to reinforce what they already believe about a 

topic. Um upping the ante right if if we can just communicate the urgency the timeliness um we 

have to act now to do something about this. The challenge is this is happening across every 

single sector right, health care, housing, the economy. Um and so this can lead to um a sense of 

of fatalism that that other mental model that we mentioned. Um and and thus burnout, right? I'm 

so overwhelmed by the things that are happening around me. It's it's getting bad to going from 

bad to worse everywhere and what I do doesn't matter. Um myth busting, the idea that if if we 

can present um the myth that people believe next to the truth, we can change minds. However, 

there was a research study done by the CDC that that gave people a myth and fact sheet. And not 

only did many people misremember myths as facts, they also it got worse over time. So when 

you followed up with people later, um, more people remembered the myths to be true and they 

attributed the myths as facts to the CDC. Um, so just keeping in mind if you want someone to 

not think about something or forget about something, don't keep bringing it up. Um, and then the 
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idea of news you can use, right? Um, if you you can do your part by going to the farmers market. 

Um, people will think, "All right, check box. I've done my part and now I can step back and 

disengage. Um rather than thinking of farming and agriculture as something that they need to 

continuously engage in and um be a part of and as central to to what they do on a day-to-day. 

And we talk more about all of these things as as we'll mention later in some of the other 

resources that we provide. Um, what does work when you want to build public understanding? 

Strategic framing. Um, if you can anticipate the way the public thinks about something, you can 

make framing decisions accordingly. And then you can share, as we're doing, share the strategy, 

the reframing strategies widely with other practitioners so that we can all be speaking um, in the 

same direction. Even if all of our messages aren't um, the same, that's okay. We're all building the 

public understanding so that we can lead to a more productive discourse um that drives you 

know larger scale decision making. Some examples of framing choices um the examples you 

use, the values you tap into. Again, being strategic with your numbers. It's not a matter of volume 

um and the quantity of of data and numbers you give but the the poignancy and the emphasis. 

Um there is a very strategic way of using data. Who your messengers are. Um an example I like 

to lift up here is the Alliance for Food and Farming. Um they have an initiative to um promote 

the consumption of fresh fruits and vegetables. Um and the dirty dozen list that's put out 

frequently has a side um an unintended conse-- well a a consequence of dissuading people from 

eating fresh fruits and vegetables because they become scared of pesticide residue. Um so the 

Alliance for Food and Farming has put dietitians as their messengers to um you know build the 

trust with the people growing their food that they're growing produce that's healthy for them and 

and actually good for their their their their health and their family's health. Um and then the other 

one I just like to uplift is metaphor because we will talk about one later. So, like I said, if we 

change the way that we as practitioners and experts talk about farming and agriculture, we can 

change the public discourse about it. And if we change the broader thinking, how people think 

about farming, we can change how they make decisions and um and and larger scale practices 

and policies. And again, it's not that we have to all be saying the same exact thing. These are not 

silver bullets. These are not talking points. Um, this is a strategy for how we communicate as a 

sector to build public support um, in a way that coordinates and amplifies those core concepts 
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um, that we were we grounded all of this work and that Michael talked about. Farming is a 

business. It's complex um, and you know practices often go under-acknowledged or under-

compensated um, all of those. So, we did a bunch of testing on long-term evidence-based um and 

shared mental models and understanding. Now, it is really busy um inside of the the brain of the 

public. And so when we had that conversation with um customers about what EcoCertified was 

um we often thought about it as um you know giving information to a not a blank slate but at 

least to um an open mind, right? When the reality is it is really busy inside people's brains. Um, 

and when we realized that EcoCertified wasn't landing the way we wanted it to, it's because all of 

these mental models um, existed in people's head. It's a swamp and it's not easy to navigate this 

when when you don't have the research and when you don't, um, have this information. So we 

partnered with um the Farming and Food Narrative Project or with uh FrameWorks Institute um 

as the Farming and Food Narrative Project out of D.C. to understand all of all of these cultural 

models. Multiple can exist. They can even conflict in people's brains like these two right here. 

Um the idea that you know farming was better back in the day, technology is scary, but also 

there's this um conflicting mental model that um innovation can really improve farming. Um so 

just to say that people hold multiple ways of thinking in their head um and how you frame 

something can can leverage um or activate different mental models. So threading threading these 

needles and strategically framing can be um really big in terms of how it lands. So the key 

cultural models that came out of our work again consumerism, binary thinking, and determinism. 

Um the other ones were good food is healthy food, right, if it is good it means it's healthy for me. 

This also taps into that means of individualistic thinking. Um the idea that natural is always 

better than home-- or human-made which also ties into that means the binary thinking mental 

model. The idea that there is natural and there is unnatural, good and bad, right? Conventional 

versus organic. Um we just talked about the threat of modernity a little bit. The idea that the 

future is scary. Um again you'll see a lot of overlap between these cultural models and and there's 

a reason for that right they often um are threaded together in many ways. So if technology is 

scary you know technology being human-made um the idea that farming is hard labor but simple 

work. It is formulaic. It comes down to a love of the land but it's not necessarily complex. Then 

there are some productive ones to tap into. Um the idea of scientific control, innovation can be 
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really big and important in terms of um what comes next in the sector. The idea that fairness 

matters, right? This is a widely held value um throughout throughout the um in society and the 

idea that farms are essential. And the reason why that one is extra important is because we don't 

have to spend time convincing people that they need to care about farms. They already believe it. 

So it can be a really good starting point and leverage point. Um now as IPM um practitioners, 

these are some um key ones to really hold in your brain as you craft your messages. Um how are 

we activating or sidestepping um the idea that um natural is better than human-made? Right? 

This is a a tricky one that no inputs are better than um you know pest management, the good 

versus bad, um consumerism, myself, my health, individualistic, and the idea that technology can 

be scary. So these are just some ones to watch out for specifically when it comes to IPM. Over to 

you, Michael. 

 

MICHAEL ROZYNE: Yeah, take a breath there, Kelsey Gosch. All right. Um, so the thing about 

these recommendations is that, you know, when you read them, they're not exactly like, duh, but 

but they this is the work of simplifying. This is after uh years of debates about possibilities and 

interpreting a a huge volume of data from audiences. Um and to simplify a forward path for the 

likes of us people who are ag educators of various kinds. So um I'm gonna pose this as kind of an 

an advertisement to you. Think of these as like Super Bowl ads to try to get your interest um to 

read on because when we're doing the um the workshops, we actually spend hours on each one 

not understanding what it means, but rather how you can put it into action. So, the first one, um I 

wouldn't say it's a duh. And and it's the more you work with it, it's kind of interesting, but it's it's 

the the basis of start with farming, not food, is because it's one of those framing choices. The first 

thing you say in some ways sets a stage. And because we are so consumerist in our relationship 

to food, if we talk about food first, we're on the path of what should I buy? What's healthy for 

me? How can I avoid this or that? And farming, it's it's like Kelsey said, there's also a model that 

people like farming. Farmers in this day of of of great skepticism people, but the fact is that you 

are trying to in some ways control the conversation to hold someone's attention. So that that's 

what's behind that. Make the story about interconnection is the place where we kind of introduce 

the not obvious. The farmers are in relationship with their communities, their farm workers and 
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um and you the shopper or consumer whatever. And if the story unfolds um by detailing the 

farmer's relationship with all kinds of members of society, it's a way better story. And um so 

interconnection is a big deal, I think, when we're when we're thinking about what we're doing 

and how we're doing it. Show how adjusting farming practices and policies can contribute to the 

type of communities we want. This one's really important for advocates to connect to the 

audience's kind of they -- we all have our own destination of what we want whether it's a healthy 

meal or jobs for my community for my rural community which seems to be going down the 

tubes or healthy water, fresh air, and on and on and on and so um talk about those farming 

practices as they contribute. The fourth one is a metaphor and we asked for a metaphor, you 

know, back in 2015 when this project started and we thought about this more than almost 

anything else because um we had an advisory group um that pretty much needed to agree on on 

this one. And when we finally narrowed it down "tightrope" as a way to explain complexity and 

farmer farm decision-making I started hearing this metaphor out there in the media and and my 

first reaction was wow this is not re-- this is not original I'm hearing it applied in all kinds of and 

then and then I kind of pinched myself and said you know what the fact that it's out there and it's 

being used all the time is exactly the reason that it's an effective metaphor. We need we don't 

need originality in our communications. We need effectiveness. So, um we use this one pretty 

regularly. And then the last one really applies to this group, applies to all of us in the world of 

IPM. There are I think everybody knows there are so many great IPM stories. You know, I I wish 

I could write a novel about mating disruption. I wish I like knew how to do that. I mean, some of 

the coolest practices uh in IPM when you're a scientist looking at them and you understand how 

long it took to invent those or discover those, you know that that they're really kind of magic. 

But the trick is how do you tell a good science-rich story? Um, and so that that's one of the 

recommendations and there are tools in our tool books that give you some ideas and our 

experience is that when we share those ideas with scientists, they usually have a better idea and 

or a better idea for themselves. But it it sparks really great conversations because there are 

numerous ways to do it. But there are also numerous ways to step in dog doo when you're doing 

this and really kind of lose people's attention. And I'm looking at the uh the questions over in the 

uh chat box and I think that relates to that. But I want to I want to leave it there and say if this is 
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interesting to you, there's a lot of backup reading and worksheets um that we use and they may 

not hand you exactly what you want, but they will stimulate, I think, questions and answers that 

you can pretty much then practice and get your get your own answers. 

So for Red Tomato, this project has sent us in a new direction. It's not only this project, 

it's also the state of the economy where we have found that as um supermarkets and retailers 

concentrate, they get um harder and harder to work with, especially for small and mid-size 

growers. And we have kind of reached a point I would say this transition became ever more 

important to us starting around the time of COVID and we really had to say to ourselves where 

where are we going? We have built Red Tomato in relationship with large chains. And we started 

off having surprisingly great relationships with buyers in a lot of large chains. But as they've 

been acquired, as they've merged, as they've grown, and as they've been captured by digital 

technology, we find more and more that our options for communicating inside of those stores are 

dwindling. And it's not that their interest in local is dwindling. I think their customers are 

demanding it, but their ability to work with the likes of us and with small and mid-size farmers 

directly is dwindling. And so we have rewritten our marketing plan to focus on what we call 

markets of the middle, which is really an outgrowth of the ag of the middle project which I bet 

many of you are familiar with. Um you can Google ag of the middle which is refers to a national 

network of social scientists many of them rural sociologists whose life's research and work is 

focused on the well-being of middle-sized growers who they've who they say these are the ones 

we're losing. So what brings us to storytelling is that that we feel in this new twist in this pivot 

toward markets of the middle who are independent smaller chains where we believe we can 

actually still have something that's worthy of the word relationships. And we feel like there are 

three criteria that help us um choose a particular market of the middle. One is their commitment 

to local. That's pretty easy to find in many retailers. Two is their commitment to EcoCertified, 

our program here. And that in some ways parallels their commitment and interest or what they 

perceive their customers interest in sustainability is. The third one just as important or more is 

collaborative marketing. So that whatever work we do in the area of communications we feel like 

we have a channel and a way to get it to their customers. 
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So, what why I bet you that storytelling is something you bump into quite a bit in your 

work, in your own desires. Um, it's kind of happening big time right now out there in the 

nonprofit world. So, the reason I think for that is pretty simple. Um, it's it's not as simple as like 

or it's not because everybody loves a story. It's because stories work at capturing and holding 

attention. They work demonstratively better than even the most compelling facts or anecdotes do. 

So, what's a story? Um, you know, we're not we're not talking here about ag educators 

beginning to rewrite the next Anna Karenina. Um, we are we're talking about communication in 

so many different ways. And I've I've searched high and low um to find the simplest possible 

explanation of what makes a story a story. And it and it comes down to this at the at the simplest 

level. A story makes you feel something and it makes and it leaves you wanting to know what 

comes next. So we differentiate between experiencing something on the kind of the right side of 

the brain or feeling something versus knowing something. A story escalates. It builds. It evolves. 

By the end of it, something's changed. And a good story is sticky, sticky in your brain. So, here's 

um an example of why this is ever more important and why we're hearing so much about stories 

now. Okay, I hear that I was hearing this a whole lot like 10 years ago. Um I would have 

colleagues who were repeating this kind of like whoa that makes sense. Data is the new oil, 

right? In the 19-- in the 20th century, the biggest companies had something to do with fossil 

fuels, whether they were automobile producers or oil sellers or whatever. Today, the largest 

companies as we know, think about all the IPOs that are about to be launched or have been 

launched. They're technology giants um or they're financial companies. And um they're really, in 

the words of some analysts, they're attention companies. So rather than thinking of us living in 

the in the age of uh data and information, I think this is way more to the point. We you are living 

in the attention economy. So data and information are infinite, right? There is so much new data 

and information and there will be so much more in the land in the land of AI. They're infinite, but 

attention is limited. And that's why companies are fighting so hard to control your attention. And 

so the question for the likes of us in an a in an age and in in an economy where we have to 

master the ability to gain people's attention and to hold it. The question comes up, what's the way 

to do it that is applicable and possible for the likes of us who either work for small organizations, 

work on small and mid-size farms, work for land grant institutions where resources flow in the 
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direction of biotechnology and kind of away from cooperative extension. Um, so we're we're 

very close to the end here and I just want to say Kelsey, time-wise, are we in a good place? Are 

we all right? 

 

KELSEY GOSCH: We are all right. 

 

MICHAEL ROZYNE: Okay. So, this is an example of storytelling taken to the max. This is one 

of our newest EcoCertified growers. And because this was sent to us like within the last couple 

of days, it's it's kind of hard to resist. I don't put this out there. Well, let me show it to you and 

then we can talk about whether it really is a model of what we're talking about or not. So, have a 

look. We're only going to show you a minute and a half of this. 

 

VIDEO NARRATION: We were told this area is shifting. It's now emerging as wine country. 

But long before the vineyards, there was an orchard setting its first fruit trees with no 

guarantees of the outcome. A farm that would defy all odds and make it to the 1 percent. But 

there was still a lot to uncover. Like how has a farm learned to utilize its hills? 

Or why is their fleet of 50-year-old tractors keeping them efficient? 

And how is a man empowering the idea of the American dream by giving his employees 

a shot at a better life? This is what we need to learn and why we have come to Alto Pass and a 

place called Rendlemen Orchards. 

 

MICHAEL ROZYNE: So, that's a 24-minute piece and it's a series that Ragan and Massey are 

are in the midst of putting out on Farms of America and if there there are another uh maybe 15 of 

them, something like that, that are already produced and they're going down and and in the 

beginning they were like available through Prime, but now I think you can find them YouTube or 

whatever. They're they're they're not hard to find. Maybe even for free. Um, at Red Tomato on 

the one hand, we're kind of so happy for Rendleman Orchards, who we're working with very 

hard right now to introduce um their peaches to a bunch of new markets of the middle that we 

have developed in the last year. But I don't see this as a model of what um orgs like us can 
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produce. And the the film quality, the music, the narration is really top-notch. Um, the only place 

where I have a question about it is actually the the story flow, the the actual story. Um, and that 

would be another conversation to have. But I think the question that people ask us is why, Red 

Tomato, do you think that when we talk about collaborative marketing with smaller chains um 

and and I I will say something like look we we need advantages that are unique to us. Us, 

meaning mid-size farms, small farms, and their collective advocates, which I think means you. 

And why do you, Red Tomato, think that we have any advantage being able to produce story 

content and stories any better than the giants do? And when I say giants, I'm referring to giant 

producers and giant retailers and distributors. Um because when we see their versions of 

something, we kind of feel like hmm is that for real? Or is this greenwashing? And I and I feel 

like well I think what we've got first of all the answer I mean I said that there are three things that 

define a market of the middle for us. Their commitment to local. So the giants who generally are 

producing on the west coast and in Florida and maybe Texas um they're not going to be local to 

our markets. Two EcoCertified after 25 years remains a unique certification. Um there have been 

other efforts at it and um they're not around and and I'm not saying I mean we're very small but I 

think the point is through our persistence and our partnerships with ag scientists um we've been 

able to hold on to something and keep improving it and the more we improve it the higher the 

bar the barrier to entry is and the third here is communications and I feel like we can relate to 

marketing managers at these markets in the middle. We can call them, they answer the phone, we 

can work through problems, and we can talk about how do we reach your shoppers. We can't do 

that with the giant chains anymore. So, why could we do this better? And I think the answer is 

because we have relationships with farmers. We can access content that will read as authentic. 

And authenticity at the heart is what this is about. It's not about the big budgets, the $25,000 

budget that it may have cost to produce this rather beautiful story of Rendleman Orchards. It's 

about turning authentic content into something that you can actually produce. You know, those 

iPhones produce videos, they produce photographs, right? And the collaborators that we are 

trying to bring into the process are artists, videographers, and copywriters who can work inside 

of our limits. Um, this is a really exciting thing I think for those artists to be involved in and I 

think we will we and I mean the big we can find partners who can grasp this. And I think the 
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hardest part is actually turning out things that are stories, not just documentation of a beautiful 

place, but actually get to the heart of a farm's struggle. And you have to inject, we have to inject 

emotion into this project. So, we haven't solved this one yet. This is the path we're on. And uh 

and yeah, we need partners on this. We need partners to make put this in front of funders so they 

see power in this and um Red Tomato is working on this right now. So Kelsey, we'll take it to the 

end here and then open it up to be clear about what what we're talking about here. Um we're 

talking about things that will capture and hold people's attention. And so whatever the we have to 

turn the content into forms that are usable. A 9-second reel, a one minute video, two-minute 

video, a podcast, narrative, written projects. And I think if I can simplify everything that Kelsey 

shared with you all, it's that um when we're conceiving of projects like this, we have to start 

inside the brain of the audience. That's where this begins. We can't produce these things um 

spend all our money and then put them out and see what happens. I feel like we have to 

understand to some degree our audience really well. You know, when I when I studied 

marketing, people said, "Okay, we're going to divide up the audience according to demographics. 

What's the age? What's the race? What's the religion of the audience? That'll help define it." And 

we kind of learned from FrameWorks that there's a better way to clue into your audience, and it's 

through mental and cultural models. 

So I well I know this by heart so it's okay. Storytelling what it's not when we say 

storytelling we don't mean making something up or adding drama for dramatics' sake. It's not 

making something theatrical necessarily. It's making something relatable, authentic. When it 

when an audience senses that you're authentic or that your piece is authentic, they stop 

evaluating you, judging you, and they start listening. So that's where we call this quits. I think is 

is there one more slide? Our uh our journey in the world of IPM at the moment kind of goes like 

this. One of the places that we worked really hard on was explaining IPM. And in the end, we 

came down to this is to the public, to the shoppers. This is not how we present IPM to certain 

audiences, but just think public audience. Um, our 10-year narrative journey ended with 

packaging that looks like this. Happy bees, healthy trees, and amazing apples. Um, and I got 

thrown off of the copy-writing team midway because I'm too wedded to the science and to the 

IPM and to the technicalities. And a copywriter who knew almost nothing about agriculture came 
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up with this and we tested it and worked with it. And this is what we put on our packaging now 

for EcoCertified peaches and apples. Um, but it's an apple-- and and and in a longer presentation, 

we could actually show you 10 years of how our language changed trying to explain IPM from 

the beginning to here. Um, but so far this resonates with buyers and for this particular piece that 

that was the that was a important audience. So Kelsey, I think we done. 

 

KELSEY GOSCH: Yeah. Yeah, just just one more one more slide for us before we we open it up 

to the to the questions. But um I think a couple things to also note here um is that after you know 

10 years of of trying to explain IPM as a means of explaining EcoCertified um IPM does not 

show up on this packaging. Pesticides, right? They don't show up on here. Um, and you can 

almost look at the the taglines, "happy bees, healthy trees, amazing apples," as um an application 

of start with farming, not food in the most simple form. Um, right? Talking about pollinators, 

talking about the trees and the and the roots, um, before you talk about the actual product. Um, 

and again, it's just opening up the the nuance of how it is farmed before people are thinking 

about what does this mean for me? So, it's a a good entry point for talking about farming 

practices and production practices while building understanding with with consumers, customers. 

Um all of the information regarding the Farming and Food Narrative Project is available on our 

website. We offer a lot of different tools and resources on there. Um like like we mentioned we 

offer one and two day workshops on this content which we have condensed into an hour here. 

Um so you can imagine how much extra information and how how much um application and 

practice there is is possible. Um but in those workshops we talk about theory, concepts, real life 

practical applications of framing to what you're working on. But we also offer the toolkit um that 

we created with FrameWorks um worksheets. We offer um different video modules on there that 

were again developed by FrameWorks and one of their researchers is talking through different 

um recommendations their methodology if you're interested in digging into that depending on 

how you learn and how you like to practice. Um we also again like I said have three different 

reports. The map, the gaps being understanding the public landscape of thinking and really 

establishing those cultural models. The media content and field frame analysis, which examines 

how um the media talks about food and farming and how that either reinforces cultural models or 
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presents an opportunity. Um how the the experts and practitioners speak with each other in a way 

that gets picked up with the by the public. Um and then again the the framing strategies and that 

report goes in depth on why, how they came up with those um those recommendations, what they 

look like, tips for using them. Um so I would really encourage people to explore um the the link 

is on the website but we are also available to chat um at any time about the the project and and 

narrative and framing and storytelling. And then the other thing I would just add in is a piece of 

foundational background information for us was also "Thinking Fast and Slow" by Daniel 

Kahneman um who was an economist that really talked about the two different systems for 

thinking. System one being the quick knee-jerk reaction, right? If you ask what's 10 + 10, you 

know the answer. But if you say what's um 1,002,031 divided by 752, right? That requires more 

um slowing down thinking um doing a little bit of unpacking and that's systems too, right? That's 

the part of our brain that says slow down. What do I think about this? How am I thinking about 

this? The processing element. So that how that feeds into communication, right? Is the the 

cultural model activation. What's the what's the um messaging that's activating systems one? 

How are we tapping into mental models to make sense versus sidestepping mental models to 

process what we're talking about in a different way? 

 

MICHAEL ROZYNE: Kelsey, he's actually a psychologist. And that's kind of what makes this so 

interesting. He's not an economist, but he wrote he wrote a book that really turned economics on 

its head and kind of disproved that we're all rational consumers, and he got the Nobel Prize for 

it... 

 

KELSEY GOSCH: ... in economics. 

 

MICHAEL ROZYNE: In economics. All right. So, so you know, the chat box is full of some 

some really interesting comments. I had a chance to look through it while you were presenting. 

Um, but Jerrie, how do you want to do this? 
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JERRIE HAINES: Well, well, if Kevin, if you could share the um end of presentation poll and 

um I'm also seeing a couple questions. Um, the first question I see, uh, do you think uh, music is 

overused? Sorry, my the poll covered it. Uh, do you think music is overused in videos? 

Sometimes it feels manipulative with dramatic swells, at least to me. That was Todd Steinlage. 

 

MICHAEL ROZYNE: Yeah, I would just say um no expertise on that. I mean, I think music 

music is emotional and it moves people. So, I would say done well, it's probably an asset and uh 

to kind of stay away from from the uh the most sentimental, but contextual. It's contextual. 

 

JERRIE HAINES: And then we have... um can you give more examples of reframing uh old way 

and new way by from Lee Sullivan? 

 

KELSEY GOSCH: Yeah. Yeah. You know, I it's making me think about um we have this one 

slide that we we often use that shows the difference in communications around EcoCertified. 

Um, and I can I can pull that up. We've even highlighted like how are we activating different 

things without knowing what you know what it is we're activating. 

 

MICHAEL ROZYNE: Um, do that. Do that, Kelsey. And I just want to ask Lee. It's Lee, right? 

Who's who's asking this? Give us a little more context. What do you... what are you thinking 

about old way and new way? What do you mean? 

 

LEE SULLIVAN: Can you hear me? 

 

JERRIE HAINES: Yep. There you go, Lee. 

 

LEE SULLIVAN: I work actually in a adjacent field I guess I would say with um around native 

the importance of native plants and um you know recognizing and um trying to control invasive 

plants um in people's yards and communities so forth and so on. And so I run into I I'm I'm guilty 

of binary thinking. Um and and what I um run into a lot is people um you know there's certain 
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species of invasive plants that people worship. Um right now in New England it's lupine, um big 

leaf lupine that is of course highly invasive and um I I see it everywhere on social media. People 

just going gaga about fields and fields of lupine. They have festivals celebrating lupine, you 

know, lupine and people are deeply emotionally attached. That's just one example. Um, but I run 

into this deep emotional attachment and people do not want to hear um about the effect it's 

having on ecosystems. So, um, that's a great example for me of I know I'm not approaching it in 

a way that is constructive because I tend to get really aggravated about that. So again, not exactly 

agriculture, but um I that's why I'm taking this webinar is because I run into that a lot and I know 

that I need some uh a help with how to frame things that get at that deep emotional attachment 

and and seeming unwillingness of people to want to even entertain the fact that their beloved 

lupine or rugosa roses or whatever it is is is actually something they might not be want to be 

worshiping. Um, so anyway, I'll that's about it for me. 

 

MICHAEL ROZYNE: In in all of our most difficult conversations, I feel like we have to 

establish rapport before turning to the bad news. Um, so Kelsey, I don't know what you're 

thinking, but I I would say that and and you know, someone else referred to this um Dan Wixted 

very much focuses in the chat on um different kinds of presentations, whether it's in a large room 

with a lot of people or whether it's one-on-one or uh he didn't really talk about the web, but I 

imagine social media is in there too. And where how do you establish rapport and I feel like um I 

think listening comes first in in my experience and asking questions maybe second and then 

having a a really good juicy detailed story that introduces the bad news or the other side of the 

picture, and kind of say, "Did you know that um that that there's another side to this?" And but 

but not telling someone that the thing you love sucks or that the thing you love is destructive, but 

rather telling it as a story of something that happened and places where lupine or rugosa roses 

have actually caused environmental harm and just acknowledging that it's a real conundrum, isn't 

it? Because I think when you when you meet someone with that level of passion, you can't bring 

them somewhere else very quickly. And so building their trust in you as a source might be a 

more effective goal than um re reeduc-- quote "reeducating" them on the spot. 
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KELSEY GOSCH: I was also um thinking about again the one of the um one of the 

recommendations is telling science-rich stories um and that really taps into that you know 

Americans' love of ingenuity and innovation um and invention and I think that structuring a 

science-rich story there's really um there's a a formula to it and and while FrameWorks gets cute 

about it and calls it the four B's. Um there's I mean it's it's really right like laying context rather 

than diving right into well let me tell you why um you know you're wrong which again Red 

Tomato has been guilty of with our explaining of EcoCertified when people say oh is this organic 

and we say well let me tell you why why it's not right it's it's let me tell you about the 

background of this let me tell you about the context um and then the the biology behind it, right? 

Telling the science and really bringing them in there. Um the the challenge or the barrier and 

then what comes next, right? And then what do they do? How do they need to engage differently 

because of it? Um but there's there's kind of a formula to building the trust through the story, 

especially when you're about to tell somebody might not be what you think it is. Um, and I found 

that slide with the change in our communication messaging here. Um, so just to highlight a 

couple of things. This is this is perhaps a little different from what you were asking, Lee, but um, 

in case it's interesting for folks, right? You can look at our 2013 communication. It was 

previously called Eco Apple um before it was EcoCertified. um where we talk about eco fruit 

right off the bat and we talk about we name integrated pest management, least toxic, natural right 

like all these mental models we are activating before we know what they are right but we think 

oh these are things people care about but really it's activating the consumerism the natural is 

better than human-made even though that's actively what we're trying to um we're trying to steer 

away from. We're trying to say this is more complex um than than what you might understand it 

to be. And then but it's it's definitely reinforcing some of those unproductive mental models. So 

you can tell why we might have been having some challenges, right? Getting people to 

understand what it was. Then in 2017 after we had launched this project, we start to learn a little 

more. We talk about it as rigorous ecology-based farming. That's a little more productive than 

least toxic and natural. Um, but we also talk about responsible growing practices which could tap 

into and activate this mental model of binary thinking, right? Responsible, irresponsible, good, 

bad. Um, and then I also have a a disclaimer at the bottom of these where they're showing up 
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press releases or packaging. So, we're doing a lot in a little bit of space. And where we landed in 

2004. Happy bees, healthy trees, amazing fruit. Again, um the the the putting the practices 

before, farming before food. Um even in a really simple short amount of time. You'll notice that 

it wasn't eco fruit or eco apple. It's now EcoCertified. Um and then we talk about the specific 

practices. Um we we explain the nuance um rather than um than leaving it to to the imagination 

of what ecology-based farming is. We talk about protecting bees, ensuring thriving orchards and 

balancing vital ecosystems, which is again almost tapping into this complexity around what is 

sustainable, talking about interconnection between thriving orchards, um whether it's 

economically or environmentally. Um so just just some examples here. 

 

MICHAEL ROZYNE: But Jerrie, I'm seeing um some inquiries in in the chat that look 

interesting, but I'm wondering, are you are you sitting on any questions? 

 

JERRIE HAINES: No, I think that was it for the questions. I was just scrolling through the chats. 

Also, Michael, if you want to pick out ones that that you um think weren't covered and and you 

want to answer, um I think that would be great. 

 

KELSEY GOSCH: Yeah. And Kelsey, had you have you had time yet to look in the chat? Maybe 

you can search for one or two that grab you. Um, but here's here's an interesting one. Let's see. 

Let folks know all styles. So, Gary Fish, Maine state horticulturist, IPM manager. Um, got to let 

folks know that all styles of agriculture are appropriate and produce nutritious and safe food. So, 

you know, in some ways I feel like that's our response to the dirty dozen. The problem is um I'm 

not sure people are ready to hear that the way that Gary Fish stated it. So, Gary, I'm thinking that 

this is where knowing mental models really comes in. And I feel like this is where it would be so 

helpful to know the predisposition and and what that person's thinking um before you even 

attempt to start that conversation. So I feel like listening and leading with questions just is a 

really safe way to to establish rapport and in a conversation. Um, I mean, I think sometimes now 

I'm kind of thinking one-on-one, Gary, not like you're in front of a group of 50 people because 

then you can't really do that. Actually, you can by show of hands and stuff like that and kind of 
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get a sense of just who your audience is, but in when it comes to persuasion, I think if you don't 

know who you're talking to, it's really really risky to put things out there. Um, so you know, 

that's in some ways another question. Kelsey. 

 

KELSEY GOSCH: Uh, I'm just looking at a couple of things in the in the chat. Um, the is this 

organic? Answering that question in a concise way. Um we did a sub or a spin-off project of 

FFNP that was funded by um Northeast SARE and it really looked at what are the top you know 

three questions that our farmers get on their orchards our our um are EcoCertified farmers get 

and by far they were what is EcoCertified? Is it organic? And do you spray? Um and so we came 

up with a strategy of um framing strategy for responding to these which is tap into the values 

first, right? Get get into the into like the core of what they're asking. Um, let me tell you about 

why all the values that my farmers farm with, all my farmers practice, and why that's in 

alignment with what you know to be organic and why this is um a quality and worthy piece of of 

fruit or produce. Um, and we I'd be happy to talk about that more offline, but just wanted to put 

that in there. 

 

MICHAEL ROZYNE: And uh we developed a 30 minute training for retail produce handlers 

around those three questions. We only spend like 13 or 14 minutes talking and then we put them 

on the spot getting them to practice those answers. That's how simple they have to be that that 

that they can kind of like do it on the spot and you know um and and that's available free actually 

to anyone. So whoever wrote that is it organic if you actually have a use for a training like that 

that's something Red Tomato can do. I I'm I'm looking at Todd Steinlage's um who's Alaska 

Division of Agriculture saying that growers sometimes in presentation he feels like growers are 

not listening to him or taking him seriously because he's not a professional grower and they see 

him as a um the lab technician or the lab scientist that he is so what do you do in that situation to 

get to farmers and um I think this is where stories have to take the place I mean I mean they're 

looking they're looking for credibility not a bureaucrat or we're not a you know not someone 

who's institutional because institutions are losing ground in terms of public trust and respect 
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these days but um, Todd, I'm wondering, do you work closely with any growers in your day-to-

day? 

So, if the answer is yes, then I feel like, okay, you have a rich source of experience that 

you can... there's Todd. 

 

TODD STEINLAGE: Hey everybody. Sorry, I was trying to type and whatever. Uh yeah, I mean 

I I do work with growers fairly regularly, but um typically they're reaching out to me because 

they have a problem uh because I run a diagnostic lab. Uh so I don't know if that helps you. 

Thank you. 

 

MICHAEL ROZYNE: Well, it it it says what your connection is, but if you've got conversations 

and you're preparing, you probably can't do this every time you you get asked to speak, but if 

you're preparing for an important presentation, it's probably worth really connecting with them 

on some of the current issues that are challenging those growers and getting one good detailed 

story or two and and using that early on. Um both to kind of show that you're uh not uh coming 

from planet Mars here and that you're connected and and two to show your place and position 

you in a kind of setting that solves growers problems. Um you know as a way to to establish a 

connection with that audience before they kind of put you in the box where they want you. Yeah. 

 

KELSEY GOSCH: There's another there's another question that came up too in the chat box that 

I just want to flag. "You said mental models were broadly held. Is it reasonable then to assume 

that any audience at least in the U.S. will have similar dominant mental models or does it depend 

on the point we're trying to communicate or who our audience is?" Um the idea is that they are 

widely held right the the um the sampling method used by FrameWorks right they're really trying 

to get a really um representative cross-section of of the public um and recognizing one people 

have different lived experiences right it's it's yes they are are widely held right like there's a 

reason why um, you know, when you Google farms and farming, um, the picture of the red barn 

and the rolling fields pops up and that's the same image a lot of people have in their head. But 

where are the people in that image, right? Like this is a um, and even that in and of itself is 
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reinforcing natural, right, over man-made. But, um, this is all to say that lived experiences 

obviously do shape how people think about things. Um, so definitely want to call that out. Um, 

and the level of experience that people have in a subject matter might also better equip them for 

navigating some some mental models. Um, but it is generally safe to assume that these are 

widely held just based on the methodology of FrameWorks. 

 

MICHAEL ROZYNE: Yeah, I've I've got one more here. Jerrie, you tell us when you want us to 

shut us down so that if if you have any closing remarks or whatever. 

 

JERRIE HAINES: Michael, if you want to answer the this last one and then I'll I'll uh wrap it up. 

 

MICHAEL ROZYNE: Um so Seth Dibblee wrote um "prevention is cheaper and more effective 

than intervention." And so I realize that Seth is is that's that's a comment aimed at this group of 

audience. This audience knows what those words mean, but without being presumptuous, Seth, I 

wouldn't use those words um with a customer, a shopper, a citizen, or in public. And I feel like 

my whole relationship to IPM has been trying to understand over 15 plus years like what words 

work and what don't. So for example, when the IPM community actually made a breakthrough 

by focusing on risk reduction rather than on pesticide minimization because it's not accurate or 

truthful to just count how much active ingredient is going on an acre. But when you think about 

the public's ability to understand the switch, pesticide minimization is what they're going to sleep 

worried about. Risk reduction, which is kind of a brilliant scientific concept of joining things and 

um has little close to no meaning to the average citizen. And I feel like it's that that's a really 

important translation as to concept-wise what does a person worried about and how do we speak 

to that in our in their language, not in our language. 

 

JERRIE HAINES: Um so so I am going to wrap this up. Um the post-webinar um questionnaire 

uh the comfort level of people uh from this after this webinar has increased some and um also 

um the uh how likely are you to increase your implementation of of IPM and that shot up also uh 

very likely. Um, Kelsey and Michael, I really want to thank you. Um, I I want to say real quick, 
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too. Um, Dan Wixted had said, uh, I tell my farmer audiences something like, "I'm not a farmer. 

I've not been to your farm, and I can't tell you how to run your farm. What I can do is give you 

information, some of which might be a little use to you, but some of you might find helpful. 

Each of you will have to separate the wheat from the chaff as it best applies to you," which I 

think that is is probably a general rule for any of your audiences. And um and and to wrap it up, 

uh Thomas Green, "Great webinar. What you have learned really comes across and how you 

have introduced and presented the issues and solutions including responding to comments and 

answering questions." And that was my biggest takeaway also. Both of you really just uh you 

really didn't need the slides, you know, your stuff and you ran with it and and great um great 

presentation and the music for me in the uh farming video. It got me. It I'm one of I grew up I 

grew up on a on a dairy farm, so it it immediately immediately uh dragged me in. So, I I could 

relate to that music question, but I appreciate your guys' times very much. Uh you coming and 

presenting for us today. 

 

KELSEY GOSCH: Thanks for having us. 

 

MICHAEL ROZYNE: It was fun. 

 

JERRIE HAINES: Deb, do you have any closeout remarks? 

 

DEB GRANTHAM: Thank you very much, both of you. It was really interesting. It was. And I 

am also amazed that you took a two-day workshop and boiled it down to an hour and a half. Very 

impressive. 

 

JERRIE HAINES: I'm going to push a bunch of this back out into the Roundup so people will be 

able to get those links and stuff. So again, appreciate your guys' time. Deb, Kevin, thank you for 

uh your help today and um everyone have a great afternoon. 

 

ALL: Thank you. Thank you. So long. Bye. Bye. 


