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The American public supports many economic policies championed by progressives, yet on “jobs and the 
economy” overall—a top priority for most—we do not win. We face a persistent trust gap when it comes to 
creating jobs and handling the economy, and too many working people believe progressives prioritize other 
issues over their jobs and economic well-being. This gap on jobs and the economy appears to be growing 
across race and geography. And it requires urgent attention because it potentially undermines our entire 
progressive agenda.

It could be tempting to view the challenge with working people as perceptions of the Democratic Party that 
are outside of our control. But that denies reality. It’s not clear whether the public actually distinguish the 
Democratic brand from the progressive movement. And Right Wing efforts to brand Democratic candidates  
as out of touch with the public often focus on policy positions and narrative that emanates from advocates,  
not the party.

The path to advancing a progressive policy agenda depends on understanding how to communicate about 
issues in ways that resonate broadly with the public. But often it seems that the larger public is an afterthought, 
and instead our communications more narrowly target progressive elected officials and our activist base. We 
all know the ways in which the issues we advocate can be twisted by our opponents in the eyes of the public 
to appear bad for jobs and the economy, and we have to be part of the solution in building resilient majority 
support for our agenda and reclaiming the identity of a movement that champions working people.

We are dedicating time and energy to this project because the task at hand—building a jobs and economy 
narrative that resonates more broadly across race and geography—is an imperative we all share. But we 
understand that the scope of the challenge will require much more than one project. We need a movement-
wide embrace and commitment to meeting this challenge, and we hope through this project and this report 
that we can help inspire that embrace. 

A Note to Our Colleagues

research working group members
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Melissa Morales 
Matt Morrison
Ineke Mushovic 
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Bobby Clark, Lead Author
Ben Goldfarb
David Winkler

Kristian Ramos
Rinku Sen
Kate Snyder 
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About This Project

With initial funding from Democracy Alliance’s 
New Economy Fund, Way to Win, Open Society 
Foundations, Wallace Global Fund, and Heartland 
Fund of the Rural Democracy Initiative, this project 
will include three phases and culminate in a “jobs 
narrative architecture” that we hope will help 
progressives build trust with the public about our 
ability to positively impact jobs and the economy. 
We hope this project will have long-term value to 
shape perceptions of progressive priorities and 
short-term value to help shape public dialogue 
through 2022 regarding national programs to 
rebuild our economy from the pandemic. 

The objective of this phase was to better  
understand what we (the progressive movement) 
know and do not know around public attitudes so 
that we can make more informed decisions about 
investments in Phase Two. Sources are linked 
throughout the report, but for more information 
please see Appendix C.

Phase Two will involve two tracks of investments: 
1) original opinion research with one or more 
research firms; and 2) field iteration with state and 
national nonprofit organizations to learn about 
voter perceptions and test narrative approaches. 
By combining more traditional opinion research 
simultaneously with field iteration and testing in 
real-world communication with the public, we 
hope to fill in gaps in the progressive movement’s 
collective understanding about how to most 
effectively communicate around jobs and the 
economy. Phase Two will run from July into the fall. 

In Phase Three, we will compile what we have 
learned from our research review and Phase 
Two investments in a report that will propose 
an overarching jobs and economy narrative 
architecture that we hope can help inform near-term 
communications and longer-term narrative work. 
This report will include plans for helping progressive 
organizations working in urban, suburban, and rural 
areas adopt this architecture as a core part of their 
messaging to diverse working-class communities  
in 2022. 

our approach is open-source, and an 
attempt to foster radical cooperation. 

The challenge is too big for any single project. 
We’re taking a fresh look and will deliver timely 
new research and resources to help the broader 
progressive movement better communicate 
our fight for working people. We’re structuring 
the project to learn from others, be radically 
transparent, and share liberally.

This report represents the completion of Phase 
One—an expansive effort to collect and review 
important prior and existing opinion research 
focused on public attitudes around jobs and the 
economy, as well as existing campaigns and schools 
of thought about economic messaging. 

winning jobs narrative project: phase one report
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We have been assisted in Phase One by an 
incredible Research Working Group, whose bios  
are included in Appendix A. A separate but related 
Field Working Group, listed in Appendix B, will  
assist with the field-testing track in Phase Two  
and provide leadership and guidance to the  
project overall. 

our focus on the narrative 

While this project is focused squarely on 
“narrative,” there are two important points to 
acknowledge about that focus. First, there is 
a strong argument by many progressives that 
the break with working-class people is rooted 
in policy. Some argue that the Left should 
reclaim more populist policies. Some argue for 
prioritizing pro-labor policies. And some argue 
that the Left should also focus more on economic 
development. We acknowledge these views, but 
for the purposes of this project consider them 
only as they pertain to narrative. Second, there 
are those who believe strongly that our break 
with working people is also a function of other 
factors, including messengers and even whether 
we’re communicating to some audiences at all. 
We acknowledge those perspectives as well and 
consider them as they relate to narrative. 
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Defining the Challenge:  
Big, Growing Disconnect with Working Class

In Phase One, our Research Working Group (see 
Appendix A) helped collect and review volumes of 
opinion research from dozens of state and national 
projects across the country, extending over more 
than a decade. We interviewed top researchers and 
leaders to hear their experiences and observations. 
And the evidence is clear: 
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Source: ANES and Data for Progress Calculations

https://www.vox.com/policy-and-politics/2019/12/17/21011079/senate-bias-2020-data-for-progress 

1960 2010

White, College

White, Non-College

Losing Working-Class Voters for 
Decades 
In 1960, John F. Kennedy received just 38% of the 
vote from white voters with higher education and 
incomes. He won lower-income/education white 
voters overwhelmingly (61%). Now, that ”New Deal 
Order” has flipped. In 2020, Joe Biden won 54% of 
white college voters (up 4-points from 2016 and 
8-points from 2012). He lost white non-college 
voters with just 37% support, up a point over 
Clinton in 2016 but down 3-points from Obama in 
2012. This didn’t happen suddenly. It’s been a steady 
trend (as indicated in the graph below): 

The progressive movement is experiencing a 
growing disconnect with working people, reflected 
in part in declining support for Democratic 
candidates. We cite research regarding the 
Democratic Party as part of the overall body of 
evidence that helps us understand attitudes about 
the Left and not for partisan purposes.

https://www.vox.com/policy-and-politics/2019/12/17/21011079/senate-bias-2020-data-for-progress
https://dailyyonder.com/the-inverted-new-deal-elites-vote-democratic-working-class-republican/2020/12/09/
https://dailyyonder.com/the-inverted-new-deal-elites-vote-democratic-working-class-republican/2020/12/09/
https://www.vox.com/2021/5/10/22425178/catalist-report-2020-election-biden-trump-demographics
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Part of Rural Challenge—Structural 
Barriers for Advancing a Progressive 
Agenda 
There has been great focus on the progressive 
“structural distribution challenge,” with our 
movement increasingly built on support from college 
educated people concentrated more in urban and 
suburban areas. Greater geographical dominance by 
non-college, working class people, with whom we 
do not have strength, makes it incredibly challenging 
to build progressive majorities at both the state and 
federal level. And this challenge is going to grow 
more due to two factors. The first is simply current 
trends regarding population shifts: by 2040, 34 
states, representing just 30% of the population and 
having a higher percentage of working-class voters, 
will be represented by 68 Senate seats. Second, with 
Right Wing dominance of redistricting, we can also 
expect new Congressional and legislative maps to 
result in even more widespread over-representation 
of working-class voters, particularly white working-
class voters. 

We can’t bet all our hopes on democracy reforms, 
particularly with the inherently gerrymandered 
structure of the Senate that would require a 
Constitutional amendment to fix. Rather, our hope 
for advancing a progressive agenda, at both the 
federal level and in the states, has to include a 
plan to regain strength with working-class people 
across the urban, suburban, and rural continuum. 
And the 2020 election showed that progressive 
leaders can resonate better with the working class. 
Counterintuitively, Biden actually improved by two 
points compared to 2016 with white non-college 
rural voters (and 4-points with rural white voters 
overall).

Also Losing Non-White Working-
Class Voters 
In his analysis of the 2016 election, Stan Greenberg 
argued that the Left has to confront the loss of 
support from all working-class voters, not just the 
white working class. In the 2020 election, non-white 
working-class voters moved 12-points toward Trump 
(overall, non-white voters moved 7-points toward 
Trump, based on two-party vote). Since 2012, over 
two elections featuring Trump at the top of the 
ticket, non-white working-class voters have moved 
away from Democrats by 18-points.

The Latino vote, in particular, has been analyzed, 
discussed, and reported on. The definitive report 
from Equis Research argues that demographics 
are not destiny, and in reality, Hispanics are both 
mobilization and persuasion targets. And economic 
concerns were a key driver of support for Trump—
specifically fears that Biden would shut down the 
economy to fight COVID-19. A participant in a 
February 2021 Equis focus group in Wisconsin, 
31-year-old Amazon delivery driver and first-time 
Trump voter, said it bluntly:

The way he communicates made me hesitate. But 
I voted for him more for economic reasons.

https://www.vox.com/policy-and-politics/2020/1/30/20997046/constitution-electoral-college-senate-popular-vote-trump
https://www.vox.com/policy-and-politics/2020/1/30/20997046/constitution-electoral-college-senate-popular-vote-trump
https://www.vox.com/policy-and-politics/2019/12/17/21011079/senate-bias-2020-data-for-progress
https://forgeorganizing.org/article/rural-margins-matter
https://theliberalpatriot.substack.com/p/the-rural-vote-in-the-2020-election
https://prospect.org/labor/democrats-working-class-problem/
https://equisresearch.medium.com/2020-post-mortem-part-one-16221adbd2f3
https://www.vox.com/policy-and-politics/22436307/catalist-equis-2020-latino-vote-trump-biden-florida-texas
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Persistent Perception Gaps Related  
to Jobs and the Economy 
Jobs and the economy consistently rank among 
the public's top priorities, and those aren’t areas of 
strength for progressives. A recent ALG Research 
survey, for example, found that despite an improving 
economy and voter support for both the Rescue 
Plan and President Biden’s handling of the economy, 
Democrats still faced a significant gap on who the 
public most trust to handle the economy. And (as 
the tables on the following pages illustrate), a post-
election poll by GBAO showed a similar 15-point 
perception gap on jobs. In the GBAO survey, voters 
also saw Republicans as “representing hardworking 
people” and Democrats as “caring more about 
the poor than you.” Once again, we cite research 
about the parties as a proxy to help understand 
perceptions of the progressive movement more 
broadly.

Why progressives are not seen as fighting for 
working people is subject to debate, but the fact that 
progressives are not seen as fighting for the working 
class is clear. Research we reviewed, extending from 
2014 to as recent as this spring, shows remarkably 
consistent voter perceptions. We describe what we 

can glean from this extensive body of research more 
thoroughly in the “mindset” section which follows, 
but in summary: Republicans are seen as fighting 
for those at the top of the economic spectrum (the 
wealthy, corporations), and Democrats are seen 
as fighting for those at the bottom (the poor and 
disadvantaged). But Republicans have stronger 
alignment on the values that voters broadly and 
overwhelmingly lift up as important to them: work 
and responsibility (independence). And Republicans 
are seen as understanding better how to create jobs 
and grow the economy. 

Too many working people are not hearing in 
the progressive narrative the kind of values and 
priorities that give them a reason to trust that 
progressives can deliver on pocketbook issues. 
They hear progressives focusing more on hot-
button social issues, helping those who are 
most economically distressed and marginalized, 
transitioning away from carbon energy, and bigger 
government spending requiring more taxes. For 
many, they aren’t angry about Democrats focusing 
on those most disadvantaged. They may even see 
this focus in a positive way, but they also have the 
sense that working people don’t rank highly among 
progressive priorities. 

https://www.thirdway.org/memo/voters-to-biden-go-big-get-things-done-compromise
https://www.thirdway.org/memo/voters-to-biden-go-big-get-things-done-compromise
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Positive Traits: Voters Associate Republicans With Positive Economic Traits,  
Like Understanding Jobs and the Economy 

Traits Associated with Republicans

winning jobs narrative project: phase one report

By a 13-point margin, voters say Republicans over 
Democrats understand jobs and the economy. 

Source: GBAO Strategy conducted a survey of 2,000 registered voters from November 18–23, 2020 via landline, cells, and online. The margin  
of error is +/- 2.2%. This survey also included an oversample of 200 likely 2022 voters.

https://www.thirdway.org/memo/voters-to-biden-go-big-get-things-done-compromise 
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Negative Traits: Voters Associate Democrats With Negative Economic Traits,  
Like Wanting to Raise Their Taxes 

Traits Associated with Republicans

By a 30-point margin, voters say 
Democrats over Republicans 
want to raise their taxes. 

Source: GBAO Strategy conducted a survey of 2,000 registered voters from November 18–23, 2020 via landline, cells, and online. The margin  
of error is +/- 2.2%. This survey also included an oversample of 200 likely 2022 voters.

https://www.thirdway.org/memo/voters-to-biden-go-big-get-things-done-compromise 
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We’re All in This Together: It’s Not 
Just a Democratic Brand Problem 
It may be tempting to view the Left’s challenge 
with working people as simply perceptions of the 
Democratic party and “not our problem.” But that’s 
not reality. Many in the public may not distinguish 
the Democratic Party from the progressive 
movement, and Right Wing attacks branding 
Democratic candidates as out of touch often 
focus on policies and narrative from advocates, 

not party establishment. Advancing a progressive 
policy agenda depends on understanding how to 
communicate about issues in ways that resonate 
broadly with the public. But the primary audience 
we often have in mind are Democratic elected 
officials and core activists, not the public. We know 
the ways in which the issues we advocate can be 
twisted by our opponents in the eyes of the public  
to appear bad for jobs and the economy, and we 
have to be part of the solution in understanding how 
to preempt and counter those attacks. 
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The Mindset of Americans Related to Jobs and  
the Economy: What Research Shows 

It’s About Autonomy, Agency 
“Hard work” and “personal responsibility” are 
preeminent features of the mindset of Americans 
in general, and especially relating to jobs and 
the economy. Given the opportunity to describe 

their personal values and aspirations, Americans 
consistently lift up work and responsibility at the 
top of their lists. These values are about autonomy, 
independence, and being able to provide for 
yourself and your family. Across ideology, race, and 
geography, Americans believe strongly in the dignity 
of their own agency and autonomy, particularly 
around the subject of jobs. 

More Associated With the Right Wing 
Unfortunately, people associate “hard work” and 
“responsibility” more with the Right. Employing 
these values more consistently is one of the most 
obvious opportunities for progressives to resonate 
better with working people. In fact, some argue that 
there is a clear imperative, beyond connecting more 
effectively with the public, to do this. The public 
overwhelmingly supports the idea that “hard work 
should pay,” and we have an opportunity to reclaim 
“hard work” and consistently associate that value 
with expectations about the ability of people to 
provide for themselves and their families. 

Also Significant 
 Freedom also ranks high as a value related to  
 jobs and the economy. That is expressed by  
 the public in terms of independence, but also in  
 terms of the opportunity to make the kind of  
 choices that will provide a good life. Freedom  
 is sparingly invoked in progressive narratives  

Values: “Hard Work” and 
“Personal Responsibility” Are 
Key 

The summary below was gleaned from volumes of 
opinion research that we collected and reviewed 
from a wide variety of state and national research 
projects that extensively used both open-ended 
qualitative (designed to hear from the public 
without filters or bias) and quantitative methods  
(to measure how widely perceptions are held). 
Some of the research we reviewed is highlighted 
in Appendix C. We welcome the opportunity to 
discuss that research, and all the research we 
collected and reviewed, upon request. As noted 
in the “Key Questions” section below, we expect 
a priority in the next phase of this project will be 
to add new qualitative research to 1) broaden 
our understanding of mindsets across race and 
geography and 2) update our understanding 
regarding what may be new or different in light  
of the pandemic. 
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The Economy is “Like the Weather” 
On their own, without being exposed to messaging, 
Americans generally have only vague notions of 
what “the economy” is. When they think about the 
larger economy, they tend to think of it as something 
that just is, as opposed to something constructed by 
a set of policy decisions. 

 around jobs and the economy, although,  
 notably, Stacey Abrams’ 2018 jobs message  
 was that “every Georgian deserves the freedom  
 and opportunity to thrive.” And a recent project  
 found that freedom was key to public debate  
 about unions.

 Fairness is an important value as well, but  
 more in the sense of “opportunity”—“a fair  
 shot” or a “level playing field.” Many  
 progressives point to Barack Obama’s 2012  
 election message as instructive—that everyone  
 should “get a fair shot and play by the same  
 rules.”

 “Family” also is core across demographics— 
 particularly around being able to “provide for  
 family” in the context of jobs and economy.  
 Family can be an important entry point into  
 expanded investments and addressing costs  
 across the economy from healthcare to wages  
 to childcare. 

Pragmatic, Transactional 
About “Jobs and the Economy”

Corporate-Centric View of Economy 
People may not have a well-formed idea of “trickle 
down,” but there is a widespread corporate-centric 
view of the economy. People see a linkage between 
businesses doing well and a good economy, and 
they are receptive to messaging about burdening 
businesses as being bad for the economy. 

But Also, People-Centric View of 
Economy 
People can easily understand and believe that there 
is a link between ordinary people having more 
money in their pockets and a good economy, which 
our colleagues at TOPOS describe as the “flow of 
money” model, and our colleagues at Our Story 
Hub and Civic Ventures describe as a “middle out” 
model. 

Ultimately, “the Economy” is 
Experienced Personally 
People relate to “the economy” in very personal 
terms—how they are doing and how others they 
know are doing—and in terms of personal choices 
in how we navigate our lives. A “good economy” 
is based on what people see around them, not big 
national numbers—people they know working, 
making ends meet, shopping, maybe spending on 
homes and vacations. 

 Related—Simple Expectations: When people  
 are asked to describe their aspirations, they  
 do so in simple terms. When asked what they  
 hope for, working people tend to express that  
 in terms of being able to provide for their  
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 families, give their kids a shot at a better life,  
 be able to make ends meet, be able to stay  
 home if they’re sick and have a vacation once  
 in a while. Language that goes too far in terms  
 of aspiration may not connect, and may even  
 seem out of touch. The notion of “the American  
 Dream,” for example, may have lost resonance,  
 although some research suggests Hispanics  
 may stand out in remaining more responsive  
 to this idea. 

Bottom Line—“Show Me the Money” 
Americans have a difficult time relating policies 
to their lives and need to hear more than abstract 
ideas. They want to understand clearly how a given 
policy or initiative will lead to jobs that people like 
them, in communities like theirs, will want. And 
they want to understand clearly how those jobs will 
come to exist in very practical, believable terms. 
This may be more pronounced in more rural states, 
or areas within states, where job opportunities are 
not as prevalent or in areas dependent on industries 
that are perceived to be at risk, including energy-
related jobs. Having bold visions for jobs and the 
economy is important, but it is also important to 
communicate immediate prospects for jobs and 
economic growth that feel achievable. 

Government Not Easily Seen as a  
Job Creator 
“Government,” which people can easily associate 
with “politicians,” is not broadly viewed as a 
positive actor when it comes to creating jobs and 
strengthening the economy. On the contrary, the 
government is more easily associated with obstacles 
to job growth and a stronger economy (regulations, 
taxes, and policies that “encourage people not to 
work”). Government can also be seen as simply 
disconnected from the experiences of real people 
or, worse, aligned with the interests of wealthy 
elites, not the people. For all of these reasons, 
there is a significant body of research exploring 
how to effectively frame the role of government 
in progressive jobs and economy messaging, 
acknowledged in Section 4 (Current Narrative). In 
particular, it seems as though the “big government” 
attacks from the Right Wing may not have the 
resonance we on the Left may have assumed, but 
we still face skepticism that an active government 
can be effective relating to any given initiative. 

And What About Centering People  
in Our Narrative? 
There seems to be a growing body of thought that, 
while it may be important to have a theory in our 
narrative about the role of government, we need to 
be careful to keep real people at the center of the 
narrative and demonstrate the role of government 
through their story and perspective. Government 

Distrust of “Government”
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plays a supporting role rather than a lead role in the 
narrative. The “middle out economy” work shows 
that most people strongly support the view that 
working people and small businesses are drivers of 
the economy as opposed to corporations, and there 
is an argument to be made that we should continue 
a people-centric focus in our narrative relative to the 
role of government. This seems to be the approach 
that Building Back Together is taking, for example, 
focusing on small business owners at the center 
of the narrative and framing the Administration’s 
initiatives as empowering them and providing the 
tools for them to be job creators. 

Anxiety, Anger About Spending 
It’s also important to note that while there is 
significant majority support for the Administration’s 
key initiatives, there is also prior research indicating 
that the public can be very easily triggered about 
spending, bringing up associations about waste 
and fraud that may be more pervasive across the 
electorate than we currently understand. There’s 
little evidence of research exploring these feelings, 
and it seems to be a blind spot for Progressives.  
We need to understand better what comes up for 
the public when they are messaged about spending 
so that we can better understand whether we need  
to mitigate those concerns in some way. 

Personal Economic Anxiety 
A common theme through most of the research we 
reviewed is that working people are economically 
stressed, and economic anxiety may reach into 
higher income levels than we would assume. 
People tend to express that pinch more in terms of 
expenses than income. It’s not clear why this is, but 
it may be that people feel more agency over their 
spending choices than their income. In any case, the 
cost of things, and addressing those costs, presents 
an opportunity for engaging people. At the very 
least, acknowledging economic anxiety is important. 
The Right Wing is signaling that they see the 
potential for rising costs, and the pinch that people 
may feel, as a vulnerability they could exploit in the 
near term. 

Zero-Sum Thinking 
It is very easy for many people to be triggered into 
zero-sum thinking around jobs and the economy. 
We heard a lot from both advocates and researchers 
that we on the Left need to better understand ways 
that we may unintentionally create this trigger 
for people. Our narratives can feel very much to 
the public as though we’re talking about dividing 
the pie rather than growing the pie. In messaging 
about minimum wage increase, for example, we can 
easily make people think about costs being passed 
on to consumers. It’s also clear that the Right sees 
potential for success in exploiting zero sum thinking 
around particular issues, including green jobs, 
immigration, and economic justice. 

Anxiety and Scarcity Mentality

https://www.npr.org/2020/12/16/941292021/paycheck-to-paycheck-nation-how-life-in-america-adds-up
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Feeling Seen 
We had a lot of conversations with advocates 
and researchers in this Phase One scan about the 
importance of working class/middle class people 
“seeing” themselves in our narrative. Working 
people have been telling us in research for years 
that they don’t see that we’re fighting for them, 
and we discussed the idea that in addition to being 
able to make clearer how our policy proposals will 
benefit people economically, there may be other 
things we can do to ensure they feel seen in our 
narrative. Some argue that a key part of Donald 
Trump’s appeal to working people was simply 
that he demonstrably paid attention to them and 
spoke to them. And recent research by ALG shows 
that framing policies like the Child Tax Credit as 
supporting working families dramatically improve 
support. We should be more explicit and consistent 
in saying clearly who we are fighting for. 

 “Working People:” We on the Left use labels  
 inconsistently, and often interchangeably, in  
 jobs and economy messaging. But it’s clear that  
 the public distinguishs labels like “working  
 class,” “middle class,” and “working people.”  
 The word “class” seems to invoke complicated  
 dynamics around how people see themselves  
 in the social strata which isn’t consistent  
 across race, income, or education. This may  
 not be sufficiently researched, but there is  
 evidence, including a recent project focused  
 on unions, that “working people” or “working  

 families” may be more broadly resonant  
 identities. Understanding how we can most  
 resonantly and consistently identify working  
 people in our narrative is important. 

 Small Businesses: Americans generally have  
 positive views of small business owners,  
 which may be connected to positive feelings  
 about autonomy and responsibility, epitomized  
 by small business owners. There is a strong  
 push among progressives to be more  
 intentional about centering small business  
 owners in our narrative, evidenced by the  
 Building Back Together ads. Many argue that  
 we need to consistently and explicitly say  
 “small businesses” in the same sentence with  
 “working people.” 

 And Family Farmers?: There was a time when  
 “the farmer” was more consistently and  
 explicitly acknowledged in progressive  
 messaging about jobs and the economy.  
 Colleagues focused on rural organizing and  
 communications argue strongly that we need  
 to consistently and explicitly include family  
 farmers along with small businesses and  
 working people as we describe who we’re  
 fighting for. New research could explore this as  
 a potential way to begin broadening our  
 narrative geographically. 

Who We’re Fighting For 

https://www.thirdway.org/memo/third-way-memo-democrats-face-an-economic-trust-gap-in-2022
https://www.nytimes.com/2021/02/04/opinion/michael-goldhaber-internet.html
https://www.nytimes.com/2021/02/04/opinion/michael-goldhaber-internet.html
https://news.gallup.com/opinion/polling-matters/239195/looking-americans-mean-working-class.aspx
https://news.gallup.com/opinion/polling-matters/239195/looking-americans-mean-working-class.aspx


17

winning jobs narrative project: phase one report

1 Ineke Mushovic from MAP serves on the Research Working Group for this project. 

On Corporations and the Rich 
Most Americans do not inherently dislike 
corporations and the wealthy. They may even admire 
wealthy people and assume that they gained that 
wealth as a consequence of being smart and hard 
working. So progressives risk being viewed negatively 
when we present narratives describing corporations 
and the wealthy as inherently the problem. However... 

Who is Taking Unfair Advantage? 
People generally assume that wealth and economic 
power can be used to gain unfair advantage, and 
many assume that “the system” inherently favors 
those with the money to manipulate it and that  
the rich and corporations are “not paying their fair 
share.” But it’s also important to note that people 
widely feel that those “at the bottom” are taking 
unfair advantage as well. People who perceive 
themselves to be “in the middle” feel squeezed from 
both above and below. 

Exhausted by Division 
The public wants to believe in something 
aspirational, that we are better than the cruelty and 
bitterness of our politics. We need to understand 
better, perhaps through more qualitative research, 

Who Are Villains in the 
Narrative? 

As the post-election GBAO survey cited in the 
previous section illustrates, voters tend to have 
more positive associations with Republicans than 
Democrats around jobs and the economy. In that 
survey, Republicans had a 15-point advantage on 
jobs, and Democrats were seen (by 35 points) 
as more worried about the poor than people like 
them, with Republicans seen as better representing 
hardworking people (by 10 points). We see very 
consistent findings from research around the 
country over many years, including very recent 
research by ALG and the Movement Advancement 
Project, as well as research going back to 2004 
in Colorado. We highlight some of that research 
below. Note, again, that we include this research as 
an indicator of perceptions about the progressive 
movement and because it reflects on our ability to 
advance a progressive agenda.

Perceptions of the Parties

how people experience messaging invoking division. 
There is indication that division may be like nitro—
powerful, but has to be handled with great care to 
avoid backlash. 

Recent Movement Advancement Project 
Large-Scale Qualitative Summary 
MAP 1 conducted “detailed, human analysis” of two 
national surveys in March. Each survey asked a single 
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open-ended question relating to both Democrats 
and Republicans. There were about 650 responses 
from unaffiliated voters in each survey, for a total of 
1,300 responses. The two open-end questions were: 
1) Imagine the [Democratic Party/Republican Party] 
was a person. In a few sentences, please describe 
what kind of person they are, and describe their 
personality; 2) Imagine that for the next 20 years—
from 2021 until 2041—the [Democratic Party/
Republican Party] was fully in charge of our local, 
state, and federal governments. What would our 
nation be like at the end of that time? What would 
be good and bad about it?

MAP summarized and aggregated the findings from 
the two questions for each party in a short narrative 
for each. The MAP team intentionally used language 
provided by respondents to reflect the overall 
sentiment as closely as possible: 

 “DEMOCRATS: A caring government where  
 the poor receive help, there is more equality,  
 and America has a cleaner, healthier  
 environment ... while our freedoms erode, our  
 economy crumbles, and everyone is taxed to  
 death to support those who don’t believe in  
 hard work.” 

 “REPUBLICANS: A booming economy in a  
 strong and free America where people work for  
 what they get and Americans come first ...  
 except for the poor who struggle as the rich get  
 richer; the sick who get sicker; and women/ 
 minorities face more discrimination.” 

Bottom Line Key Perceptions 
 Democrats are generally seen as the party of  
 the poor, more than the working class. Again,  
 the public can admire caring for the poor and  
 still not see themselves as a focus.

 Republicans are seen more as fighting for the  
 wealthy and corporations than the working  
 class, but not as disconnected from the working  
 class as Democrats. 

 Republicans are more associated with valuing  
 hard work, responsibility, personal freedom,  
 and financial security. 

 The public views Democrats as anti-business  
 without crediting them as pro-worker.

 Shockingly, the public more closely identifies  
 Republicans with fighting outsourcing  
 (+25 in a recent ALG survey), and fighting  
 outsourcing is a very popular idea with the  
 public and something Trump featured  
 prominently in his 2016 and 2020 campaigns. 



Attitudes Toward Labor Unions 
It is beyond the scope of this report to unpack 
the obvious and numerous connections between 
collective bargaining rights and employment issues. 
However, a few key notes are worth highlighting at 
this moment. Despite trends away from unionization 
in the workforce, the American people are not anti-
union: Gallup recently showed labor union approval 
at 65% which is one of the highest rates in history 
and an MIT study found 60 million people would 
vote to join a union if given the opportunity. 

From a political perspective, declining U.S. 
unionization rates over multiple decades are 
not a naturally occurring phenomenon, but the 
deliberate result of “intense and sustained corporate 
campaigns to bust unions, make it more difficult to 
form unions, exclude more sectors of the workforce 

from access to union membership and depict 
unions in the worst possible ways, along with an 
often bi-partisan retreat in federal support for 
working people, relentless roll backs by Republican 
Presidents and Republican trifecta states have 
dramatically reduced the number of working people 
who even have the option of joining one” according 
to AFL-CIO Senior Advisor Michael Podhorzer. 

Finally, labor union members continue to be one 
of the most critical pillars of the progressive 
infrastructure—with a diversity by geography, 
race, and job type that is without comparison. 
As economic and political conditions shift over 
the coming years, it will be critical to engage, 
understand, and organize union members, 
households, retirees, former members, and people 
who would join a union if given the opportunity. 
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Source: Colorado Narrative Project, 2014–2015.

D E M O C R AT I C  T E R R I T O R Y R E P U B L I C A N  T E R R I T O R Y

Enable  
dependency  

on government  
handouts 

Tax  
and spend

Ensure  
everyone  

plays by the  
same rules

Ensure  
everyone  

pays  
fair share

Fight for  
people like  

you

Able to  
restore  

financial  
security

Share  
beliefs about 

personal  
freedom

In the pocket  
of big money 

special  
interests

Force beliefs  
on people

Believe in  
personal 

responsibility

Believe in  
hard work

d e s c r i b e s  r e p u b l i c a n s  m u c h  m o r ed e s c r i b e s  d e m o c r a t s  m u c h  m o r e

https://news.gallup.com/poll/318980/approval-labor-unions-remains-high.aspx
https://news.gallup.com/poll/318980/approval-labor-unions-remains-high.aspx
https://iwer.mit.edu/2018/08/30/who-wants-to-join-a-union-a-growing-number-of-americans/
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The Current Narrative:  
Schools of Thought/Areas of Focus 

Progressives have a current jobs and economy 
narrative—it's the aggregation of what we currently 
emphasize in our messaging. For the purposes 
of this project, we’re working on the premise 
that Progressives have identified important key 
ingredients, but not yet “the recipe” for more 
broadly appealing to working people across race 
and geography. The questions that arise for us are: 
1) what ingredients are missing or inconsistently 
used; and 2) what is the right formula for how 
the ingredients work together most broadly. This 
section summarizes the ingredients and credits the 
work that has been done by many people over years 
to advance our collective understanding. 

Not the Size, But Who Government 
Works For 
Research from Topos, in particular, shows that the 
“big government” attacks from the Right seem to 
have limited strength and can be managed. The 
public can be triggered around spending, concerns 
of waste, and “handouts” for people they perceive 
as not wanting to work. They can also be triggered 
by ideas of unintended consequences, such as 
higher costs. And they may be skeptical about the 

government as a positive actor in creating jobs. But 
the general idea of an active government may not 
be the barrier. The challenge is who people see the 
government fighting for and making the case for 
a given policy how it actually leads to jobs and a 
strong economy. Examples include: 

�  Topos Reclaiming Government: “It is not the  
 size of the government that matters. It’s who the  
 government works for that matters.” (Agree 73%,  
 Disagree 24%) 

�  Our Story Hub: “The issue is not the size of our  
 government, it’s who our government works for:  
 the super-rich and corporate CEOs or everyday  
 Americans?” 

�  Elizabeth Warren: “It’s not a question of more  
 government or less government. It’s about who  
 the government works for.” 

Key Questions 
 For any given policy, how can we make the  
 most credible case that it creates jobs and/or 
 grows or strengthens the economy? How  
 do we most effectively get past skepticism  
 about government? 

 How important is it to frame the benefit of  
 particular policies broadly for working people,  
 which is the identity most broadly held? 

The Role of Government

https://drive.google.com/file/d/1md35IIZlcAXed_drxvpWuAizdqBQekG4/view
https://drive.google.com/file/d/1md35IIZlcAXed_drxvpWuAizdqBQekG4/view
https://drive.google.com/drive/folders/1GAq3CQsWYTo_FkETkCWg58UBAXA9oPNd?usp=sharing
https://elizabethwarren.com/plans/american-jobs


	  “Working families and the middle class are  
  the engines of our economy. When we have  
  good jobs so we can care for and support  
  our families, educate our children, afford  
  our health care, shop in our neighborhoods,  
  and retire in security, we drive the economy  
  forward and build thriving communities.” 

	  “We believe that a strong, growing middle  
  class has always been the engine of what  
  makes America great. When the middle  
  class does better, we all do better.” 

	  Colorado ad for minimum wage increase:  
  “When my employees make more money,  
  they spend that money back in our local  
  communities. Amendment 70 is good for  
  workers, and it’s good for business.” 

 Related—Combining Middle Out with “Who  
 We Fight For”: Future Majority argues that for  
 progressives to be successful, it is crucial we  
 make the American worker the hero of the  
 story. “We stand for the working men and  
 women. Always have, always will ... All along,  
 it was American workers, farmers and factory  
 workers, immigrants and engineers, of every  
 color, speaking every language, who were  
 building the highest standard of living the world  
 had ever seen ... Working people made America  
 work.” 

 Related—Combining Middle Out with Role of  
 Government: Roosevelt Institute offers a  
 slight variation on messaging about the  
 economy (described as “level playing  
 field” approach and tested versus “nationalist  
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“Middle Out” Economy 
A lot of effort has been invested into the notion of 
a “middle out” economy, where working people are 
the engines of the economy. This idea has a lot of 
traction, tests well against trickle down messaging, 
and helps center working people in our narrative: 

 Our colleagues at Our Story Hub, Civic  
 Ventures, and the Hub Project, in particular,  
 have invested tremendous time and resources  
 in making the case for a middle out economic  
 narrative to counter trickle down. Examples  
 include the following: 

 In a context of spending, how well do we  
 understand anxieties about waste, and do we  
 need to mitigate those? 

 Is it more effective to frame policies from the  
 perspective of working people, centering  
 people in the narrative? And what are the  
 most effective ways to do that? In the next  
 section we note that people-centered narrative  
 is effective at contrasting with trickle down  
 (working people versus corporations). Do we  
 need to also ensure that even as we’re  
 describing government policy, we center people  
 as both the subjects and the actors in driving  
 job growth and a stronger economy? 

Theory of the Economy—
Middle Out, People-Centered 

https://drive.google.com/drive/folders/1GAq3CQsWYTo_FkETkCWg58UBAXA9oPNd?usp=sharing
https://drive.google.com/drive/folders/1GAq3CQsWYTo_FkETkCWg58UBAXA9oPNd?usp=sharing
https://drive.google.com/file/d/1cX2USV1ZQVEf3xV6cDZVsNMYqDcj1zPH/view
https://www.youtube.com/watch?v=rCw1Q9hEpe0
https://futuremajority.org/wp-content/uploads/Future-Majority-Governing-Survey-Results-2020.pdf
https://futuremajority.org/built-not-bought/
https://drive.google.com/drive/folders/1GAq3CQsWYTo_FkETkCWg58UBAXA9oPNd?usp=sharing
https://drive.google.com/drive/folders/1uHn7d07sNuBXpGgcpuGp4xsrN_M_-dOr?usp=sharing
https://drive.google.com/drive/folders/1uHn7d07sNuBXpGgcpuGp4xsrN_M_-dOr?usp=sharing
https://drive.google.com/file/d/1cX2USV1ZQVEf3xV6cDZVsNMYqDcj1zPH/view


 economics”) that combines middle out  
 messaging with a role of government  
 message: “We need a country that works for  
 the middle class, not one governed by trickle- 
 down economics. Jobs don’t pay enough to  
 live on and families and small businesses are  
 struggling while CEOs and billionaires use their  
 lobbyists to make government work for them,  
 not you. We need a bold, comprehensive plan  
 to rewrite the rules of the economy so it works  
 for the middle class again. Only then will  
 growth benefit all Americans, not just the  
 wealthy few.” 

Key Questions 
 How important is it to be explicit about the  
 identities of those we’re fighting for? And  
 do we need to consistently and explicitly  
 include additional identities, including small  
 businesses and family farmers? 

 And, how important is it to show the middle  
 out narrative through the actual stories of  
 working people, small businesses, and small  
 family farmers? Will this help people relate a  
 given policy to their own lives more easily if  
 they can see a spokesperson representative  
 of them and/or people they know?

winning jobs narrative project: phase one report
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Race Class Narrative 

Demos, who helped envision and create the Race 
Class Narrative Project, describes the project as 
having a goal “to develop an empirically-tested 
narrative on race and class that resonates with all 
working people and offers an alternative to—and 
neutralizes the use of—dog-whistle racism.” Sources 
and examples of application are below.

�  We Make the Future: The narrative includes  
 three essential elements: 1) an expression of unity  
 across explicitly named racial groups with a  
 shared aspiration or value that transcends race;  
 2) calls out racial scapegoating and an explicitly  
 named enemy that is seeking to divide us so that  
 they can advance their own personal motivations;  
 and 3) an appeal to unite in service of achieving  
 a shared goal/outcome. 

�  Stand Up Ohio: Most of us work hard to provide  
 for our families. But certain politicians prioritize  
 lining their own pockets, refusing to contribute  
 their fair share to the schools, roads, and  
 community services we all rely on. We count on  
 us. Together, we make #Ohio’s future.  
 #AllInForOhio #OH 

�  Related—Civic Ventures includes diversity as  
 important for economic competitiveness, which  
 seems to be a unique contribution: “No matter  
 where we come from or what our color, most of  
 us work hard to care for and support our families.  
 But wages haven’t kept up with the cost of living  
 and many of us are living paycheck to paycheck.  

https://www.demos.org/campaign/race-class-narrative-project
https://www.demos.org/campaign/race-class-narrative-project
https://www.wemakethefuture.us
https://ms-my.facebook.com/StandUpForOhio/videos/most-of-us-work-hard-to-provide-for-our-families-but-certain-politicians-priorit/363800568097563/


 We worry about how our children and  
 grandchildren will get the education and career  
 training they need to succeed ... But this is not  
 an accident. The powerful benefit by dividing  
 the rest of us by our race or gender, where we  
 live or where we come from, while they rig the  
 economic rules in their favor. The super-rich  
 and corporations use campaign donations and  
 lobbyists to get even richer at the expense of  
 everyday Americans ... Our differences are  
 what makes us stronger, smarter and more  
 economically competitive. Together we build  
 an American economy and democracy that  
 works for all of us, not just the wealthy few and  
 well-connected.” 

Key Questions 
 Some argue that Race Class Narrative is  
 particularly effective when clearly responding  
 to an actual and present Right Wing attack,  
 noting that Democratic candidates failed to  
 respond effectively (or at all) to attacks from  
 the Right Wing in 2020. Others argue that it  
 is more challenging to invoke the concept of  
 division proactively as a lead message to  
 advance a policy. What is the most impactful  
 role of Race Class Narrative in a proactive  
 narrative on jobs and the economy? 

 Are there traps to avoid in invoking the  
 concept of division? 

 What do we need to be cautious about when  
 naming villains? And, are there traps to avoid in  
 naming a villain? In particular, can we go too  
 far in how we describe corporate villains and  
 sound anti-corporate? And when naming  

Connecting around shared values is fundamental, 
and we do not have a consistent approach to that 
around jobs and the economy. As noted in the 
mindset section of this report, key values are work, 
responsibility/independence, freedom, fairness 
(level playing field), and family. 

Work and Responsibility. Valuing “work” and 
responsibility (collectively expressed by the public 
as autonomy and independence) is part of the 
current progressive jobs narrative. But these values 
are more associated with the Right Wing, perhaps 
because they aren’t invoked as consistently as 
they should be considering what research tells us 
about how important these values are for most 
Americans. Some examples in use, which tend more 
to acknowledge hard work and focus on the fact that 
it should pay rather than embracing hard work as a 
value (though not always): 

�  “We the People in Michigan value hard work,  
 respect and community.” 

�  Sherrod Brown has dedicated his life in public  
 service to fighting for what he calls ‘the dignity  
 of work’—the belief that hard work should pay  
 off for everyone, no matter who you are or what  
 kind of work you do.” 
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 “politicians,” are we going far enough in  
 contrasting alternative visions from the Left  
 and Right? 

Framing Around Shared Values

https://www.wethepeoplemi.org
https://dignityofwork.com
https://dignityofwork.com
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�  “Reverend Warnock understands that we need  
 to protect the dignity of work and fight for fair  
 wages.” 

�  Neal, from the Building Back Together campaign,  
 a small business owner who wants his employees  
 to “feel like they can come to work, work hard,  
 and make it for their families.” 

�  Future Majority: Americans strongly agree that  
 “our government should be implementing more  
 policies to value the dignity of work—the idea  
 that hard work should pay off for every American,  
 no matter who you are or what kind of work you  
 do ... When our work has dignity, Americans have  
 the economic security they need to start a family,  
 pay for childcare and college, take time off when  
 they are sick, and save for retirement.” 

�  Colorado minimum wage ad: ”Amendment 70  
 values work, values workers.” 

Key Questions 
 What is the most broadly resonant way to  
 speak to the values of hard work and  
 independence? How does the public  
 understand “the dignity of work” in connection  
 with the values of hard work and  
 independence? 

 Can we find ways for hesitant advocates  
 to invoke the shared values of hard work and  
 independence in their work? 

 What is at the root of the perception by many  
 people that the Right Wing values hard work  
 and responsibility more than Progressives?  
 How can we best reclaim those values? 

Freedom. In the research we reviewed, people are 
moved by the value of freedom almost as much as 
hard work and responsibility. Freedom as a concept 
seems to have much less hesitance from progressive 
advocates and could be used much more than it is 
currently. Examples and sources: 

�  Future Majority argues that “the Left should use  
 this opportunity to incorporate 'freedom' in their  
 narratives to persuade a broader coalition of  
 people to support their agenda.”

�  In the AFL Freedom Narrative Project, they found  
 that the best testing messaging on unions was  
 framed around freedom: “In America, we value  
 our freedom. Working people deserve the same  
 freedom corporate CEOs have ... real freedom  
 is about more than making a living; it’s also about  
 having time to take a loved one to the doctor,  
 attend a parent-teacher conference and retire in  
 dignity. ... Standing together, we can fight for our  
 freedom to prosper.”

�  Stacey Abrams framed her 2018 jobs and  
 economy messaging around freedom: “Every  
 Georgian should have the freedom and  
 opportunity to thrive, no matter where they live.” 

Key Questions 
 There seems to be a little resistance on the  
 Left to invoking freedom. Why is it not invoked  
 more? Can we find a way to more consistently  
 reclaim freedom in our narrative? 

https://warnockforgeorgia.com/issues/jobs/
https://www.youtube.com/watch?v=YlXP-a3UwDU
https://futuremajority.org/wp-content/uploads/Future-Majority-Governing-Survey-Results-2020.pdf
https://www.youtube.com/watch?v=rCw1Q9hEpe0
https://futuremajority.org/wp-content/uploads/Future-Majority-Governing-Survey-Results-2020.pdf


Fairness, Opportunity, Level Playing Field. We 
do communicate about fairness frequently in our 
messaging on jobs and the economy, but often do 
not do so in the ways that most people think about 
fairness. It seems clear that the idea of having a “fair 
shot” or “level playing field” that we see throughout 
the research is really about “opportunity” and not 
justice or equity. Some argue that economic appeals 
that are not universal lower support, perhaps even 
with groups we’re targeting. Others argue that 
“opportunity” in the sense of “a fair shot” prevents 
us from focusing as we need on structural and other 
inequities that have disproportionately impacted 
some communities. Others argue that this is a false 
choice, and we can frame even targeted policies 
within a more universal appeal to both address 
inequity and ensure that everyone sees that we have 
the same goal for all. Examples of the varying uses: 

�  Jon Tester: “[We] should stand for three words:  
 ‘opportunity for everyone.’”

�  John Halpin: Progressive’s foundations are “in  
 the liberal values of FDR and the universalism  
 of historic campaigns for freedom and rights  
 everywhere. All people are equal before the law  
 and in the eyes of God. And everyone deserves  
 a fair shot in America, free from discrimination  
 and with a helping hand so they can make the  
 most of their lives.” 

�  Our Story Hub: “Raising wages for working  
 people with equal pay for women, boosting the  
 minimum wage and creating more family- 
 supporting jobs ... Taking down the barriers— 
 discrimination in hiring, underfunded schools,  
 a biased criminal justice system—that block  
 equal opportunities for Blacks and Latinos.” 

Key Questions 
 Can we arrive at a more broadly and  
 consistently shared invocation of “fairness” in  
 a progressive jobs narrative that allows us  
 to frame both the fight for equitable policies  
 and broader goals for working people, small  
 businesses, and small family farmers? 

Family. There is a lot of focus on the importance 
of lifting up the value of family and what some 
perceive as an important opportunity to reclaim this 
value from dominance by the Right Wing: 

�  Future Majority: The Right Wing has given up  
 on the word “family” and there is an opportunity  
 to take it back. The Left must focus on passing  
 clear economic policies to produce jobs and  
 improve wages and economic well-being every  
 chance they get (including family-centric policies,  
 infrastructure, climate, COVID-19) and use those  
 wins as direct contrast to the Right so there is a  
 clear economic difference. 

Key Questions 
 What is the most effective way to invoke the  
 value of family within our jobs narrative? Is  
 “working families” a more effective identity  
 than “working people,” for example?

25

winning jobs narrative project: phase one report

https://www.nytimes.com/2020/12/16/us/politics/jon-tester-democrats.html
https://theliberalpatriot.substack.com/p/time-for-democrats-to-reset-their
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Some advocates and opinion leaders argue that 
decline in support from working people can be 
attributed in no small part to Democrats becoming 
more “corporate”—supporting trade agreements 
that have resulted in a loss of U.S. manufacturing 
jobs, policies that have helped give rise to corporate 
agriculture and the decline of family farms, and 
laws that have undermined organized labor. While 
this project is focused on narrative, not policy, it 
seems clear that the progressive narrative relative 
to corporations is an important component of an 
overarching narrative around jobs and the economy, 
and could be more consistent. 

Key Questions 
 Populist rhetoric resonates broadly, particularly  
 with working-class Americans. And seeing  
 a –25 gap on trust among voters for fighting  
 outsourcing should raise alarm bells. How  
 can progressives reclaim the fight for  
 “American workers” in ways that avoid creating  
 more space for race-baiting and nationalism  
 on the Right? 

 President Biden has begun talking about  
 “bringing supply chain home” given our  
 vulnerabilities that COVID exposed. Is this  
 additional element of national/economic  
 security important in a pro-American jobs  
 agenda? 

Populism, Corporate 
Accountability/Responsibility 

Patriotism is something that we on the Left have a 
difficult time embracing and using in our messaging. 
Patriotism is important to most Americans, and 
it is especially important to working people and 
rural Americans. There are very limited examples 
of patriotism in use in economic narrative, and 
it isn’t clear the degree to which there is testing 
because we could not find research on this. Note 
that patriotism could be a value that the Right Wing 
leans into in the months ahead, essentially building 
on Donald Trump’s “America First” idea, which is 
rooted in loyalty and ingroup/outgroup appeal. 
Some examples of patriotism in use by progressives: 

�  Elizabeth Warren, in her presidential campaign,  
 spoke about patriotism in the context of trade and  
 supporting American jobs. In this sense, it seems  
 as though she was also leaning on the value of  
 loyalty and making an ingroup/outgroup appeal  
 (loyalty to American workers): “Giant companies  
 that like to call themselves ‘American’ only  
 have one real loyalty — to their shareholders,  
 not American workers.”

�  Future Majority: This is America. Working people  
 made our country a beacon of hope and freedom.  
 Working people made America work. 

Key Questions 
 Can we find ways to more frequently invoke  
 patriotism in our jobs narrative in ways  
 consistent with progressive values? Can we  
 overcome concerns about nationalism? 

https://www.theguardian.com/commentisfree/2016/nov/10/democrats-working-class-americans-us-election
https://elizabethwarren.com/plans/american-jobs
https://futuremajority.org/built-not-bought/
https://theliberalpatriot.substack.com/p/time-for-democrats-to-reset-their


 even lifting up good examples, which might  
 help avoid the trap of tipping into “job killer”  
 territory. Can “responsibility” be a better  
 way to approach “accountability?” 
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 Rural advocates feel especially strongly that  
 a pro-American jobs agenda is critically  
 important and that outsourcing has been a  
 crucial issue that has undermined progressive  
 strength in rural areas. Do we understand the  
 support for a “pro-American jobs” agenda well  
 enough, across geography and race? How  
 elevated in a progressive jobs narrative should  
 this be? 

 Relatedly, it’s also clear there are widespread  
 perceptions that corporations have gained too  
 much power and we need to level the playing  
 field for workers, small businesses, and family  
 farmers. But progressives already are seen  
 as anti-corporate, and people are not inherently  
 antagonistic towards corporations and do see  
 a connection between the success of  
 corporations and a strong economy. What is  
 the through line in terms of narrative that  
 allows us to communicate about corporate  
 responsibility, reining in unrestrained corporate  
 power, without further exacerbating  
 perceptions that we are anti-corporate (and  
 hence job killers)? 

 Finally, in the American Aspirations project,  
 Hattaway Communications explored the  
 application of “responsibility” as a value to  
 corporations and found that Americans  
 overwhelmingly believe corporations have a  
 responsibility beyond their bottom line to  
 employees, customers and their communities.  
 The team at The Impact Project also explored  
 the concept of corporate “responsibility.”  
 Both projects indicate that responsibility may  
 be a promising way to talk about corporations,  

Green New Deal 
Green jobs is obviously a major point of emphasis 
for the progressive movement because sustaining 
life on this planet depends on transitioning to clean 
energy. And a focus on green jobs is widely in use: 

 Jobs ad from Climate Power: “Good morning,  
 America. It’s time to go to work. Time to tie  
 up those boots and start the engines. We’ve  
 got a country to rebuild, and our workers are  
 ready ... in our big cities, in our small rural  
 towns. Let’s create good paying union jobs in  
 clean energy, for construction workers,  
 mechanics, electricians, engineers. These folks  
 will fight climate change and bring our  
 economy back. Our president laid out a Jobs  
 Plan. Now let’s get to work.” 

 President Biden from his climate summit:  
 “When we invest in climate resilience and  
 infrastructure, we create opportunities for  
 everyone.” 

Significant Campaigns and 
Coalitions 

https://twitter.com/ClimatePower/status/1385668368456376321
https://www.latimes.com/politics/story/2021-04-23/biden-focuses-on-clean-energy-job-creation-as-climate-summit-comes-to-a-close


winning jobs narrative project: phase one report

28

Key Questions 
 In the context of jobs and the economy,  
 however, transitioning to clean energy could  
 be one of the more important ways that many  
 Americans perceive our movement of  
 jeopardizing their livelihoods - for some it  
 means their jobs may end, and for some (like  
 small farmers) the fear of higher energy costs  
 are very significant given what already are very  
 low margins. For those reasons, this is an  
 important area in which the Right Wing  
 focuses attacks and triggers zero-sum fears.  
 What are the most effective ways to mitigate  
 these triggers? 

 Relatedly, we know that the public is very  
 transactional regarding jobs and economy  
 messaging. What are the most effective ways  
 to “show them the money” when it comes to  
 green jobs?

THRIVE Agenda 
The idea of an economy that creates greater 
opportunity for Americans to “thrive” seems to be 
widely in use and seems to emanate from the  
THRIVE Agenda: 

 “A bold plan for economic renewal. Creating  
 millions of jobs for a just, healthy, and  
 equitable society.” 

 “Many Issues, One Struggle. We aren’t  
 just facing one crisis. Global pandemic, mass  
 unemployment, systemic racism, climate  
 crisis—they are all connected. The THRIVE  
 Agenda presents a bold new vision to revive  

 our economy while addressing these  
 interlocking crises of climate change, racial  
 injustice, public health, and economic inequity  
 with a plan to create dignified jobs for millions  
 of unemployed workers and support a better  
 life for the millions more who remain vulnerable  
 in this pivotal moment.” 

Key Questions 
 What are the key target audiences? The  
 framing is primarily justice and equity. It’s  
 unclear from the research we reviewed which  
 audiences might be receptive to an economic  
 agenda rooted in justice as a frame. 

 The vision is very high level without specific  
 examples that can help the public make actual  
 connections between policies and jobs. 

 This covers many issues: 1) Creating millions  
 of good, safe jobs with access to unions;  
 2) Investing in Black, Brown, and Indigenous  
 communities; 3) Combating environmental  
 justice and ensuring healthy lives for all;  
 4) Ensuring fairness for workers and  
 communities affected by economic transitions;  
 5) Building the power of workers to fight  
 inequality; 6) Strengthening and healing the  
 nation-to-nation relationship with sovereign  
 Native Nations; 7) Averting climate and  
 environmental catastrophe; 8) Reinvesting  
 in public institutions that enable workers and  
 communities to THRIVE. What are the key  
 goals?

https://www.thriveagenda.com


Care Economy—Care as 
Infrastructure 
The notion of a care economy in which we should 
invest as infrastructure has been led by a core  
group of leaders from labor, philanthropy, and 
nonprofits. Care economy messaging also seems  
to be generating significant adoption from 
progressive organizations and leaders: 

 Building The Economic Case for Investing  
 in Care Infrastructure: Building a robust care  
 infrastructure is good for women and a  
 cornerstone of a resilient and sustainable  
 economy. 

 Lisa Guide from the Women Effect Fund:  
 “Washington’s chattering class is busy  
 debating whether President Biden’s proposed  
 investments in better care for seniors, children  
 and people with disabilities fit the dictionary  
 definition of “infrastructure.” But one factor  
 should be beyond debate: If we build a bigger,  
 better care system, it will grow our economy  
 and create good jobs, especially among groups  
 hardest hit by the COVID-19 crisis.” 

 Building Back Together’s story of Bonnie, who  
 opened a restaurant in North Carolina after her  
 husband lost his job as a restaurant manager  
 during the pandemic. Now they are betting  
 everything on a national recovery, and they  
 know it will require vaccinations, jobs, and  
 basic care infrastructure like childcare, paid  
 leave, and early childhood education to help  
 their employees make a career out of their  
 jobs in her restaurant: 

 “Our employees can’t work without childcare,  
 the American Families Plan was made for  
 them. It would cut the cost of childcare by  
 more than half for many families.” 
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Importance/Role of Labor 
 Sherrod Brown: “Wall Street didn’t build this  
 country. The middle class built the country.  
 And unions built the middle class.” 

Acknowledging Anxiety 
 Civic Ventures: “Today’s ‘good’ economy isn’t  
 actually good for most working families.  
 Economic security remains out of reach for  
 most everyone. Though unemployment may  
 be low, the cost of living is high, and too many  
 people are living paycheck to paycheck. Even  
 people doing “well” worry about the cost of  
 college or childcare or having enough to retire  
 with dignity.” 

Universal Appeal, Relating Benefits 
to People Beyond the Population 
Targeted by a Specific Policy 
(Particularly Minimum Wage) 
 Topos American Wages Project: A winning  
 narrative (around minimum wage) needs  
 to establish that this is an issue that concerns  
 us all: “Full time jobs should pay enough.  
 Many jobs, including skilled jobs, pay far  

Other Areas of Focus 

https://timesupfoundation.org/work/times-up-impact-lab/times-up-measure-up/its-time-to-care-the-economic-case-for-investing-in-a-care-infrastructure/
https://timesupfoundation.org/work/times-up-impact-lab/times-up-measure-up/its-time-to-care-the-economic-case-for-investing-in-a-care-infrastructure/
https://thehill.com/opinion/finance/549157-care-economy-investments-not-just-better-care-but-a-growing-economy
https://www.youtube.com/watch?v=3R4Fs6Syxeg
https://www.brown.senate.gov/newsroom/press/release/brown-when-work-has-dignity-pays-off-for-workers-not-wall-street
https://drive.google.com/drive/folders/1uHn7d07sNuBXpGgcpuGp4xsrN_M_-dOr?usp=sharing
https://drive.google.com/file/d/1ZNc8zLNZVICZwMDVaWCmCCrRw60WeIdm/view
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 too little. Profitable industries can afford to  
 pay more; taxpayers shouldn’t subsidize a  
 company’s low wages. Higher wages are  
 good for families, communities and the  
 economy. Growing the economy relies on  
 better wages.” 

Importance of “Growth” 
 Topos Wages Project: For the long term,  
 progressives need to redefine how economic  
 growth happens, and the minimum wage  
 debate is a good place to start. 

 They focus on centering people through their  
 stories, specifically small business people. It’s  
 notable that they focus on small business  
 people at the center of the narrative because  
 the Right Wing, as noted in the next section  
 of this report, will seek to elevate small  
 business owners in their “big government  
 versus small business owners” narrative over  
 the next year. 

 They are very much aligned with those focused  
 on “middle out” economic messaging,   
 emphasizing working people as engines of  
 the economy. 

 They incorporate “care” as an economic driver,  
 specifically childcare and healthcare. 

 They are focused on work—putting people to  
 work, getting back to work. 

 They focus on independence, as well as  
 interdependence. 

 They incorporate both small business owners  
 and working people, and the key narrators  
 are small business owners. The Right (see next  
 section) is clearly going to try and pit small  
 business owners against “the government”  
 and progressives in their narrative about the  
 recovery. It’s probably strategically important  
 to emphasize small business owners as  
 champions of progressive initiatives to fight  
 COVID-19 and rebuild the economy. 

 They don’t specifically reference family  
 farmers, but they do feature rural spokespeople  
 and reference “agricultural communities.” 

There also has been, and continues to be, 
considerable focus on the importance of helping 
ordinary Americans understand how progressive 
policies affect them and their communities, 
particularly the American Rescue Plan Act, the 
American Jobs Plan, and the American Families 
Plan. 

The most significant initiative may be Building Back 
Together, an independent effort to support the 
Administration’s key proposals. From the ads that 
have been produced thus far, it seems as though this 
effort is a good example of both connecting specific 
policies to jobs and economic growth, as well as 
effectively employing a number of the other areas  
of focus (ingredients) listed above: 

Connecting the Dots and 
Putting it All Together—
Building Back Together 

https://drive.google.com/file/d/1ZNc8zLNZVICZwMDVaWCmCCrRw60WeIdm/view
https://buildingbacktogether.org
https://buildingbacktogether.org


 Examples follow: 

	  Kris, who runs a bed and breakfast in  
  a rural Wisconsin community: “Small  
  businesses are the lifeline of these  
  small rural towns but we need Internet,  
  childcare, and health.” 

	  Regina, an immigrant from Mexico City  
  who opened a Nevada restaurant three  
  years ago: “As a small business we are  
  investing in this country, and we want  
  our government to invest in us.” 

	  Tony, a Pennsylvania restaurant owner  
  who was able to use Paycheck Protection  
  Program loans to increase his employees'  
  base salaries to make up for lost tips:  
  “Investing in working families, putting  
  people to work and fixing our roads makes  
  a strong economy. If my community isn’t  
  doing well, my business can’t do well.” 

	  Bonnie, who opened a restaurant in  
  North Carolina after her husband lost his  
  job as a restaurant manager during the  
  pandemic: “Our employees can’t work  
  without childcare, the American Families  
  Plan was made for them. It would cut  
  the cost of childcare by more than half  
  for many families.” 

	  Neal, who co-owns a family restaurant  
  in Georgia that saw a 75% downturn in  
  business in the pandemic and had to  
  reduce staff: “When you own a small  
  business, healthcare and childcare aren’t  
  just problems for employees. They’re  
  challenges for business owners, and the  
  American Families Plan would help workers  
  pay for childcare and healthcare without  
  raising taxes on middle class or small  
  businesses.” 

	  Natascha (English and Spanish), a Puerto  
  Rican small business owner in Florida  
  who says the American Jobs plan “shows  
  that the administration is not only talking  
  and saying, but they are doing.” And  
  Micheal, a Cuban American from Florida,  
  also supports the American Jobs Plan  
  because “it provides the opportunity to  
  open new businesses.” 
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https://www.youtube.com/watch?v=Byo0hJXiYeg
https://www.youtube.com/watch?v=GdhdkeehHZk
https://www.youtube.com/watch?v=0P89V5LU3Ao
https://www.youtube.com/watch?v=3R4Fs6Syxeg
https://www.youtube.com/watch?v=YlXP-a3UwDU
https://www.youtube.com/watch?v=QRCHnSa4ysU
https://www.youtube.com/watch?v=AnjbZgMwa-U
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Research seems clear that while working people 
don’t see themselves in the narrative of the Left, 
they don’t necessarily see themselves in the 
narrative of the Right either. But that’s where some 
Right Wing leaders are arguing Republicans should 
go in light of Trump’s surprising strength with 
people of color based largely on his working-class 
appeal. Marco Rubio was making the case of the 
GOP as a multiracial, working-class party right after 
the election. This memo, which seems obviously 
intended for public distribution, articulates further 
how some strategists on the Right think they can 
pull this off. And they’ve even tried to make a splash 
this spring with a focus on policies to match the 
rhetoric. 

What is the Right Wing Saying? 

Big Government versus Small 
Business 
By paying people more not to work, Biden’s 
big government programs are in effect forcing 
small businesses, many of which barely made it 
through the pandemic, to compete with higher 
unemployment payments for workers. 

It’s crushing mom-and-pop shops around the 
country, with many businesses forced to limit 
working hours and services, close completely on 
certain days, or jack up their prices on consumers 
because of the labor shortage.

We need to start growing America’s economy 
instead of Washington’s economy so that hard-
working Americans see better wages and more 
opportunity. 

It’s a Red State Recovery 
While Democrats double down on job-killing 
policies and paying Americans not to work, 
Republican governors are leading the way towards 
safely reopening America. 

“Green Jobs” Versus Actual Jobs 
Biden will “sacrifice” hundreds of thousands of  
blue-collar jobs in pursuit of a “greener economy,” 
and has already put good-paying energy jobs on  
the chopping block. 

It’s unclear how unified the Right will be behind 
a push to brand as the working-class party, but 
there probably is greater clarity about their other 
messaging priorities, namely winning the battle 
of framing the pandemic and the recovery. To the 
extent the Right can further solidify support from 
working people, they strengthen their ability to 
block a progressive agenda on all fronts. 

https://www.npr.org/2021/04/13/986549868/top-republicans-work-to-rebrand-gop-as-party-of-working-class
https://www.vox.com/2020/11/4/21537966/trump-black-voters-exit-polls
https://twitter.com/marcorubio/status/1324038552292859906
https://drive.google.com/file/d/1Fq0HNszOw23OfCGiScyhsUJavc7xl9mK/view?usp=sharing
https://www.wsj.com/articles/republicans-unveil-policies-to-match-working-class-party-claim-11618237594
https://www.gop.com/under-biden-its-big-government-vs-small-business/?
https://www.gop.com/red-states-lead-the-way-on-jobs-rsr/?
https://www.gop.com/red-states-lead-the-way-on-jobs-rsr/?
https://www.gop.com/bidens-empty-green-job-promises-rsr/?
https://www.gop.com/principles-for-american-renewal


Following are themes that have emerged in 
Phase One of this project as we looked at 
existing research, how the progressive movement 
currently communicates, and how the Right Wing 
communicates. 
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Need Broader, Updated Mindset Map 
We know a lot about the mindset of Americans 
around jobs and the economy from existing 
research, but it could be important to conduct new 
qualitative research to explore some questions 
that remain, to better demonstrate breadth of 
attitudes across the population, and to update our 
understanding in light of the pandemic: 

 Identity: Can we get clarity about the best  
 ways to refer to “working people?” Is that the  
 most broadly resonant identity? Can we better  
 understand how people, broadly, respond to  
 “class” labels? 

Gaps in Research

2 Related: There’s no clear connection between jobs and mobility. We talk about jobs, dignity of work, working but never really about working your  
 way up ... this seems important given that today there are a growing number of jobs, but the jobs are “dead end” jobs or jobs that don’t lead to a  
 better (enough) future for enough people. 

Gaps, Fault Lines, and Key Questions 

 “Jobs:” We need to understand better how  
 people think about jobs and the most effective  
 ways to refer to jobs. We’ve tested various  
 kinds of language, like “good paying jobs,” “jobs  
 that let you...“ But we haven’t really explored  
 through qualitative all the associations people  
 have around jobs.2 What do people actually  
 want from the government when it comes to  
 jobs and how does it vary by demographic?  
 How do they describe that? Hourly, gig,  
 and salaried workers experience the economy  
 in different ways. What do they want out of a  
 job and how does policy help them? Do they  
 think the government can make a difference?

 Aspirations: Can we get a better sense of  
 aspirations working people have, and how  
 our articulations of aspirations for working  
 people resonate? Is “the American Dream”  
 still resonant? With whom? What are the key  
 aspirations in terms of tangible outcomes  
 from work? There seems to be no clear  
 connection between jobs and mobility, which  
 seems important given that there are a  
 growing number of jobs but the jobs are “dead  
 end” jobs or jobs that don’t lead to a better  
 (enough) future for enough people. 
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 What is at the root of perceptions that the  
 Right Wing better understands the economy  
 and values hard work and responsibility?

 What is different for people as a consequence  
 of the pandemic?

 What are the key similarities in mindset that  
 transcend race and geography? 

Media/Social Media Content Analysis 
It could be important to more thoroughly review 
current narrative emanating from progressives, the 
Right Wing, and in media coverage—nationally  
and regionally.

Putting It All Together—Testing 
All the Elements in Varying 
Combinations 
Elements of existing schools of thought are not  
used in combination in consistent ways. It could  
be helpful to test varying combinations to see  
what is most important for people. 

Testing Messengers and Stories 
There seems to be general agreement that we 
should have a more people-centered narrative,  
but insufficient investment in testing messengers 
and stories. 

Connecting Policies to Jobs and Job 
Growth 
How does [Policy X] create jobs that “people like 
me” want? Can we find ways to consistently relate 
policies, even targeted policies, more broadly  
(both harms and benefits)? 

Growth Over Scarcity 
There is significant agreement that we may be 
unintentionally triggering zero-sum thinking and 
need to find ways to frame policies in ways that 
create associations of abundance and growth. 
Making the case for growth also varies by geography 
and issue. 

Framing Through Shared Values 
Work, Responsibility, Freedom, Level Playing 
Field, and Family: There is abundant evidence that 
these values are broadly shared and important to 
connecting with working people around jobs and the 
economy. Can we codify these findings more clearly 
in terms of breadth (race, ideology, and geography)? 
Can we get better certainty about what these things 
mean for people? And can we find a way to invoke 
these values so that they can be more broadly and 
consistently embraced in progressive messaging? 

Asset-Based Framing versus Deficit-
Based Framing 
How is disproportionate impact data received 
by working people? Does that vary by race or 
geography? How does asset based versus deficit-
based framing compare? 



A few other observations about the challenge ... 
Many advocates made the case that the challenge 
on the Left isn’t just with narrative, but also with 
both having the right messengers and having 
inadequate communications capacity and reach 
into key communities. We note communications 
capacity here because it was an important theme 
in our scan, though not on point for this scan. 
Messengers is a more directly relevant question, 
and it’s important to flag that there is a strong and 
consistent view among many advocates that we 
need to invest more as a movement to test actual 
messengers and more fully formed creative to 
identify the most resonant ways to communicate. 
Testing polling language, alone, is insufficient. In 
Phase Two of this project, we anticipate focusing 
significantly both on testing actual creative content 
that more closely aligns with how we communicate 
in reality, as well as working with organizations 
to iterate and test narrative approaches in actual 
interactions with the public.
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Corporations 
We have an awkward relationship to corporate 
America. Some think our challenge is “corporate 
Dems.” But we’re actually seen more as anti-
corporate. Can we identify a “through line” to talk 
about “corporate responsibility” more effectively? 

Populism and Trade 
We know it’s important that we be able to advocate 
for economic development at home and address 
concerns about outsourcing. But how do we talk 
about populism and trade without going too far? 
How do we describe global/domestic competition 
without invoking racist frames and pitting workers 
against each other across borders? What is the right 
through line in our narrative for our relationship to 
corporations? 

Key Defense 
We know the ways our opponents will attack, and 
we could work with advocates to collect the best 
recommended responses and test. 

�  Green jobs (see GOP talking point section) 

�  Immigration 

�  Spending 

�  Socialism: What does it mean to people?  
 We don’t actually know what comes to mind  
 for people when they say this. 

Fault Lines 
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Phase Two will include both field experimentation 
and new opinion research which will address some 
of the key questions raised in this report. Keys to 
how we will approach Phase Two include: 

Listen to the Public 
Phase Two will be all about various ways of listening, 
engaging progressive groups in listening. 

�  We will focus broadly to identify core narrative  
 elements that resonate broadly with working  
 people across urban, suburban, and rural areas  
 and across race. 

�  Research often begins with assumptions about  
 who is “base” versus “persuadable.” We will  
 challenge those assumptions and scope the  
 project to test messaging broadly across  
 demographics and ideology. 

�  We will engage advocates in a variety of  
 ways to listen to people—such as canvass  
 conversations, field ethnographic work, and  
 organizer-led small group conversations in  
 communities. 

Narrative Architecture 
As we focus on creating a “Narrative Architecture,” 
we will be guided by these key objectives: 

�  Identify essential message elements that are  
 proven through research to strengthen our  
 connection with working people broadly. 

�  We will work with advocates to reconcile  
 objectives for longer-term narrative shift with  
 immediate strategic communications priorities. 

�  We will work with advocates to reconcile  
 objectives for longer-term narrative shift with  
 immediate strategic communications priorities. 

�  Work with progressive leaders to understand  
 and navigate fault lines around race, immigration,  
 green jobs, role of government, and beyond  
 to avoid messaging recommendations that  
 unintentionally harm allied movements. 

Stories 
Too often in our movement, we test messages only 
in print form and in the context of focus groups or 
polling. This is not how people experience messages 
in real life settings. We test messages spoken by 
actual people in a variety of real-life settings to more 
accurately understand how the public will respond. 

The Next Step: Phase Two

Next Steps, Long-Term Plans 

Long-Term Plans

Produce Useable Content 
To take the results of Phase Two and produce 
content that progressives can use to win issues 
and elections. Share that content and our learning 
generally in workshops and message guides, and 
support continuous research, support, and content 
creation on this important part of progressives’  
path to victory. 



Margarida Jorge 
Margarida Jorge is the Executive Director of Health Care for American Now (HCAN). She was a co-founder 
of the campaign in 2008 and chief architect of the 47-state field program that helped win the Affordable Care 
Act. Margarida brings nearly three decades of experience to health care advocacy from national and state 
work. Margarida currently lives in Washington, D.C. 

Melissa Morales 
Melissa Morales is the Founder and Executive Director of Somos Votantes & President of Somos PAC—
organizations dedicated to sustained investment in Latino Voter Programs. In 2020, via Somos Votantes,  
(501(c)(4)) and Somos PAC (527), Melissa ran a $30 million program across 9 battleground states for the 
Presidential and key U.S. Senate races. In addition, in 2020, Melissa served as the Florida State Director 
for Win Justice—a coalition of seven organizations, including SEIU, Community Change Action, Planned 
Parenthood Action Fund, Color of Change PAC, and multiple grassroots state organizations, and also served  
as a Planning Consultant for the Arizona Wins Table. 

Melissa’s previous roles and experiences include Research Director for Equis Research, Executive Director of 
SEIU Florida, 2018 Win Justice Florida State Director, and managing Independent Expenditure Programs for  
the 2016 Presidential Campaign in battleground states with SEIU. 

Matt Morrison 
Matt Morrison is the executive director of Working America, a three-million-member labor organization 
mobilizing working people who don’t have the benefit of a union at their jobs. He is a leading political 
practitioner with experience working in over 500 elections throughout his career. Most recently, Working 
America has achieved a 76 percent win rate in the 87 competitive elections it has worked in since  
November 2016.

In a prior role as Working America’s political director, Matt led the refinement of the organization’s field and 
member communications programs through the use of clinical testing and advanced analytics. Under his 
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Appendix A: Research Working Group and Phase 
One Project Leads 

Research Working Group



direction, Working America combines innovative integration of traditional field organizing with analytics to 
increase targeting accuracy and voter turnout for candidates who support a fair economy for working-class 
Americans. 

Prior to joining Working America, Morrison served on John Edwards’ 2008 presidential campaign, in the 
government affairs department of the American Federation of Teachers and on Capitol Hill in the office of 
Congresswoman Eleanor Holmes Norton (D-D.C.). 

Ineke Mushovic 
Ineke Mushovic directs the Movement Advancement Project, including MAP’s strategic analyses, LGBTQ 
movement analyses, and all inquiries into issues of LGBTQ movement communications. She is a former 
McKinsey & Company consultant with 20 years of strategy experience, including a successful stint as Vice 
President of Strategy for a dot-com start-up and as Chief Strategist for an advertising agency. Ineke’s nonprofit 
strategy work includes the YWCA, the United Way, and Impact on Education. She has consulted on LGBTQ 
issues since early 2005. 

Kristian Ramos 
Kristian Ramos has worked in rapid response and strategic communications for the United States Senate 
Majority Leadership Communications Center, The Congressional Hispanic Caucus, and the Washington D.C. 
Mayor’s Office communications team. He was a Democratic National Committee surrogate for the 2012 
Obama Presidential campaign. Kristian has written for NBC News, The Washington Post, The Hill, Newsweek, 
and The Atlantic and provides political commentary for NBC News, Sirius XM Radio, NPR, Fox News, and 
MSNBC.

Kristian was chosen as a 40 under 40: Latinos in American Politics by The Huffington Post is an Internet 
Innovation Alliance Ambassador and serves on the Millennial Action Project Young Leaders Council. Kristian 
is also an advisor to Aspen Institute’s Who Is Us: A Project On American Identity. He is a proud native of the 
Southwest and wishes the East coast had better Mexican food. 

Rinku Sen 
Rinku Sen is a writer and social justice strategist, who serves as executive director of Narrative Initiative. 
Narrative Initiative supports an emerging field of narrative change practitioners, researchers, and trainers. 
They explore key openings where narrative can align movements, commissioning landscape assessments and 
research, and organizing strategy labs and global convenings to drive deeper collaboration. Every program and 
investment is designed to have long-lasting impact.

She previously served as the executive director of Race Forward and was Publisher of their award-winning 
news site Colorlines. Under Sen’s leadership, Race Forward generated some of the most impactful racial 
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justice successes of recent years, including Drop the I-Word, a campaign for media outlets to stop referring 
to immigrants as “illegal,” resulting in the Associated Press, USA Today, LA Times, and many more outlets 
changing their practice. She was also the architect of the Shattered Families report, which identified the 
number of kids in foster care whose parents had been deported. 

Rinku’s books Stir it Up and The Accidental American theorize a model of community organizing that 
integrates a political analysis of race, gender, class, poverty, sexuality, and other systems. As a consultant, 
Rinku has worked on narrative and political strategy with numerous organizations and foundations, including 
PolicyLink, the ACLU and the Nathan Cummings Foundation. She serves on numerous boards, including the 
Women’s March, where she is Co-President and the Foundation for National Progress, publisher of Mother 
Jones magazine. 

Kate Snyder 
Kate Snyder has two decades of electoral and issue campaign management experience. Her focus has been on 
developing smarter coalition strategies, creating effective messages and directing campaign communications 
designed to shift the debate on key issues at both the national and state level. 

As a consultant, Kate advises individuals, organizations, and foundations. She provides landscape analysis, 
guidance on existing and ongoing research, and strategies to help build infrastructure and win forward thinking 
progressive policy. She received a B.A. from the University of Maryland, College Park and a M.S. from the 
London School of Economics. Kate, her husband Seth, their son and two rescue dogs, live in Washington, D.C. 
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Phase One Project Leads

Bobby Clark 
Bobby Clark is an independent consultant who advises funders and nonprofits on systemic communications 
investments, including opinion research, narrative development, and communications capacities and 
structures, as well as state and national issue campaigns. Previously, Bobby served as Vice President for 
Communications and Programs at Gill Foundation, the nation’s largest investor in LGBTQ equality work. At 
Gill Foundation, Bobby helped lead investments to drive the public imperative for policy change at the state 
and national level, including marriage equality, nondiscrimination protections, and countering anti-LGBTQ 
policies. Prior to joining Gill Foundation, Bobby co-founded ProgressNow, a national network of state-based 
organizations focused on multi-issue progressive media and digital communications. Bobby also served as 
one of the earliest staff members of Howard Dean’s 2004 presidential campaign and helped develop the 
campaign’s online engagement strategies. After 26 years as a Coloradan, Bobby recently reallocated to Dallas 
with his husband, Shaun Cartwright. 
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Ben Goldfarb 
Ben Goldfarb is a seasoned nonprofit executive, campaign manager, and community and political organizer, 
with two decades of experience leading progressive state-based, national, and international organizations and 
campaigns. Ben is currently a Partner at The Management Center, where he coaches Executive Directors of 
leading national and state-based economic and racial justice organizations, as well as a strategy consultant, 
serving progressive organizations, political campaigns and foundations. Previously Ben served as Executive 
Director of Wellstone Action (now re:power), a leading political capacity-building center for progressive 
organizers and candidates, and Progressive Minnesota (now TakeAction Minnesota). Once upon a time, Ben 
co-founded and ran an independent music company, and he’s the proud partner of an amazing teacher and 
father of a delightful daughter and twin sons. You can see more about Ben’s background here. 

David Winkler 
David Winkler specializes in understanding and shaping American political and civic culture. Over the past 
twenty years, he has advised leaders, advocates, and philanthropists in over three dozen states. David served 
as lead strategist for hundreds of opinion research projects in collaboration with organizations including the 
AFL-CIO, For Our Future, NextGen America, National Education Association, Planned Parenthood, Priorities 
USA, Senate Majority PAC, Sierra Club, and many others. He is a contributing author to the book "How the 
West Was Warmed."

David has participated in advocacy and political campaigns at every level of U.S. politics, knocked on over 
10,000 stranger’s doors in his home state of Colorado, and is one of the only people in American history to  
give speeches from the South Lawn of the White House and the National Mall before he was old enough to 
vote for President.

https://www.linkedin.com/in/ben-goldfarb-23597b5/


In the next phases, we will work with a working group of field leaders to engage with working people in a 
diverse range of communities, as a form of qualitative research, to help us better understand how people think 
(similarly and differently) about jobs and the economy. Working with these groups will help us ground new 
research within the experience of progressive organizers. We will also engage in a more informal way with 
leaders from other contemporaneous research projects across the country in a spirit of “radical cooperation”  
so that we can all advance our collective understanding more quickly and efficiently. 

WE THE 

PEOPLE

Appendix B: Field Leader Working Group 
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Appendix C:  
Resources, Collected Research, and Interviews 

Thank you to the following individuals (in addition to our Research Working Group members) who spoke 
with us and offered their perspective: John Anzalone, Allison Barlow, Gretchen Barton, Ben Beachy, Jabe 
Blumenthal, Meg Bostrom, Julian Brave NoiseCat, Will Carter, Courtney Cuff, Jenifer Fernandez Ancona, Ted 
Fertik, Katrina Gamble, Nick Gourevich, Carrie Joy Grimes, Doug Hattaway, Stephen Hawkins, Megan Hess, 
Matt Hildreth, Sarah Jaynes, Josh Kalla, Rachel Kaygi, Richard Kirsch, Eli Lee, Amy Levin, Carmen Lopez, Pete 
Maysmith, Scott Nielson, Carlos Odio, Mike Podhorzer, Joanne Schwartz, Anat Shenker-Osorio, Zach Silk, 
Jacob Swenson-Lengyel, Scott Wasserman, and Terrance Woodbury. Note: The findings in this report should 
not be interpreted as attributable to any particular individual in this list.

We reviewed dozens of research projects from across the country, covering a period of nearly two decades, 
that helped us form the conclusions in this report. Some of these projects were public, but many were not.  
We chose not to list these projects individually, but we would be very happy to discuss this body of research 
upon request. 

To better understand the research we reviewed, please contact Bobby Clark at bobbyprogress@gmail.com.
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