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Nobody cares about the environment.  
Ok a few people care about the environment.  
But there are better hooks, so: 

Construct Messages that Resonate 

You (probably) aren’t 
the Audience 

Tactics  
Bring It Together 
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The Lake Simcoe Region Conservation 
Authority (LSRCA) through the 
Landowner Environmental Assistance 
Program (LEAP)…  
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2015 2000 Goldfish 
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Joe Pye Weed 
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Blue Vervain 



17 

Canada Wild Rye 
Photo Rob Curtis 
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Intro to Loss Aversion 
Framed as a Gain 

• Keep $30 

• Gamble $50 (50/50 chance) 

 

• Who gambled? 43% 

Framed as a Loss 

• Lose $20 

• Gamble $50 (50/50 chance) 

 

• Who gambled? 61% 

Results 

• More “riskers” when 
framed as a loss 

• Express outcome of 
your product/service 
in a “loss frame” to 
encourage more 
uptake (risk-seeking 
behavior) 

 

Same thing! 
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You’ve seen this before! 

• Discounts (fear of losing money) 
• Countdown timers online shopping, cart abandonment 

notifications (fear of losing opportunity) 
• Scarcity on stock (only 2 seats left – yikes!) 
• Free trials (ownership up front, don’t want to lose it) 
• In web design, marketers cluster losses to aggregate 

pain – talk about sneaky!) 
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Give it a try – High Level 

(1) Gain an understanding of what, exactly,                
your target audience is afraid of losing, (and 
understand the reason why), and  
 

(2) Develop marketing campaigns that address                
their worries, empowering them with a solution 
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Give it a try – the how to 

(1) Reframe message from gain (benefit) to pain (loss) 

(2) Tell them how you help  

(3) Create a feeling of product/service ownership         
by using words like imagine, picture… 

(4) Use videos/photos of people using your product / 
service  
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2015 2000 Goldfish 
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Cover Crops 

100% of seed costs 
up to $2,000 
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Create Messages  
that Resonate 

You (probably) 
aren’t the Audience 

Tactics  
Bring It Together 
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Thank You 
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Melissa Rosato 
m.rosato@lsrca.on.ca 
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