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I. ABSTRACT 

 

While the debate over whether abortion should remain legal continues to be unresolved, 

the legislated future of abortion and reproductive rights in this country, along with the 

responsibility for electing people who will support them, will soon be in the hands of 

Millennials. Since this generation is said to express diminishing support for abortion and 

has conflicting ideas on the efficacy of political activism, determining whether pro-choice 

groups are aware of and prepared for this generational and attitudinal shift is crucial to 

their ability to ensure that access to abortion remains legal. Additionally, since this 

Millennial group is defined by its constant creation of new ways of receiving and sharing 

information and messaging, being attuned to social, technological and media 

developments is critical. This study uses content analysis, key informant interviews and 

small focus groups to explore these issues. 

 

 

 

 

 

 

 

 

 

 



	 3	

II. INTRODUCTION 

 

As pro-choice advocates are celebrating the 42nd anniversary of Roe V. Wade, the 

Supreme Court decision striking down abortion restriction laws, there are concerns that 

its future may be in doubt. Research is showing that only 44 percent of the Millennial 

generation actually know what issue Roe is about, compared to 74 percent of Baby 

Boomers and 62 percent of all respondents (Meier, 2013). And most troubling is that 

Millennials are also expressing conflicting views on whether access to abortion should 

even remain legal and available (Laser, 2011).  

 

This age cohort has not been witness to a time when millions of women were driven into 

unsafe, backroom abortions performed by unlicensed practitioners. They have not heard 

women’s harrowing stories of botched attempts at self-induced abortion and trips to the 

emergency room. They have not attended the funerals for the thousands of women who 

did not survive. They have come of age at a time when, at least nominally in the United 

States and notionally in most “developed” countries, women have the right to exercise 

control over their own fertility and family planning. 

 

And while the debate over whether abortion should remain legal continues to be 

unresolved, the legislated future of abortion and reproductive rights in this country, along 

with the responsibility for electing people who will support them, will soon be in the 

hands of this Millennial group. Since this generation is said to express diminishing 

support for abortion (Public Religion Research Institute, 2011) and have conflicting ideas 
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on the efficacy of political activism (Burstein, 2013), determining whether pro-choice 

groups are aware of and prepared for this generational shift is crucial to their ability to 

ensure that access to abortion remains legal. Additionally, since this Millennial group is 

defined by its constant creation of new ways of receiving and sharing information and 

messaging (Pew Research Center, 2014) being attuned to social, technological and media 

developments is critical. 

 

It is also germane to determine as much as possible about the ways in which Millennials 

process and share beliefs on current affairs and social issues, to facilitate developing the 

best strategic messaging and delivery mechanisms to reach them—in order to educate, 

persuade and engage.  While some organizations and groups concerned with reproductive 

rights are coming to grips with this attitudinal shift, others are either unaware of it or 

downplaying its importance.  

 

This study will examine three local pro-choice groups to see if they are: 

• Aware of the impact Millennials will have in the future  

•  Developing any specific messaging strategies aimed at Millennials 

•  Directly engaging with Millennials through targeted programming 

 

It will also examine Millennials attitudes on: 

• Preferred channels of communication 

• Most effective ways to communicate and persuade on social issues 

• Effective messaging strategies/tactics of social issues 
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• Framing of the abortion issue 

 

The forms of research involved in this paper are:  

• Content analysis of the strategic plans and messaging tactics outlined in the 

annual reports and key documents of three pro-choice organizations, each of 

which has a unique mission and occupies a different niche 

• Key informant interviews with leaders of these organizations and also with 

several activist Millennials 

•  A focus group with Millennials recruited from local colleges, who will have also 

completed an extensive opinion survey, developed for this project, as part of their 

participation 

 

This paper will also examine—as background to the discussion— the history of abortion 

and abortion activism in the United States, as well as analyzing the part that the women’s 

movement has played in this effort. 

. 

 

 

 

 

 

 

 



	 6	

 

III. Literature Review 

Stable tensions 
Attitude de-coupling 

 Complex views and fluid identities 
 

 

The Millennials, Abortion and Religion Survey (2011) conducted by the Public Religion 

Research Institute and funded by the Ford Foundation, found that: 

 

Controlling for other factors, while Millennials are slightly less likely than the general 

population to support the legality of abortion, they are slightly more likely to say 

abortions should be available from at least some health care professionals in their 

local community. This suggests the traditional measures of legality may not fully 

capture support for legal abortion among Millennials.  

 

But this shouldn’t be surprising as the same survey found that two-thirds of Americans 

describe themselves simultaneously as “pro-choice” and “pro-life.”  “On the issue of 

abortion, many Americans hold complex views and fluid identities,” says Daniel Cox, 

PRRI Research Director. “For some time now, Americans have held a stable tension 

between two views: majorities both say that abortion is morally wrong (52 percent) and 

say that it should be legal in all or most cases (56 percent). The binary “pro-life” and 

“pro-choice” labels don’t reflect this complexity” (Laser, 2011). 
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While Millennials might sometimes mirror their parents’ views on other social issues, 

they are much more inclined than their parents to support the right of gay and lesbian 

couples to marry. The increasing success of the gay marriage movement, its strategy and 

tactics, would therefore seem like a model the reproductive rights movement could 

emulate.  

 

However, although younger Americans are increasingly in favor of gay marriage, they 

are not showing the same degree of support for maintaining legal access to abortion, in 

what is called a “de-coupling” of attitudes. Support for same-sex marriage and abortion 

rights have historically been linked, but that connection is changing and weakening. 

“Though young people today are more educated, more liberal and more likely to be 

religiously unaffiliated than their parents, all factors traditionally correlated with support 

of abortion rights, they are not actually more likely to support abortion” (Hess, 2013).   

 

 One explanation for that may be that youth support of same-sex marriage—along with 

other age cohorts’ gradual tolerance of it — does not reflect an embrace of more 

progressive values but rather a framing of gay rights as an extension of more traditionally 

acceptable ones. Over the past several decades, the mainstream gay rights movement has 

aligned its priorities with fundamentally conservative ideals: marriage, adopting children 

and serving in the military. These are “family friendly” demands that appeal to 

conservatives (and others) and work to dispel the lingering stereotypes of a promiscuous 

gay lifestyle, which in some people’s minds was linked to “loose” and immoral women 

seeking abortion. 
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In the long run, time and the usual pace of change may ultimately work in favor of gay 

rights: a poll from the Pew Research Center reports that while only 39 percent of 

Republicans overall support same-sex marriage, Republican Millennials aged 18-29 do 

by 61 percent. Democrats overall support it by 70 percent and Millennial Democrats by 

77 percent (PRC, 2014). But reframing abortion rights as a family value, as did the 

freedom to marry movement, may be a harder sell. If the trend of civil rights movements 

is toward (generally) increasing acceptance over time, the absence of this arc for abortion 

rights sets the stage for an uncomfortable conflict in the not so distant future. 

 

Surveys consistently show a relatively constant number of women seeking abortions 

(Guttmacher Institute, 2013). Each year, almost half of all pregnancies among American 

women are unintended and about half of these unplanned pregnancies, 1.3 million each 

year, are ended by abortion (Finer L.B., Henshaw S.K., 2003). 

 

 Women who have abortions come from all racial, ethnic, socioeconomic, and religious 

backgrounds and it is estimated that 35 percent of all women of reproductive age in 

America today will have had an abortion by the time they reach the age of 45 

(Guttmacher Institute 2003). Women between the ages of 15 and 19 account for about 19 

percent of all abortions; women 20 to 24 account for another 33 percent and about 25 

percent of all abortions are obtained by women who are 30 or older. Calculating abortion 
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rates, older teenagers and young adults have the highest abortion rates, while women 

younger than 15 and older than 35 have the lowest (Finer L.B., Henshaw S.K. (2003). 

 

Collectively, women in the Millennial’s generation account for 52 percent of all abortions 

annually. It would appear that the effects of overturning Roe V. Wade would be most 

acutely felt by Millennials, as women between the ages of 15 and 30 are more likely to 

experience unintended pregnancies and choose to receive abortion care (Guttmacher 

Institute, 2003). Understanding why this group seems hesitant to support a service that a 

number of them will so clearly be needing—while simultaneously developing the best 

strategic messages and delivery mechanisms to educate, to persuade and to engage—

would appear to be critical.  

 

Many organizations concerned with reproductive rights are separately coming to grips 

with the new ways Millennials communicate and share their thoughts and ideas, while 

those concerned with keeping abortion legal are also becoming uneasy at some of the 

trending numbers indicating decreased support for maintaining abortion’s legality. All 

must begin by thoroughly understanding who this group is and what makes them 

different from previous generations.  
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IV. Who Are the Millennials? 

Most diverse in history 
Global technological citizens 

Born into political and economic instability 
 

When discussing differing attitudes prevalent in the distinct and separate age cohorts, 

some generally accepted, although sometimes shifting, demarcations of each of them 

have appeared.  As constructed by the US Census and other governmental and 

administrative agencies, they are: 

	

• World War II/Swing Generations 

Members of the WWII generation were born in 1932 or before and are aged 82 or 

older in 2014. Members of the Swing generation were born between 1933 and 

1945 and are aged 69-81 in 2014. 

 

• Baby Boomers/Jones Generation 

Members of the Baby Boom generation were born between 1946 and 1964.  In 

2014, Baby Boomers are between the ages of 50 and 68.  Recently some are 

terming the later end of this grouping, those born between 1956 and 1964, the 

“Jones” generational grouping, to differentiate themselves from their older 

brothers and sisters (Pontell, 2011), but this has not gained widespread usage. 

 

• Generation X 

Members of the Gen X generation were born between 1965 and 1976. In 2014, 
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Gen Xers are between the ages of 38 and 49.   

• Millennials/Gen Y/ Echo Boomers 

Members of this severally named generation were born between 1977 and 1994. 

In 2014, they are between the ages of 20 and 37. They may eventually be split 

along birth dates, as we’re seeing with the Boomers/Joneses. 

• iGeneration 

Members of this generation were born between 1995 and 2007. In 2014, iGens are 

between the ages of 7 and 19. 

• Emergent Generation 

The newest generation began in 2008 as the annual number of births declined 

sharply with the recession. In 2014, members of this as yet unnamed generation 

are younger than seven. 

 

In 2014 Millennials between the ages of 19 and 36 accounted for one quarter of the U.S. 

population, or 78.3 million individuals (US Census Bureau, interim population 

projections released 2012). This generational cohort can nominally be broken into 

Younger Millennials, ages 19-26 and Older Millenenials, ages 27-35.  But much as Baby 

Boomers are frequently (and erroneously) lumped together as a cohesive and 

homogeneous entity, there are some differences, mainly cultural or having to do with 
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technological choices and proficiencies, between those Millennials born at the beginning 

of this cohort, in 1978, and those born at the tail end, in 1993. 

 

Most of those at the latter end of the Millennial cohort were very small children during 

the defining social, political and cultural moments of the last decade (the 9/11 attacks, 

economic recession, extreme political and governmental dysfunction, etc.) while the 

older ones were late teens and young adults. But the differences between the two groups 

are slight when comparing them as a whole to previous generations. 

 

• It is the most racially diverse group of adults in U.S. history, with almost half 

identifying as non-White: 19.4 percent of Millennials are Hispanic, 14.8 percent 

are African American and 5.2 percent identify as Asian.  

 

• Millennials have grown up having voted for, or seen elected, the first African 

American president in U.S. history. They are also used to seeing many more 

minorities and women in positions of power and authority. 

 

• About two thirds of Millennials have never been married. But since the median 

age for first marriage is about 29 for men and 27 for women, this could merely 

indicate that the middle and older end of the age spectrum would be marrying 

soon. 
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• As of December 2013, 10.3 percent of Millennials aged 20-24 and 6.8 percent of 

Millennials aged 25-34 were unemployed, compared to 6.5 percent national 

average. Some of this on the younger end can be attributed to being in school, but 

some of this higher number reflects residual effects of the Great Recession 

(Mintel, 2014). 

 

• Younger Millennial’s median household income is significantly lower, at $30,604 

than that of Older Millennials, $51.381. Younger Millennials might be in school 

or in an entry-level job, whereas older Millenniaals are likely to be working full 

time and more established in their careers. As a result of the 2008 Great 

Recession, median income for those aged 15-24 declined 13 percent between 

2007 and 2012, and declined 9 percent for those aged 25-34. There are predictions 

that some may never catch up or compensate for lost wages. 

 

• Millennials came of age with the many technologies that are shaping our future. 

The first iPod was introduced in 2001, the first iPhone in 2007 and the iPad in 

2010. Facebook was founded in 2004 and Twitter in 2006. 

 

• Changing preferences in communication are becoming noticeable, as fewer and 

fewer Millennials appear to be using their smartphones to make voice calls. About 

half of Millennials use a smartphone to go online daily, and texting and social 

media are their preferred methods of connecting with each other, and the world 

(Mintel, 2014).   
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• The technology bubble burst of 2000, the collapse of Enron in 2001 leading to the 

first economic downturn, and the housing collapse that precipitated the 2008 

financial crisis all happened while Millennials were growing up. They are 

continuing to feel the aftereffects of The Great Recession, as recovery is slow and 

their employment prospects remain uncertain. 

 

• Millennials have been scarred and shaped by violence, economic upheaval and 

uncertainty. They experienced the 9/11 terrorist attacks and the wars in Iraq and 

Afghanistan as impressionable children and teenagers. Members of their 

generation were responsible for mass shootings at Columbine High School and 

Virginia Tech; in the Tucson, Arizona attack that left Congresswoman Gabrielle 

Gifford paralyzed; in the carnage at a movie theatre in Aurora, Colorado; and at 

the bloodbath in Sandy Hook Elementary School.  

 

• Millennials and the population as a whole share many values. However, their 

level of agreement on the relative importance of different social issues differs 

significantly from all adults, which could presage a shifting of values and 

priorities. Millennials are more likely to say that issues of mental health and equal 

rights for LGBTQ (Lesbian, Gay, Bisexual, Transgender or Transsexual, Queer) 

communities are most important (Mintel, 2014). 
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• Millennials are also more open than other adults to sharing information about 

their habits and preferences with marketers.  More than 60 percent would provide 

information about their viewing, shopping, and dining habits and even their age 

and email address. While acknowledging concerns about privacy, convenient 

shopping, access to markets and receiving bonus rewards are all considered more 

important “rights.” 

 

When identifying and defining key qualities and characteristics of Millennials, with a 

view towards creating and directing the most effective pro-choice messaging to them, 

approaching the problem from a traditional marketing and advertising slant might be 

helpful, as would be using data these groups have already collected.  

 

Companies that have been engaged in this data collection and interpretation, such as 

Mintel and Piper Jaffrey, have developed insights into this group with an eye towards 

consumption and brand loyalty.  This same data or level of information collection would 

be helpful and useful to pro-choice groups as they move forward. A general rethinking of 

issues-based groups’ approaches toward reaching and recruiting both voters and activists 

would be a desirable first step in engaging audiences. It is generally thought that 

President Obama’s 2008 presidential campaign was the first to use this approach to best 

effect.  

 

Fiona O’Donnell, Senior Lifestyle & Leisure Analyst for Mintel believes that: 
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Companies or brands that successfully market to Millennials are ones that 

recognize that there is no such thing as a ‘Millennial’—just individuals or groups 

of individuals who are at a similar life stage and have lived through similar 

experiences. They want to be treated for who [sic] they are, rather than lumped 

together and labeled. (p. 15) 

 

While this group accounts for 25 percent of the population, it should not be thought of as 

one target market but many market segments, bound together by date of birth and shared 

experiences. The most significant differences between Millennials and other generations 

are not in values—Millennials share many of the same values as all adults. The 

differences are based on lifestyle, affected by the extent of racial and cultural diversity 

and shaped by the introduction and adoption of technologies that have disrupted 

industries and radically changed the way consumers communicate and interact (Mintel 

2014). 

 

While it is true that abortion activists must learn as much as possible about the Millennial 

Generation, in order to affect their perceptions of the issue, it is also true that providing 

Millennials with a background history of abortion in this country could also be helpful, as 

most of them are not aware of the antecedents to the present day pro-choice movement. 
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V. Abortion and Abortion Activism pre Roe V. Wade 
 

Anti-immigrant attitudes 
Concern for doctors and the AMA1 

Burgeoning U.S. civil rights movements 
 
 
 

Most people believe that the history of abortion rights activism in the United States and 

the rise of Second Wave Feminism (“Women’s Liberation” or “Women’s Lib”) began at 

the same time, in the 1960s, and were inevitably and inextricably linked.  

 

Most people believe that the movement to repeal restrictive abortion laws was a product 

of that turbulent era, led solely or primarily by women activists and protesters, and whose 

function was focused on securing a woman’s right to control her own body. 

 

 In truth, attempts to repeal restrictive abortion laws predated the “Second Wave” 

feminism of the 1960s by nearly one hundred years; was dominated and controlled 

primarily by white, male doctors; and was concerned less with the death and injuries to 

women’s bodies than it was about controlling medical access to these bodies. 

 

Abortion was legal in America until the second half of the 19th century (Our Bodies 

Ourselves, 2013).  The first statutory abortion regulation, passed in Connecticut in 1821, 

was a poison control measure designed to protect women – not to criminalize abortion or 

to restrict abortion access. A campaign to outlaw abortion, led by leaders of the newly 

																																																								
1 American Medical Association 
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formed American Medical Association (AMA), began in the 1850s. The AMA campaign 

made reproductive rights a political issue. As explained by the authors of Our Bodies, 

Ourselves: 

 

 Doctors, politicians, and religious leaders sought to restrict reproductive rights 

for various reasons. First, members of the AMA sought to “professionalize” 

medicine. They used legislation to put midwives, herbalists, and healers out of 

business. Second, some members of the government felt that outlawing 

contraceptives would lead to a decrease in immoral activity. The Comstock Act, 

passed in 1873, made it illegal to send anything related to birth control or abortion 

through the mail. Third, some Protestant leaders feared losing control of the 

government to Catholic immigrants. Protestant women were having far fewer 

children than their Catholic counterparts. This alarmed some legislators and led to 

the passage of laws outlawing contraceptives and abortion. 40 states and 

territories passed anti-abortion laws between 1860 and 1880. By 1899, 

contraceptives and abortion were illegal nationwide. 

Though contraceptives and abortion were illegal, many women were still determined to 

control the number of children they were forced to bear. This resulted in an unsafe, 

“underground” and quasi-legal trade in contraceptives and herbal formulations, many of 

which were found at local apothecaries and general stores, marketed as innocuous 

sounding concoctions formulated “To bring on the menses.” There were also abortionists, 

although rare, who ran acknowledged practices in the 19th century. According to Our 

Bodies, Ourselves: 
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Ann Trow, “Madame Restell”, was the most famous abortion provider of 19th-

century America. She was well known for her skills and her discretion. Madame 

Restell performed abortions until 1878 when she was indicted for violating the 

Comstock Act. On April 1st, 1878, she decided to end her life of 67 years rather 

than face the charges. Ruth Barnett performed abortions between 1918 and 1968. 

Well-known for her exceptional skills, Barnett performed over 40,000 abortions 

and never lost a patient. She performed abortions for decades with little trouble 

from authorities. Enforcement of abortion laws increased in the 1950s resulting in 

the 120-day incarceration of Barnett in 1954, and was followed by a yearlong 

incarceration in 1956. In 1968, at the age of 73, Ruth Barnett went to prison for 

the last time. She was released in 1969 and died a few months later. 

 

 

In the 1920s Margaret Sanger, who grew up in an Irish-Catholic family, saw what 

happened to her mother: she gave birth to 11 children, had numerous miscarriages, and 

died at the age of 49. As a nurse, Sanger also witnessed firsthand the desperation and 

determination of women to control their fertility at any cost. She established the 

American Birth Control League, now Planned Parenthood Federation of America.2 

 

In the book, Before Roe v Wade, which examines the debate and activism on both sides of 

the abortion issue, New York Times reporter Linda Greenhouse also acknowledges that 

																																																								
2 See section on Planned Parenthood 
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the move to relax state abortion laws came not from women’s rights groups but from the 

medical profession and a prominent apolitical group of judges and lawyers called the 

American Law Institute: 

 

These were heavily male-dominated professional organizations that looked at the 

regime of criminal abortion laws that were driving women to back alleys and 

were putting doctors in legal jeopardy if they acted in what they considered to be 

the best interests of their patients, and that’s where the impetus really began. 

 

The American Law Institute’s model law called for allowing abortions in cases of 

rape, incest, fetal abnormalities and to preserve the physical health of the pregnant 

woman; a category that could be broadly interpreted. Between 1967 and 1970 a total 

of 19 states had legalized abortion for reasons other than solely saving the life of the 

mother.3 

 

Greenhouse also makes an unusual argument in her book that one of the things that 

helped politicize and polarize the abortion debate was the campaign to re-elect Richard 

Nixon in 1972. She states that his aides wanted to lure northern Catholic voters, who had 

traditionally voted Democratic, to the Republican Party. Nixon was strongly advised by 

his strategists to switch sides on the abortion issue, even reversing an earlier relaxation of 

the abortion ban in military facilities. 

 
																																																								
3	Colorado became the first state to decriminalize abortion in 1967 followed by Hawaii, New 
York, Washington, and California.  
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This strategy was putatively successful overall to his reelection, but some Catholic 

abortion rights activists feel that it was less a direct voter rejection of Democrats and 

embracing of the Republican Party based on overall political ideals, than was the result of 

heavy lobbying of Catholics by the church. 

 

“During Vatican II, in the mid ‘60s, the pope instructed the U.S. bishops to make 

abortion a priority,” said Jon O’Brien, president of the abortion rights group Catholics for 

Choice (MPR, 2013).  “A majority of Catholics, even back in the 1960s, believed that the 

abortion decision should be between a woman and her doctor.” In order to change 

Catholic opinion, the church created a number of groups that were not overtly identified 

as being tied to it. Many of those “grass roots” groups, even violent ones such as 

“Operation Rescue,” were—and are—a product of this concerted organizing effort.     

 

Another thread that predates the organized women’s movement but was an important 

cultural impetus to legalizing abortion was the result of several public health crises: a 

German measles epidemic and the tragic consequences of the use of the drug 

Thalidomide by pregnant women. Both of these episodes had led to worldwide, massive 

numbers of fetal abnormalities and birth defects. It helped spur the debate on whether a 

woman should be forced to carry to term a fetus that would inevitably be unviable, or 

subject to horrific birth defects. There was widespread attention and publicity given to 

American women who flew to Europe in order to terminate their pregnancies, and most 

were viewed sympathetically (Freeman, 1995)  
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Although the beginnings of the drive to legalize abortion pre-date the feminist movement, 

it was nominally one of the issues—along with the push to pass the Equal Rights 

Amendment (ERA)—that helped motivate women to organize and define their issues as 

apart from the wider civil rights and antiwar movements. But one could also make a case 

that they evolved during part of the same time frame and with converging goals for 

similar reasons. 

 

 

In 1963, Betty Friedan, founder of the National Organization for Women, published her 

immediate bestseller, “The Feminine Mystique.” It explored the strict and confining 

gender roles accepted in U.S. society in the 1940s, 1950s and early 1960s. Though 

focused primarily on examining white, middle class housewives’ daily existence, it 

revealed how girls were socialized to marry and then live vicariously through their 

husbands and children, without establishing their own identities or interests.  

 

In 1957, Friedan was asked by her alma mater, Smith College, to conduct a survey of her 

former classmates for their 15th anniversary reunion. She found that many of them were 

unhappy with their lives as housewives, which inspired her to begin research for what she 

originally planned to be a magazine article. Having been rejected as a magazine article, 

she decided to try and publish her findings as a book, which eventually became The 

Feminine Mystique.  The book contains interviews with housewives, as well as research 

into psychology, media, and advertising. It provided one of the intellectual and academic 

underpinnings of the emerging women’s movement. 
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The other main thread leading to Second Wave Feminism and its role in evolving 

abortion activism, were the experiences of women, many of them young and college 

educated, who were involved in the civil rights and antiwar movements. Many were 

dissatisfied with being relegated to merely “support” roles for the male activists and 

“superstars” such as Tom Hayden.  

 

According to Joan D. Mandle in, How Political is the Personal? Identity Politics, 

Feminism and Social Change: 

In the l960s social movements… women were central actors. Within all these 

movements, however, women activists were denied the recognition and the 

responsibility that they deserved and that they had earned. Despite their 

commitment and contributions, they were all too often refused leadership 

positions, treated as second- class citizens, told to make coffee, and put on display 

as sex objects. By the middle 1960s many of these women began to react to and 

organize around the strong contradiction within social movements, which fought 

for self-determination and equality and yet which denied these same basic rights 

within their own ranks. First in the civil rights movement... soon afterward and 

more frequently in the anti-war movement, SDS, and other social movements, 

women radicals began to demand equity and respect as activists. 
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After several years of different groups of women in different cities struggling with the 

rampant sexism they encountered in these movement, a clear call for “Women’s 

Liberation” within the antiwar movement in the U.S. was made by the Jeanette Rankin 

Brigade protest in Washington, D.C. in January of 1968.4 Of the three demands, the one 

for “Abortion on Demand” seemed to cement the activities of the two movements. Even 

though many of the young women were notionally “freed” by the widespread availability 

of birth control pills, the personal autonomy, as exemplified by control over one’s own 

body, became bound up with the abortion rights movement.  

 

One of the women’s movement’s most well known leaders, Gloria Steinem, summarized 

this connection in 1969, after she covered an abortion “speak-out” for New York 

Magazine, which was held in a church basement in Greenwich, New York. Steinem had 

had an abortion herself in London at the age of 22. She felt what she called a "big click" 

at the speak-out, and later said she didn't "begin my life as an active feminist" until that 

day. As she recalled in 2011: 

 

"It [abortion] is supposed to make us a bad person. But I must say, I never felt 

that. I used to sit and try and figure out how old the child would be, trying to 

make myself feel guilty. But I never could! I think the person who said: 'Honey, if 

men could get pregnant, abortion would be a sacrament' was right. Speaking for 

myself, I knew it was the first time I had taken responsibility for my own life. I 

																																																								
4	Jeannette Pickering Rankin was the first woman in the United States Congress, elected in Montana in 
1916 and again in 1940. After being elected in 1916 she said, "I may be the first woman member of 
Congress but I won’t be the last.” 
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wasn't going to let things happen to me. I was going to direct my life, and 

therefore it felt positive. But still, I didn't tell anyone. Because I knew that out 

there it wasn't [positive]. In later years, if I'm remembered at all it will be for 

inventing a phrase like 'reproductive freedom' ... as a phrase it includes the 

freedom to have children or not to. So it makes it possible for us to make a 

coalition. 

 

In 1972, Steinem co-founded the feminist magazine Ms.,	which	began as a special edition 

of New York magazine. It’s 300,000 test copies sold out nationwide in eight days and 

seemed to capture the zeitgeist of a new wave of women, many of whom were already 

pro-choice supporters and activists. 
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VI. Generational Differences in Forms of Civil Protest 

Baby Boomer sit-ins and marches 
Millennial’s use of online advocacy 

Creating ethics based purchasing power 
 

 

In the 1930’s, the emergent labor movement used picket lines and strikes to great effect; 

one of the most notable (and bloody) was the Teamsters’ Strike of 1934, in Minneapolis. 

 

In the 1940’s and 1950’s the rising Civil Rights movement used sit-ins, bus rides and 

boycotts to shed light on segregation, which was the dominant social structure in the 

south. 

 

In the 1960s Baby Boomers, then in their teens, twenties and thirties, helped produce 

change with the passage of the Civil Rights Act and ending the war in Vietnam, issues 

they were either directly connected to, or felt ethically and morally driven to help. 

 

While Baby Boomers say they continue to support social causes, they haven’t returned to 

the mass mobilization activism of the 1960s, while complaining that Millennials aren’t 

engaging activism at all.  David Burstein, in Fast Future: How the Millennial Generation 

is Shaping Our World, argues that their activism is more powerful and more suited to 

today’s world.  
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He argues that Millennials use technology to create social movements like the Arab 

Spring, as well as to fight against SOPA (Stop Online Piracy Act) and PIPA (Protect 

Internet Privacy Act) when they see the political process as too gridlocked to be 

successful (Burstein, 2013). SOPA was a bill introduced in 2012 to expand the ability of 

U.S. law enforcement to combat online copyright infringement and online trafficking in 

counterfeit goods, while PIPA was the Senate companion bill. The bills were intended to 

strengthen protections against copyright infringement and intellectual property theft, but 

Internet advocates said they would stifle expression on the World Wide Web. The bills 

stalled and were not passed, some say because of generalized and vocal opposition from 

Millennials who tend to believe that everything on the Internet should be free.  

 

Millennials are also using their consumer power to push companies to be more socially 

responsible. They consistently say they will switch brands if they feel a brand shares their 

values and that they are more inclined to buy from brands that have a commitment to 

social good. All of these are forms of activism, but it’s not activism that everyone 

recognizes. It’s a lot easier for people to grasp that a generation is active if they see one 

million people marching in the streets. But a million people marching in the streets may 

not be as effective in producing change as it was 50 years ago.  

 

 

The protest and social activism that dominated headlines worldwide in 2014 was due to 

Millennials’ use of social media and was key to its success. Christopher Rogers in the 
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website The Reply (December 17, 2014) maintains that the 2011 Occupy movement 

showed that Millennials “are not opposed to using protest as a form of demonstration. 

Those protests were largely organized using social media, and this was taken to an 

entirely new level in 2014.” 

Rogers has detailed the different global protests that were organized and sustained via 

social media, and where Millennials’ participation was either the spark or the continuing 

flame.  

The Arab Spring was a wave of demonstrations and protests (both non-violent and 

violent), riots, and civil wars in the Arab world that began on December 18, 2010 and 

spread throughout the countries of the Arab League and surroundings. While the 

wave of initial revolutions and protests had expired by mid-2012, some refer to the 

ongoing large-scale conflicts in Middle East and North Africa as a continuation of the 

Arab Spring, while others refer to aftermath of revolutions and civil wars post mid-

2012 as the Arab Winter. 

 

The EuroMaidan movement that eventually triggered the Ukrainian Revolution at the 

end of February 2014 had at its core the diffuse use of social media to rouse and 

support popular participation. 

In the fall of 2014, protestors in Hong Kong made up mostly of students staged 

massive demonstrations in the face of Beijing’s requirement that they approve any 

candidate running for election. For those protestors as well, social media has been 
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used to help sustain and organize protests. 

And most recently in the United States, reaction to events in Ferguson Missouri and 

on Staten Island in New York has helped highlight how the use of social media, 

primarily by younger protesters, can help sustain and enlarge a social issue. 

One of this generation’s apparent strengths lies in its ability to organize and communicate 

digitally, often via social media. Use of the hashtags #BlackLivesMatter and 

#Handsupdon’tshoot have been as effective rallying cry as anything that initially would 

have arisen from a bullhorn—a form of communication rarely in use today. 

In Millennials and the Age of Tumblr Activism, a New York Times article by Valeriya 

Safronova (December 19, 2013), she detailed the genesis of protests sparked by a grand 

jury’s decision not to indict policeman Darren Wilson for the shooting of unarmed Black 

teenager Michael Brown—and debunks a widely held belief about Millennials’ political 

apathy: 

As protests sparked by a grand jury’s decision not to indict Darren Wilson began 

spreading nationwide, furor was also growing in cyberspace, in the social-justice 

halls of Tumblr, a social-blogging platform dominated by users in their teens, 20s 

and early 30s. Their feeds were vivid mash-ups of articles, GIFs, cleverly labeled 

images, court documents, smartphone videos, stickers and cartoons, and their 

posts contained news about Ferguson, along with tidbits about identity, inequality, 

police abuse, racism, body shaming and more. “A lot of millennials have been 
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discouraged for a long time,” said Zellie Thomas, 30, creator of Black Culture. 

“Now, with social media, they feel empowered, like people are hearing their 

voice. And Tumblr is a great platform for all types of media.” 

There are more than 215 million blogs on Tumblr, many of them politically oriented and 

many of them youth oriented. According to comScore, an analytics company, almost 50 

percent of Tumblr users are from 15 to 34 years old. The company’s internal surveys 

show that 64 percent of users say that they care about social causes and look into them on 

Tumblr. These numbers suggest that Millennials, who have long been pigeonholed as an 

apathetic bunch, have a strong interest in social issues — it’s just hidden from the eyes of 

their elders. 

On Facebook and Twitter, users tend to engage with people they know, while on Tumblr, 

they connect based on themes and interests. Because of the anonymity it allows and the 

variety of media it can host, Tumblr gives young people a chance to experiment with 

different personas, many of which might not match the ones their friends and family are 

familiar with. Encouraging them to try on an activist persona could be one of the tactics 

pro-choice groups use.      

 

This paper’s research will be focused on learning from people who are highly involved in 

the pro-choice movement their thoughts on the impact this Millennial generation (and 

their new forms of activism) will have politically and to see if they are preparing any 

targeted messaging strategies to engage them. It is starting from the premise, stated 
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above, that the legislated future of abortion and reproductive rights, along with the 

responsibility for electing people who will support them, will soon be in the Millennials’ 

hands. Organizations that want to ensure abortion’s legality through the next several 

decades need to pay attention to what this important age cohort is saying—and how they 

are saying it.  
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VII. Three Pro-Choice Groups and their Archetypes  

Planned Parenthood 
Pro-Choice Resources 

womenwinning5 
 

Planned Parenthood—“The Ruler”  

History 

Planned Parenthood is the oldest, largest, most “mainstream” and most heavily financed 

of the groups identified with reproductive health and choice (IRS 990, Planned 

Parenthood Annual Report 2013-2014).  It is also the de facto target of choice for 

conservatives who want to eliminate choice. In an archetypal sense, it is the “Ruler” 

among pro-choice groups. It is the one that has had the most old-line (and Main Line) 

women supporting it for generations. As its focus and reach has always been multi-

generational, it is logical that Planned Parenthood would be paying attention to the next, 

incoming group of clients, donors and supporters—Millennials. 

 

Planned Parenthood began in 1916 when Margaret Sanger, her sister and a friend opened 

America's first birth control clinic in Brooklyn, New York. At that time women could not 

vote, sign contracts, have bank accounts, or divorce abusive husbands (Planned 

Parenthood 2014). Women could not control the number of children they had or obtain 

information about birth control, because of the Comstock laws, which made 

contraception illegal and declared information about family planning and contraception 

																																																								
5	Womenwinning	is	always	lower	case	
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"obscene.”  The clinic provided contraceptive advice to poor, immigrant women until the 

police raided it and Sanger and her sister were convicted of disseminating contraband 

birth control information. 

 

Sanger successfully appealed her conviction and went on to found The Birth Control 

Review, the first scientific journal devoted to contraception. In 1923 she opened the Birth 

Control Clinical Research Bureau in Manhattan, to provide contraceptive devices to 

women and collect accurate statistics to prove their safety and long-term effectiveness. 

 

That same year, Sanger incorporated the American Birth Control League, a new 

organization that was concerned with the global issues of world population growth, 

disarmament and famine. The two organizations subsequently merged, and later become 

Planned Parenthood® Federation of America, Inc. (PPFA®) (Planned Parenthood 2014). 

 

In 1936 Sanger was arrested after leaking information to postal authorities that she had 

illegally ordered birth control products through the mail. Her case triggered a review of 

the issue by the courts. Judge Augustus Hand, writing for the U.S. Circuit Court of 

Appeals, ordered a sweeping liberalization of federal Comstock laws, ruling that 

contemporary data on the damages of unplanned pregnancy and the benefits of 

contraception meant that contraceptive devices and birth control could no longer be 

classified as obscene (United States v One Package of Japanese Pessaries, 1936). 

 

But because Judge Hand's decision applied only to New York, Connecticut, and 
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Vermont, it was almost 30 years before married couples throughout the country had the 

right to obtain contraceptives from licensed physicians. By that time the American 

Medical Association (AMA) recognized birth control as a part of medical practice and 

education—an important imprimatur. Soon afterwards, the American Medical 

Association officially recognized birth control as an integral part of medical practice and 

education. 

 

In 1948, Planned Parenthood awarded a small grant to Gregory Pincus, a research 

biologist who undertook a series of tests leading to the development of the birth control 

pill. On May 9, 1960, the U.S. Food and Drug Administration (FDA) approved the sale of 

oral pills for contraception. The pill was soon widely used by women to prevent 

unwanted pregnancies and to have more control of their bodies and their futures. Within 

five years, one out of every four married women in America under the age of 45 was 

using the pill (Planned Parenthood 2014). 

 

By the 1960s, Planned Parenthood was a powerful voice in the movement for women's 

rights, fighting successfully for increased access to birth control, pushing for the creation 

and funding of domestic and international family planning programs, and playing a 

crucial role in the development of other methods of birth control, such as the IUD 

(intrauterine device). 

 

In 1966 President Lyndon Johnson singled out a lack of family planning as one of four 

critical health problems facing the nation and the U.S. Department of Health, Education, 
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and Welfare created a program to provide contraceptive services for low-income, married 

women.  At that time, unlike the highly divided partisan politics of today, both 

Democratic and Republican leaders in Washington supported expanding family planning 

services and research both in the U.S. and internationally. President Richard Nixon 

declared birth control a national priority and in 1970 Congress passed and President 

Nixon signed into law Title X of the Public Health Service Act, which made 

contraceptives available regardless of income and provided funding for educational 

programs and research in contraceptive development. 

 

In 1970, national polls revealed that more than half of all Americans supported the 

legalization of abortion and Hawaii became the first state to repeal laws criminalizing it. 

Planned Parenthood of Syracuse, New York, became the first Planned Parenthood 

affiliate to offer abortion services when New York State enacted the most progressive 

abortion law in the nation, permitting abortion through the 24th week of pregnancy if 

performed by a licensed physician.  On January 22, 1973, the U.S. Supreme Court 

handed down its decision in Roe v. Wade, recognizing the constitutional right to privacy 

and women's right to choose abortion.  

 

The decade's initial successes were starting to come under attack when opponents 

targeted federal funding of abortion for poor women. In 1976, Rep. Henry Hyde, a 

Republican from Illinois, introduced the "Hyde Amendment," which prohibited the use of 

federal Medicaid funds for abortions for poor women, although continuing to allow funds 

to be used for pregnancy, delivery, and child-care costs. 
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Anti-abortion restrictions were added and tightened in subsequent years, continuously 

reducing the number of poor women eligible to receive federal assistance for abortions. 

The success of Hyde signaled the growing anti-choice movement within the Republican 

Party, which adopted its first anti-choice platform in 1976. That same year the 

Democratic Party adopted its first pro-choice platform. 

  

The 1980s saw the start of a wave of violent opposition to abortion, including 

assassination of abortion doctors and providers, clinic bombings and arson attacks. At the 

same time, Planned Parenthood continued to win a number of pro-choice rulings in court 

and was able to mobilize supporters to protect patients at clinics. 

 

In 1980 Ronald Reagan became the first U.S. president to strongly and openly oppose 

abortion, although he had been a supporter earlier in his career. As governor of California 

in 1967, he had signed into law a bill legalizing "therapeutic abortions,” defined as those 

approved by medical staff where there is substantial risk to the physical and mental health 

of the woman or the pregnancy is the result of rape or incest. 

 

Planned Parenthood and other women's advocates worked to oppose Reagan’s attempts to 

implement the conservative social agenda of his most anti-choice supporters through the 

use of targeted administrative action.  Meanwhile, conservatives had more success in 

limiting sex education for teens. In 1981, Congress passed the Adolescent Family Life 
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Act, funding "chastity education" programs, instead of effective comprehensive 

programs. In response, the Guttmacher Institute released a study showing that the U.S. 

teen pregnancy rate of 96 per 1,000 was the highest in the developed world. 

 

Compared to the U.S., countries with the lowest rates of pregnancy, abortion, and 

childbearing among teens have the most accessible contraceptive services, the most 

effective programs for sexuality education and the most liberal attitudes toward sex 

(Planned Parenthood website). Although the majority of Americans continued to 

overwhelmingly support access to birth control, politicians, particularly Republicans, ran 

increasing harsh anti-choice campaigns (Amiri, 2014). 

 

In 1988, Republican presidential candidate George H.W. Bush ran on an anti-choice 

platform, despite his outspoken support for family planning early in his career. Once in 

office, his administration continued the anti-family planning policies of the Reagan years. 

President Bush successfully pressured Secretary of Health and Human Services Louis 

Sullivan into publicly recanting his pro-choice position (Business Week, Feb. 16 1992). 

 

In response to the growing anti-choice political rhetoric, Planned Parenthood and other 

pro-choice advocates participated in two mass protests organized by the National 

Organization for Women in 19896 with more than two million women and men 

participating. In 1989 Planned Parenthood also established the Planned Parenthood 

Action Fund, its political and advocacy arm. It has been active in public education 

																																																								
6 The author attended this rally in Washington, DC. 
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campaigns, grassroots organizing, and legislative advocacy. By 1992, dubbed informally 

the Year of the Woman because of the number of women running for office, more 

women, 56, were elected to Congress than ever before, thanks in large part to efforts by 

women's pro-choice PACs, such as PPAF and womenwinning.7 

 

In 1993, President Bill Clinton, the first pro-choice president in 12 years, was elected and 

in one of his first acts, he repealed the Title X gag rule, which prohibited low-income 

patients from receiving medical information, counseling, or referrals for abortion 

services. That same day, Clinton overturned the global gag rule that denied funding to 

international family planning organizations. While in office, President Clinton vetoed two 

federal abortion bans (Guttmacher Report on Public Policy, 2000). 

 

In 1993 several key events also happened, including the U.S. Supreme Court ruling 

in Bray v. Alexandria Women's Health Clinic that a federal civil rights statute does not 

protect women seeking abortions from clinic blockades and other anti-choice 

demonstrations. On March 10, 1993, David Gunn, M.D., an abortion provider in 

Pensacola, Florida, was shot and killed by an anti-abortion protester outside the clinic 

where he worked (Washington Post, March 11, 1993) and on August 21, George Wayne 

Patterson, M.D., who had been repeatedly stalked by anti-abortion zealots, was shot on 

the street in Mobile, Alabama (New York Times, August 29, 1993). On July 29, 1994, 

Dr. John Bayard Britton and his escort, James Barrett, were assassinated outside an 

abortion clinic in Pensacola, Florida. Two receptionists at a Brookline, Massachusetts 

																																																								
7 See section on womenwinning	
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health center were shot and killed on December 30 (Planned Parenthood 2014). 

 

More Recent Activities 

In 1996, Planned Parenthood worked to expand congressional support for medically 

accurate, comprehensive sexuality education programs that included abstinence. Instead, 

the Republican-dominated Congress, by attaching a provision to the popular welfare-

reform law of 1996, established a multi-million dollar federal fund for programs teaching 

abstinence-until-marriage exclusively. 

 

Because states are required to match federal funds in order to participate in many federal 

programs, state dollars that previously supported medically accurate, comprehensive 

education were diverted to abstinence-only programs. Planned Parenthood contends that 

a key component in assuring women’s ability to control their own bodies is early access 

to sex education. Although Planned Parenthood does not mention this generational cohort 

by a particular metric, their work historically has had a heavy concentration with this 

group. After Planned Parenthood's state and national informational campaigns on the 

importance of comprehensive sex education, 82 percent of Americans said they favored 

comprehensive sex education over the narrow abstinence-only approach (NBC News, 

Nov. 7, 2006) and by 2007, 10 states had rejected abstinence-only programs.  

 

In 2009 Barack Obama was elected president and emphasized his commitment to 

ensuring access to comprehensive health care for women and their families. As one of his 

first acts in office, President Obama overturned the “global gag rule,” ending eight years 
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of policies that blocked access to basic health care for women worldwide (ABC News, 

Jan. 23, 2009). With the implementation of the Affordable Care Act, Planned Parenthood 

has been working to see that prescription birth control methods are covered by all 

insurance policies. But with the recent Supreme Court ruling in Hobby Lobby, that end is 

unclear. 

 

 

Pro-Choice Resources—“The Rebel” 

History 

Pro-Choice Resources (PCR) was founded in 1967, at a time when abortion was illegal in 

Minnesota and most other states. A small group of doctors and clergy came together to 

help women get the medical care they sought by finding providers, arranging travel and 

supplying financing when necessary (Pro-Choice Resources 2014). It distinguished itself 

from other pro-choice groups by its focus and commitment to helping women and 

families through direct delivery of “on the ground” logistical services, leaving other 

groups to deal with the equally necessary political and legislative aspects of legalizing 

abortion.  

 

Although one of the oldest reproductive rights groups in the area, PCR’s profile in the 

wider community has sometimes seemed low and frequently ambiguous.  Many people 

who should know about them, (i.e. politically active, engaged and aware women), have 

either never heard of the group, or confuse them with NARAL Pro-Choice MN. Their 

donor base is ageing out, while seeking foundational grants and subsidies takes up much 
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of their time. They sponsor one major fund raising event annually (PCR Bowl-A-Thon) 

and struggle with limited financing and minimal full time staff. PCR is a relatively small 

group, operating annually with a budget under a million dollars (IRS 990 for 2010-2011, 

2011-12).  

 

Conscious of these facts, they have been questioning lately what their role is in the 

community, how to differentiate themselves from other pro-choice groups, determine 

where their services overlap with other organizations and if there are any appreciable 

gaps they might be able to fill (PCR Sustainability Plan 2011-2014).  

 

One fact PCR has become increasingly aware of is that today, although abortion is 

nominally legal, women with limited means or in communities of color still face many 

impediments and disparities in their access to procedures and to basic reproductive health 

care services. They have attempted to address this situation by providing limited direct 

funding of procedures, by developing well received and comprehensive sex education 

programming and by increasingly reaching out to affected communities. 

 

Pro-Choice Resource’s mission and vision statements over the past decade make clear 

that it seeks to reduce barriers to comprehensive reproductive health and “ensure that all 

people and communities have the power and resources to make sexual and reproductive 

health decisions with self-determination and dignity” (PCR Annual Reports 2010, 2013, 

2014). 
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 They have supported this goal through the Hersey Abortion Assistance Fund and their 

outreach work, which includes the highly regarded sex education program “Birds and 

Bees Project,” as well as “Emerge,” their unique after-abortion support group. However, 

PCR is a relatively small group, operating annually with a budget under a million dollars 

(IRS 990 for 2010-2011, 2011-12). 

 

A key point in their growth and evolution over the past decade has been an increasing 

involvement and commitment to a concept known as “Reproductive Justice” and they 

have incorporated it into their identity through a new strategic mission (Strategic 

Mission, 2013-2014). It is this new ideological focus that would cast them as the 

archetypal “Rebel” seeking a new path. 

 

Reproductive Justice (RJ) is a movement that seeks to reframe access to reproductive 

health care as part of a broader goal of transforming society through systemic change.  It 

is understood to be an organizing and development model centered around the idea that 

reproductive oppression is a result of intersecting oppressions based on race, class, 

immigration status, ability and other categorical factors (Sister Song, 2005). 

 

The idea emerged from a Black Women’s Caucus in 1994 that developed the concept that 

“reproductive rights + social justice = reproductive justice.” Caucus members wanted to 

bring back to the United States concepts used by human rights activists they had met at 

the International Conference on Population and Development in Cairo in September of 

1994. The Caucus felt that a human rights framework provided more possibilities of 
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convergences with women in communities of color, around a broad spectrum of health 

and social issues, than did the more narrowly focused privacy concepts embraced since 

the 1960s by the mainstream’s predominately white, middle and upper-class pro-choice 

movement. (Sister Song, 2005).   

 

This has become a popular subject with many nationality groups that seek to merge 

reproductive health issues with larger social change. However, its applicability here in a 

region that is still predominately white, albeit with pockets of strong communities of 

color, may present hurdles. The concept of RJ does not seem to have caught on widely 

within the pro-choice community in Minnesota as an organizing goal or tool, but is 

becoming increasingly popular with pro-choice advocates who are trying to refocus the 

movement’s alignment.  

 

Pro-Choice Resources, both consciously and through a natural evolution of its identity, 

has been operating on a model closely related to RJ. They feel that Minnesota can be 

poised to be a leader in this movement, as it not only has one of the largest Native 

American communities in the country, but also sizeable emergent populations of Hmong, 

Somali and Arab American women (PCR Case Statement 2010-2011). Not surprisingly, 

after discussions by their board of directors and other groups involved with them, Pro-

Choice Resources adopted a new Strategic Mission in the fall of 2013 that is heavily 

centered on Reproductive Justice.  
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Planned Parenthood has been seen as catering mostly to middle and upper-class women, 

even though only six percent of its patients can afford the full cost of their own care and 

83 percent of their patients are eligible for health care services at little or no cost (Planned 

Parenthood 2014).  While offering extensive and comprehensive sex education programs 

aimed at specific communities of color in the area—African American, Hispanic, Native 

American and Asian—Planned Parenthood does not appear to embrace RJ as an 

organizing principle. 

 

NARAL Pro-Choice Minnesota (formerly National Abortion Rights Action League) 

mentions support for RJ and provides links in its website to activist groups around the 

country (NARAL website, 2013).  It has also initiated their own foundation’s “Trust 

Project,” aimed at making their services more accessible to people of all backgrounds and 

cultures.  However, it doesn’t appear that NARAL does programmatic community 

organizing specifically aimed at the diverse communities of color they hope to reach. 

They have increased their efforts on legislative lobbying, political outreach and 

organizing, in line with the focus of its national organization, NARAL Pro-Choice 

America. It has also distinguished itself by extensive research and writing on women’s 

health care issues, such as problems in Minnesota’s Crisis Pregnancy Centers.      
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Womenwinning—“The Creator” 

History 

Womenwinning was founded in 1982 by 25 women, from different political parties, who 

were committed to electing more pro-choice women at all levels of public office 

(womenwinning website, 2014).   

 

Their foundational thinking, then as now, is that there is a benefit to having women in 

elected office, as “women bring a different perspective from men and a unique set of 

skills to the table. It is important that our governing bodies writing our laws reflect the 

diverse life experiences of the people in our communities” (womenwinning 2014). This 

newer model of engagement focused solely on the electoral arena makes them, along with 

groups such as “Emily’s List,” the “Creator” of a new framing and perception of the 

issue.  

 

Their mission to encourage women to be the lawmakers and not merely the laws’ 

subjects reflected a major shift in definitional thinking and emphasis that has led them to 

become one of the most powerful and successful Political Action Committees in the state. 

They are an important resource educationally, organizationally and financially, for 

women seeking political office.  

 

In the years since its creation, womenwinning has adhered to its Mission Statement: “The 

mission of womenwinning is to encourage, promote, support, and elect pro-choice 

women of all political parties to all levels of public office” (womenwinning website, 
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2014). Their goal of building a statewide movement dedicated to electing pro-choice 

women has been aimed at getting support from women and men, Democrats, Republicans 

and Independents. Over the past 32 years they have raised millions of dollars and 

supported thousands of women candidates (IRS 990 2010, 2011, 2012, 2013). They are 

currently one of the best-financed PACs in the state. 

 

As such, they wield considerable political influence and power within the progressive 

pro-choice movement and most serious pro-choice candidates either attend their training 

sessions or seek their endorsement. Part of their strength also lies in their having a long 

institutional memory, a considerable number of sponsors with deep and committed 

funding sources as well as access to the latest political thinking and strategy through 

strong contacts at area universities. According to their literature, womenwinning has a 

three-fold strategy: 

 

      We identify pro-choice women leaders who are ready to run for office today or are 

potential future candidates. We draw from our statewide membership and our partners 

including women leaders in the business, education, non-profit, community volunteer 

and political sectors. We encourage women to run for all levels of office to fill the 

candidate pipeline for public office.  

 

     Once we have identified a woman who is ready to run, we help develop her into a 

winning candidate. womenwinning provides a wide variety of guidance to candidates 
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on campaign start up and campaign plan writing to fundraising and budgeting. We 

endorse and generally provide funds at the maximum campaign finance limit and we 

hold fundraisers among our membership of over 10,000 people. 

 

With legal access to abortion continually being threatened by both legislative action and 

court rulings, the strategic vision of womenwinning, in line with its mission and values, 

continues to emphasize finding, grooming and electing more pro-choice women to office.  

But whether they are able to successfully connect with the next generation of Millennials, 

who might be good candidates, voters and donors, may determine womenwinning’s 

ability to sustain itself and reach a vital new audience. Their documents may reveal 

strategic decisions focused on this cohort. 
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VIII. Research I 
 

Content Analysis 
 

This study will take a qualitative approach to examining the contents of key documents 

belonging to the organizations studied. Holsti (1969, 14) defined the content analysis 

process as “any technique for making inferences by objectively and systematically 

identifying specified characteristics of. Holsti (1969, 14) stated that content analysis does 

not “illuminate truth,” and did not limit the analysis of data gathered in the process only 

to quantitative analysis, noting that he believed that a “rigid qualitative-quantitative 

distinction” is not necessary.  

 

Bernard (1994, 339) defined content analysis as a “catch-all term” used to describe a 

variety of techniques for making inferences from textual material. He noted that the 

major difficulty with the process is subjectivity and that it is nearly impossible to avoid 

interjecting some researcher bias into this step of the analysis. 

 

Content analysis is best used when dealing with communications in which the messages 

tend to be clear, straightforward, obvious and simple; it is most often used to describe 

attributes of messages, without reference to the intentions of the message sender, or of 

the effect of the message on the receiver (Denscombe 1998; Holsti 1969). Additionally, 

no claim about the impact of the content can be drawn from an analysis of the message in 

the absence of a study that examines the audience (Wimmer and Dominick, 2008).  
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A. Content Analysis Research Objectives 

The research objective of the content analysis portion of this study is to determine 

whether the organizations chosen have indicated, through their key documents, an 

awareness of the importance of the Millennial generation’s attitudes on abortion and 

keeping access to it legal, as well as an indication of whether they are employing 

messaging channels most used by them. 

 

 

B. Research Method 

For the purposes of this study, the parameters used to determine whether or not an 

organization is aware of Millennials and of their importance were narrowed down to 

three: 

• Whether, and how many times, the word Millennial/“Millennials” was used in a 

publication or website 

• Whether any mention was made of this generational cohort’s possible influence 

on the pro-choice movement now and in the future 

•  Whether there were any activities planned aimed at this cohort 

 

 

The publications and websites used by these organizations were chosen as being probably 

the most representative of their outlook and agenda. All of them also send out email 

“blasts,” with varying degrees of frequency, usually tied to specific planned social events, 
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or if action needed to be taken on legislative or political issues. Email and their contents 

were not used as part of this study, although in hindsight they might have proved to be a 

more timely and topical way to measure these organizations’ evolving attitudes. 

 

 

C. Limitations 

A limitation on this part of the study may have been in using only three organizations as 

the research subjects. While the potential pool of organizations having pro-choice as part 

of their mandate may have been widened to include others such as NARALMinnesota, 

exigencies of time and resources led to limiting the subjects to Planned Parenthood, Pro-

Choice Resources and womenwinning. The belief is that these three organizations 

represent a broad spectrum of abortion activism. 

 

 

Organizations 

Planned Parenthood 

Planned Parenthood seems deeply invested in its long history and has devoted 

considerable space on its website to highlighting key events in both its development and 

with issues affecting women and family planning generally. It does recognize, however, 

the importance of getting its messages and services to teens and young adults and it does 

have specific programs aimed at the African American, Latino, Asian and Native 

American populations. 
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Their website is extensive, with a comprehensive teen site, offering information on a 

wide range of issues, often presented with engaging online quizzes and tests. Their social 

media presence is fairly diverse and often used by Millennials, with links to Twitter, 

FaceBook, google+, Pinterest, Instagram and different RSS feeds (Planned Parenthood 

website, 2013). 

 

Most recently, Planned Parenthood has joined with Advocates for Youth and the Feminist 

Majority to launch a campaign aimed at young people called the 2014 Youth ShowOUT 

(Planned Parenthood 2014). It is hoping to engage young voters, which certainly includes 

the Millennial’s cohort, although not acknowledged as such.  They are hoping to recreate 

the turnout of 2008 and 2012, as “off year” elections traditionally see a lower voter 

turnout.  

 

However, nowhere in any publication, internal document or on their website do they 

address Millennials as a separate entity, with either thought, time or resources allotted 

specifically to them.   

 

 

Pro- Choice Resources  

Pro-Choice Resource’ new Strategic Mission makes it clear that it is making an 

intentional shift in its work from a Reproductive Health model (direct services) to a 

Reproductive Justice model (social change). They believe this shift is necessary “to focus 
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on the social, political, and economic inequalities among marginalized communities that 

contribute to infringements of their human rights specific to sexuality and reproduction” 

(PCR Strategic Mission, 2014). Pro-Choice Resources’ board of directors approved it in 

November of 2013, believing that it “upheld the core values our organization was 

founded upon in 1967, while addressing the reproductive health disparities in our lives, 

our laws and our communities” (PCR Strategic Mission, 2014). 

 

A close reading of its new Strategic Mission’s theory of change, programmatic goals, 

operational goals, strategies, outcomes and evaluation mechanisms reveals no mention of 

any attention to the next big wave of both clients and donors: Millennials. In citing its 

target groups it speaks only of “people in Minnesota and the Midwest whose 

reproductive rights are violated due to gender, sexual orientation, race, immigration 

status, class or age” (PCR Strategic Mission, 2014).  

 

In one of its Programmatic Goals it mentions its aim to “provide unbiased information 

and assistance to those who face the greatest barriers accessing pregnancy and abortion 

care” (PCR Strategic Mission, 2014).  But in none of the strategies or performance 

measures does it acknowledge a process for addressing the age-based cohort—those 

between the ages of 18-35. An interesting side note is that in a recent posting for a new 

statewide organizer, no mention was made of the strategic mission’s commitment to 

hiring only people from either communities of color or those who come from 

economically disadvantaged backgrounds—a goal of questionable legality. 
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Before positioning itself as a group defined exclusively through the lens of Reproductive 

Justice, one of its strongest areas of concentration had been the development of highly 

regarded sexual education programs (PCR Birds and Bees, 2013). This was primarily 

aimed at high schools, educators and other organizations. The new strategic mission 

makes no clear and direct mention of this; although one of its programmatic goals is to 

“provide unbiased information and assistance to those who face the greatest barrier 

accessing pregnancy and abortion care” (PCR Strategic Mission, 2014).    

 

The largest group that has always benefited from Pro-Choice Resources’ sexual 

education programming is the Millennial cohort, even if primarily defined by their 

gender, class, immigrant status or other RJ signifiers, rather than their age. There is 

nothing specific in its programmatic or operational goals, however, that implies a 

recognition that this group has specific needs, with specific and new modes of 

communicating that are different from PCR’s previous client base. This could prove to be 

a hindrance to hoped-for growth in the organization overall. 

 

Additionally, when addressing the issue of a sustained donor base, they list under 

operational goals a desire to grow and diversify their funding sources. Their strategies 

include “developing a plan to engage the next generation of philanthropic leaders,” and 

building a “highly skilled board of directors and staff led by members of the communities 

we serve, who can help PCR achieve its mission and fundraising goals” (PCR Strategic 

Mission, 2014). But they are unclear as to how they will do this. 
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Traditionally, one of the chief functions of a board of directors is to provide access to a 

steady stream of financing, either through personal contributions, funds from their 

organizations, or through the weight of their names (Wheelen and Hunger 2013).  As 

PCR seems determined to have their board comprised primarily of representatives of the 

communities they serve, this fundraising capability seems unlikely. And as funding is 

crucial to an organization of this size and purpose, Pro-Choice Resources may be leaving 

themselves open to eventual erosion of both. 

 

 

Womenwinning 

Womenwinning is a statewide PAC, a 501 C4, that is primarily concerned with 

developing, supporting and funding pro-choice women candidates for a variety of 

different offices: school board, city council, state legislative positions as well as 

congressional and presidential candidates.  It is concerned with sustaining both its active 

membership base as well as its donor base, as the “Second Wave Feminists” age and die 

out.   

 

As a group whose sole function and purpose is to elect women to office who are pro- 

choice, it is imperative that womenwinning foster the next wave of voters who will be the 

policy influencers—Millennials. 

 

Nowhere in its literature, vision or mission statements do they delineate this group as a 

cohort specifically meriting focused attention. However, it does try and appeal to young 
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professionals in their late 20’s and 30’s, who are the older leading edge group of 

Millennials. There are meet-ups at pubs and a salon series, as well as events for lawyers 

and doctors who are clearly being targeted to recruit both as the next sustaining donor 

base and as a pool of potential candidates. It has recently launched “LAUNCH,” targeting 

these young women professionals, hoping to attract them into attending the speakers, 

discussions and “happy hour “ events. Their literature says it is targeting the next 

generation by  “building the next political leaders of tomorrow.” (Womenwinning 

website, 2014). Parts of the Millennials’ cohort it doesn’t appear to target specifically are 

college or high school aged women, but it does offer internships. 

 

Womenwinning’s internal communication plan makes no mention of targeting 

Millennials, only noting a need to “streamline and target communications”(Internal 

communications plan, 2014). None of their literature over the past five years explicitly 

mentions this age group, or discusses its importance. Another missing piece is any 

attention and focus on the college and high school aged groups of both young women and 

men. This may be part of a generally accepted notion that they this group is harder to 

engage politically, although turnout in recent elections, 2008 and 2012, may speak 

differently. Their website, however, is very vibrant and does a good job of explaining 

who they are, featuring many pictures of young professionals. 

 

Thought might be given to researching whether it would be advantageous to work with 

other women’s groups who may have more access to this even younger cohort, 

determining where, who and what are the axes of intersection and influence with these 
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groups and consider targeted informational marketing to expose these younger women 

and girls to womenwinning’s name and identity. 

 

 

Analysis 

At a time when increased attention is being given to the new ways in which Millennials 

receive and transmit information (Pew, 2010) all three groups studied seem to embrace 

bits and pieces of the issue, but none seem to have an overall, coherent strategy in place 

to address this problem. 

 

One possible explanation to consider is focusing on how many Millennials are in 

executive positions, on the organizations’ Boards of Directors, or are major donors or 

fundraisers. Traditionally boards are composed of both inside and outside directors and 

have been used either in an advisory capacity or for their fundraising abilities (Wheelen 

and Hunger 2012). All three organizations’ staffs appear to be in their late twenties and 

early and late thirties. 

 

Womenwinning person staff is composed of women who are 35 or younger. However, a 

look at their board of directors, donor lists and “Ready Reserves” group  (womenwinning 

website, 2014) makes it clear that a great deal of their funding and reach are the result of 

deep inroads into both “old money” (usually women who have always had a considerable 
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amount of money and been generous philanthropists, along with other middle aged and 

older women) and by alliances with established networks of women activists. 

 

Their 32nd annual luncheon featuring Arianna Huffington as speaker (June 24, 2014) is 

traditionally its largest annual event but whose composition seemed skewed older, 

perhaps because of the $150 ticket price. Nevertheless, they are a group with tremendous 

influence, both as a PAC distributing considerable funding and providing endorsement 

for women candidates; 75 percent of their endorsed candidates won in the 2014 election. 

 

Since the only bedrock, foundational issue they deal with is making sure pro-choice 

women are elected at all levels of government, perhaps their focus is where it should be, 

albeit with more overt attention given to the coming cohort and with age appropriate 

messaging aimed at the younger end of the Millennial cohort. However, they appear to 

communicate only by FB and Twitter, with several key popular Millennials’ channels 

missing. 

 

What appears to be happening is that although all groups show at least some level of 

awareness of this age group and offer some sort of programming, there doesn’t seem to 

be a lot of their messaging delivered via the networking most favored by these groups—

although Planned Parenthood seems to use them the most.  

 

Since they make no mention of tailoring a messaging strategy to Millennials, it’s hard to 

conclude whether or not they feel them worth special targeting. A bigger question is how 
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in the wider world of media and communications do they drive traffic to their sites. All 

groups need to focus their messaging and deliver it in the way most likely to appeal to 

Millennials, or risk losing their relevancy.  
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IX. Research II 
 

Key Informant Interview 
 

Exploratory research designs often involve conducting personal interviews with 

knowledgeable individuals from within and/or outside of the organization. These 

individuals are called “Key Informants,” and this process is known as “Key Informant 

Interviews” (McNabb, 2013).  These participants are selected because they are likely to 

be better informed about the study problem and the issues associated with that problem.  

 

 

Interviews with people closest to an issue or actively involved in an issue can be very 

helpful when seeking information, advice, or suggestions on directions to explore. As an 

investigative tool it can combine both quantitative and qualitative aspects of data 

collection, as questions can be standardized and possibly coded, yet done in a manner that 

allows for open-ended responses as well as interaction with the interviewer (McNabb, 

2013). 

 

The reasons people may want to participate in an interview are varied, but most often are 

based on a desire to share their expertise, experience, specific information or point of 

view. While frequently there may be an observer as well as an investigator involved in 

the process, in this instance the two functions were combined. However, standard, 

established practices (McNabb) were followed to make sure the interviewer followed the 

key steps for this study: 
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• Establishing rapport with the key informant 

• Making the key informant feel comfortable 

• Phrasing questions carefully, repeating if necessary 

• Using “probing” techniques to encourage clarification or elaboration 

• Using neutral responses, avoiding judgmental language and body language  

• Guiding the conversation carefully and moving from factual questions to 

solicitation of opinion 

• Balancing asking questions with note taking 

 

 

A. Key Informant Interview Research Objectives 

 

Interviews with representatives from Planned Parenthood, Pro-Choice Resources and 

womenwinning were done after the Content Analysis part of the study. The interviews 

were to gauge whether these organizational leaders recognized whether Millennials were 

perceived to be an important future cohort, apart from or in addition to what the study of 

their publications was revealing. 

 

The interviews with the Millennials were predicated on the belief that they would elicit 

responses that could help guide the direction of the subsequent focus group and possible 
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survey questions.8 Answers would also be used to determine how deeply to explore other 

angles and avenues of inquiry on the subject.  

 

B. Research Methods 

There were six Key Informant Interviewees. Three of the people chosen were based on 

their participation and involvement with the key groups: Planned Parenthood, Pro-Choice 

Resources and womenwinning. All of these interviewees are women. They are AHT and 

AG from Planned Parenthood (PP), KL and NC from Pro-Choice Resources (PCR) and 

LB from womenwinning (WW).  The other three interviewees are members of the 

Millennials’ generation; EM and SB are both women and both are politically active, 

while BF is male and not politically active.9 All three Millennials are between the ages of 

20-22.  

 

Interviews were done in participants’ offices or apartments, in coffee shops and with an 

occasional email follow up. Interviewees were asked different questions, based on 

organizational affiliation or if they were part of the Millennial age group.  

 

 

 All interviewees were told that their responses would be confidential (as opposed to 

anonymous) in that only the interviewer would know their identity. However, the 

participants from womenwinning and Planned Parenthood said they were also 

comfortable with their identities and positions being known if asked. The interview with 
																																																								
8	With surveys to be possibly mass distributed at a later date 
9 All of the Millennial respondents wished to be identified by initials only	
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LB from womenwinning was done separately from the one done with representatives of 

Planned Parenthood. 

 

I chose Planned Parenthood because, as mentioned above, it is the oldest, largest, most 

heavily financed and most “mainstream” of the groups identified with reproductive 

health. It has been seen as catering mostly to middle and upper class women, even though 

only six percent of its patients can afford the full cost of their own care and 83 percent of 

their patients are eligible for health care service at little or no cost.  

 

Pro-Choice Resources was chosen because it represents a population with a differing 

identity and that serves a population that could be perceived as on the opposite scale of 

Planned Parenthood. Although there are similarities in populations served, there are some 

fundamental differences (most noticeably size, scale and funding) as noted above. PCR is 

very small, caters to what are considered the “neediest of the needy” and has a 

philosophical framework very different from that of Planned Parenthood’s.  

 

womenwinning was chosen because its approach to keeping abortion legal differs from 

the other two in that it focuses solely on electing and supporting pro-choice women to 

office. As it is a very well funded PAC, it is an important player not only in the pro-

choice movement, but also in politics generally. Their imprimatur is the gold standard for 

progressive women—and men.    
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The participants were first mailed a long set of questions (45) that would be used to 

stimulate thought and discussion on the issues involved. Based on their emailed 

responses to those questions, the following were chosen as being most relevant to this 

study.  

 

The interviews for the organizational representatives (from Planned Parenthood, Pro-

Choice Resources and womenwinning) were all audiotaped, for purposes of reliability. 

The interviewees were aware of the taping, comfortable with it and had given their 

consent (verbally). They were all also aware that this was part of a research project for a 

graduate program at the University of Minnesota. 

 

 

The questions and responses from Key Informant Interview participants from 

Planned Parenthood, Pro-Choice Resources and womenwinning were: 

“To the best of your knowledge…” 

 

1. Does your organization have a specific strategic plan or mission statement for 

attracting Millennials?  

 None        Yes        I don’t know    does not apply 

       PP; WW; PCR 

 

2. Does your organization have a specific messaging strategy aimed at Millennials? 

None           yes  I don’t know   does not apply   
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      PP; WW; PCR 

 

3. What is the participation level of Millennials in events you sponsor? 

None             a few-half   about half      more than half does not apply 

  PP; WW  PCR 

 

 

4. What is the level of donor contribution of Millennials? 

 None  a few-half  about half      more than half does not apply 

  PP; WW; PCR 

 

5. Do you ever discuss the future of reproductive health rights with them? 

 Never  sometimes   often    does not apply 

             WW   PP; PCR 

 

6. What questions would you like to see in a survey or focus group? 

 

Question six, being opened ended, elicited some interesting responses. AHT and AG 

from Planned Parenthood are both involved in public affairs, organizing and advocacy 

efforts. They were interested in seeing if their input would helpful in designing a 

survey/study because of their work in this area.  They were also wondering if this would 

be aimed at the Twin Cities area or be distributed nationally. They indicated that they had 

a few initiatives in this area to connect with if needed.  
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 LB from WW wanted to include in a survey questions asking Millennials if they knew 

their parents’ attitudes on abortion and if those attitudes had changed at all over the last 

10 years. She was also interested in determining what Millennials—and other age cohorts 

too—thought about when they heard the term “reproductive health.” Her questions 

included asking if access to sex education and access to different forms of birth control 

were part of that terminology.  She was also interested in the issue of celebrity 

identification with a particular issue and how it might affect Millennials’ attitudes. 

Additionally she also wanted to know if too much political and social emphasis has been 

given to abortion rights. The most unexpected question she would like answered is “Do 

you remember when you learned what an abortion is?” 

 

 

They key informant interviews with Millennials were each also done separately, in this 

case to avoid the possibility of any of them feeling they might have to agree with each 

other, or to influence each others’ answers. SB and EM are female and BF is male. 

 

The questions asked of the Millennials were more open ended, seeking feelings and 

thoughts as well as more concrete information. It was also a “test run” of many of the 

focus group questions, to determine if they were logical, germane and specific enough. 

Their answers also helped formulate questions for the informal survey given to focus 

group participants before the sessions. Because of the open-ended nature of most of the 
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questions, the answers were not scalable, as they were for the interviews with the 

organizational representatives.  

 

The interviews with the Millennials were not taped. Two of them (individually) had 

expressed discomfort with the idea of being audiotaped, so in order to maintain 

consistency, none were taped. All of the Millennials interviewed were aware that this was 

part of a research study for a graduate program at the University of Minnesota and were 

comfortable with their answers being written down and used in context in the study, with 

the caveat that they would be referred to by initials only. 

 

 

 

The questions and responses from Key Informant Interviews with Millennial 

participants were: 

 

1. How politically active are you? 

 

 Not at all active A little active           Very active                    I don’t know/ NA 

          BF   EM; SB  

 

2.  Do you share your political views with family and friends? 

Never   Sometimes       Always  I don’t know/NA  

         BF; EM  SB 
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3. How do you share your political views with family and friends? 

 

 Face to Face   Talking on phone Texting   Social Media    I don’t know/NA 

  SB; BF; EM  SB         SB; EM   

   

4. Do you ever discuss the future of reproductive health rights with them? 

 

 Never   Sometimes   Often  I don’t know/NA 

BF              EM   SB 

 

 

5. What is the best way to convince you to believe in a social issue?  

                            

 Talk in person      give me literature        hear it from friends/family    hear celebrities talk 

  SB; BF; EM       BF  SB; BF; EM; SB 

 

6.  Why do you most frequently use social media? 

Find out what people doing Let people know what I’m doing Exchange opinions  

 SB; BF; EM        BF; EM; SB   SB 

 

7. Would you support businesses or following celebrities because they agree with 

your political viewpoints? 
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Never support    sometimes support   always support    doesn’t matter      don’t know/NA 

   SB; EM    BF 

 

8. Would you boycott businesses or celebrities if they disagreed with what you 

believe in? 

Never boycott    sometimes boycott   always boycott      doesn’t matter    don’t know/NA 

  EM   SB  BF 

 

9. What do you think of when you hear the term “Reproductive Health?” 

10. What questions would you like to see in a survey or focus group discussing 

Millennials and the issue of abortion? 

 

 

Questions nine and 10 were both open ended in order to give the most scope for answers.  

In the interview with EM, she had a very strong response to question six: “Why do you 

most frequently use social media?” She stated that: 

 

  Social media is a gateway to keeping up with people and issues. I use Facebook 

often, but it’s in a shallow way. It’s easy to scroll through your feed and get a 

sense of what people are doing or saying, but you have to make an effort to seek 

out comprehension. 

 In talking to people [face to face] you have to maintain eye contact, which I think 

is important. 
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SB reacted most strongly to question five, “What is the best way to convince you of 

something?” She mentioned that her work at a cosmetics store influenced her 

response: 

My job is in retail; my whole job is to convince them to buy things all day. I lay 

out the facts, but it’s useless. I like to lay out all the facts and let them decide for 

themselves, but I can’t make them think. I can give them facts.  

 

She also reacted very strongly to questions two and three, having to do with sharing her 

political viewpoints with family, friends and social network: 

 

 I get on fights on the Internet. I make posts about how angry I am at white, male 

privilege without asking. [Some people] have the privilege of race and class—this 

person had white male privilege, and I stopped commenting on it. It was a rumble 

on the Internet. If I’d seen him in person I would have hit him.  

 

All of the interviewees reacted similarly to question five, “What is the best way to 

convince you to believe in a social issue?” They all agreed that talking with someone in 

person, face to face, was the best way to either convince or be convinced about a social, 

political or otherwise important issue. EM elaborated: 

 

 The best way to convince is in person, because on the Internet you can only 

absorb so much. If I can just lay it out to them, eventually they’ll agree [with 
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me]. If it’s political, I’ll explain my view, give all my evidence and then give 

counter arguments. Then at a [certain] point they admit defeat—or you can 

agree to disagree. 

 

 

This might seem to fly in the face of accepted wisdom (and current research) that 

discusses how interconnected this generation is, and how much they like to share 

information. This question will be explored more thoroughly in the focus groups, and in 

the survey questionnaire. Only BF (male) seemed interested in receiving follow up 

information: “The best way to convince me is evidence. I am a stubborn natural 

empiricist. I want evidence, research and the like.” (It might also be worth noting that 

he is a science major and perhaps most comfortable dealing in “hard” information). BF 

also had an interesting reaction to the questions on supporting or boycotting businesses 

or celebrities with whom you agree or disagree with: 

 

          I am more likely to think of economics; [boycotts] are kind of a byproduct in 

economic choice, being more relevant than voting ethically over utilitarian 

requirements. It’s voting through action or inaction; but then shifting where you 

spend your money is action. I’m never primarily concerned with the attitudes of a 

company’s cause. 

 

SB: 
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There’s a difference between companies that have pink items in October because it’s 

Breast Cancer Awareness month when everybody has pink items—and a company 

that’s always ethical, like Lush Cosmetics. They’re vegan and fair trade all the time. 

One of their main selling points is their ethics. It’s a difference between a long-term 

versus short-term commitment that a company makes.  

 

 

All of the interviewees, when presented with a list of options when considering what they 

think of when they hear the term “Reproductive Health” [see full list in focus group] 

chose only those relating to women’s health. They also made suggestions about further 

questions to follow up with in the focus groups, which I have included in that section. 

 

 

D. Limitations  

Having to write all answers down in longhand for the Millenenial interviews (see above) 

may have proved to be a limiting factor for how many questions could be asked (and 

answers written down) in the time allotted for each interview. It was also not optimal for 

facilitating a “one-on-one” flow of conversation. However, all interviewees were very 

thoughtful and conscientious in trying to answer the questions—which nominally made 

up for the labor-intensive transcription. 
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X. Research III 
 

Focus Group 
 

 

Focus group interview sessions with groups of six to ten representative participants are 

another common exploratory research strategy. A major benefit of group interviews is the 

potential interaction among participants. This interaction is impossible to achieve in one- 

on-one interviews. The focus group, or group interviewing, is a research strategy for 

understanding audience attitudes and behavior (Wimmer and Dominick, 2006).  It has 

several defining characteristics (based on Kruger and Casey, 2000): 

 

     Focus groups involve participants that possess certain characteristics and are recruited    

to share a common quality or characteristic of interest to the researcher. Data from 

focus groups are used to enhance understanding and to reveal a wide range of 

opinions, some of which the researcher might not expect. In most cases, they are not 

used to test hypothesizes or to generalize a population. 

 

As the name implies, focus groups have a focused discussion. Most of the questions to be 

asked are pre-determined, the sequence of questions is established, and the questions are 

structured to further the goal of the research. However, the moderator is free to depart 

from the structure as warranted.  However a major disadvantage of focus groups is the 

fear of public embarrassment, which sometimes makes it difficult, if not impossible, to 

bring up sensitive issues (McNabb, 2013). 
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Another purpose of exploratory research studies is to provide the researcher with greater 

insight into the study problem and ideas about the variables that should be included in a 

larger or more comprehensive study to follow. This is used in similar exploratory 

research studies that survey a small random sample drawn from the same population of 

interest; this is called a “pilot survey.” A common use for a pilot survey is to pretest a 

draft of a survey questionnaire. Results of the exploratory study are only used to test the 

validity and reliability of the study design and the instrument questions. Problem words, 

phrases and entire questions may be edited, deleted, or replaced. The survey given to 

focus group participants might be considered in this category; the resulting information 

could be used to prepare an edited version that could be mass distributed at a later date. 

 

 

 

 

 

A. Focus Group Research Objectives 

 

The research goal is to discern not only Millennial’s attitudes on reproductive choice and 

keeping abortion access legal, but on which forms and channels of messaging are best 

suited to reach them, particularly as relates to political and issues based messaging. 

 

Specifically, attitudes relating to the following areas and themes were probed: 

• How Millennials prefer to communicate with one another 
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• How they prefer to receive information on social issues 

• How they prefer to share information and social ideology 

• How they feel about access to abortion  

 

The purpose of the focus group was to explore and probe deeper into Millennials’ 

attitudes to understand what they value in terms of communication channels and modes 

of communication transmission, as well as how they felt about abortion as a social issue 

to be discussed with family, friends and their social media network. Work done in the 

Key Informant Interviews was used to inform some of the question choices in the focus 

groups. 

 

The focus group discussion was lively, interactive, free of major conflict and not 

homogeneous in attitudes. The results and answers were at times surprising in that they 

deviated from what may be perceived as current social norms regarding Millennials. 

Overall, the insights were illuminating. 

 

B. Research Methods 

The eight participants in the group were recruited through non-probability methods; 

specifically, they were a convenience, or availability sampling.  Five participants on the 

sample list were invited by personal invitation and three participants were included as 

guests of the invited participants. All fell within the age guidelines sought for Younger 

Millennials, as they were between the ages of 19-23. 
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Six were female (KA; SB; NI; EM; ES; DW); and two were male (BF; CG). The goal for 

the focus group was a more socially, economically, racially and educationally 

heterogeneous sample; however due to time and access limitations all members of the 

focus group were either currently enrolled college students or recent graduates; 

predominately female and predominately (although not exclusively) Caucasian. Three of 

them, two females and one male (SB; BF; EM;) had also participated in Key Informant 

Interviews. 

 

The focus group was conducted on September 27 and held at the apartment of two of the 

participants. The participants were given a survey containing 14 questions prior to the 

discussions, in order to start them thinking about the issue and also to be used to prepare 

a larger survey for later mass distribution.  

 

The session began with brief introductions around the circle; most, but not all of the 

participants knew each other previously. The first question asked to get the ball rolling, 

was, “What did you think of the survey you were asked to look at and fill out before this 

meeting?” They all thought it was too long; one of the participants objected to having 

only male, female and other as possible answers to the demographic question of gender. 

 

They all had differing emphases on how important the list of issues was to them, but they 

all agreed that Racism, Finding a job, Poverty and GLBTQ Issues were very important. 

These answers (particularly on GLBTQ Issues) were in line with studies cited above that 
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indicated growing tolerance and acceptance of this population. “You are who you are,” 

said KA, which summed up their collective opinion. There were diverse opinions on the 

importance of the other issues, however three of the young women thought that Sexism 

was “Very Important.” They all seemed at ease with their opinions and were mostly 

unhesitant to share them. “I’m very confident of what I believe in,” said ES (female). “I 

don’t need to convince other people. If I can believe what I believe then I can let others 

believe what they believe.” 

 

The questions that elicited the most interesting and diverse responses were those dealing 

with communicating via social media and sharing political opinions online. EM (female) 

said: 

 

[Communication] is essential to maintaining friendships. In social media you are 

designing a network around you that only you follow. You create a nest around 

yourself; any political change on social media, which is so vast, you can pick and 

chose what you want to listen to, read, hear, etc. 

 

ES (female) articulated a view on determining what were reliable sources on the Internet 

that was held by many in the group: 

 

I’m naturally suspicious of social media, but you can kind of tell if a source is 

biased and what their bias is. If you go on the Christian [Science] Monitor you 
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can guess what their bias is. One benefit of social media is you know what their 

bias is. I am mistrustful of sources. 

CG (male) said: 

 

How I see something from the “Rocky Mountain Gazette” and “Al Jazeera” 

depends on how credible the news sources is. I am more inclined to believe them. 

In person, I can tell if someone’s pulling my leg; on the Internet you have to pay 

attention to sensibilities. 

 

NI (female) added: 

 

I don’t go to some social media and news sites. I don’t trust authority and the 

government, or what they say, because government can have an agenda. And the 

news sites are all owned by corporations.  

 

SB (female) said: 

 

I am more likely to trust something written in first person, with a personal 

narrative, in an academic style. I am more capable of making an argument on 

social media because of my rage issues. 

 

The thought of either supporting or boycotting a business or celebrity because of their 

political and social viewpoints elicited a mixed response. ES (female) said: 
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I think I would actively support a business I thought was ethical, but have never 

boycotted a business I thought wasn’t. But a lot of it feels economic. I need the 

seven-dollar pair of jeans. Price is paramount, maybe because I’m in college.  

 

BF (male) said what several others agreed with: 

 

I don’t believe [boycotting] works. A lot of boycotters forget that the people 

working for [the company] need the jobs. It doesn’t hurt the CEO, the head of the 

company. Also with boycotting I would have to know why I disagree with them.  

 

EM (female) articulated what might be a position shared by all of them, as college 

students: 

 

I think it’s more effective to do research on what are good companies and then 

support them. I believe in positive change and supporting what’s good. But there 

are times when I need to buy things. I am in an economic class where I have to 

consider cost.  

 

CG (male) added: 

 

When you talk about the purchasing power [of Milennials] they have to save 

money for grad school, or paying off loans, or making car payments. Ethical 



	 79	

choices don’t come from what we buy but from what we do in our free time, like 

giving to political parties. 

 

SB (female) said: 

 

I’m ethical down to the bone. It gets expensive because you have to buy at 

different stores. You pay for being ethical and I try to be ethical. 

 

KA (female) said she looked at the issue, “not so much as boycotting or where to shop 

but at the price; how many hours of work did I have to do to buy this. I don’t make 

enough to spend more than $50 a week [on anything].” 

 

As for boycotting or supporting celebrities, most of the participants said that celebrities 

weren’t important, although NI (female) said, “ I have actively boycotted Lady GAGA 

and Katie Perry. I have first hand experience with what they’ve done.”10 

 

Regarding the question of abortion and reproductive health and referring to the survey 

question, “What do you think of when you hear the term Reproductive Health,” most of 

the focus group participants checked most of the categories, while several seemed unsure 

of what was meant by “Reproductive Health is for older people.” 

 

																																																								
10 NI was indicating that in her opinion both singers have satirized or demeaned, in interviews or music 
videos, women who choose to wear the Hijab. 
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Four of them identified as being “pro-choice” when given the choice (in question 14) of 

“pro-choice,” “pro-life,” “both pro-choice and pro-life,” or holding no opinion on the 

issue; two identified as “pro-life” and two said they were “both pro-choice and pro-life.”  

There was a marked hesitancy to discuss the issue at all, but SB (female) was emphatic 

when saying: 

 

You can’t be both pro-choice and pro-life. You either respect women’s bodily 

autonomy or you don’t. It’s not something that one can be of a mixed opinion on. 

They aren’t grey issues that exist on a spectrum. It’s a black and white issue and 

you can’t become more of one or the other over time unless you completely 

change your opinion from one to the other. The question wasn’t clear if its 

implication was that abortion opinions exist on a spectrum, which is faulty, or if it 

was trying to account for a changed opinion in the survey taker. 

 

Most of the others were uncomfortable talking about the issue, although ES (female) said: 

 

If I disagree with something, it’s a matter of politeness not to fight. I’m non-

confrontational because I hold non-popular opinions. I don’t argue. If somebody 

says something problematic I feel I can sacrifice my opinion for keeping a 

relationship.  

 

 

EM (female) added: 
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You can un-friend someone on social media if you disagree with them politically. 

We are still tribalistic [sic]; we seek people who mirror our own image. Most 

people seek the comfort of their own opinions politically when they’re on social 

media, because they’re lazy, they just like preaching to the choir when it comes to 

politics. But in person being polite and respectful is essential to maintaining 

friendships. 

 

 

 

 

 

 

C. Reliability and Validity 

As a qualitative research method, focus groups are sometimes not considered reliable 

because they are not generalized to the larger population (Wimmer, 2006).  However, the 

focus group does deliver validity because it does gather information and measure the 

attitudes needed to answer the research problem for this paper. 

 

For this study, since many of the focus group participants were known personally to 

either the researcher, or to two of the participants (who invited and recruited other 

participants) it can probably be assumed that they were reliable participants, in that they 
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appeared to be speaking truthfully and had indicated that they were committed to the 

process. 

 

 

D. Limitations 

A major limitation with the focus group may have been in having had only one, 

heterogeneous grouping. It would probably have been better with two groups, one self-

identifying as pro-choice and one self-identifying as pro-life. This could have lessened 

potential discomfort in voicing “unpopular” views and made participants more liable to 

be truthful in their answers. Since the purpose of the focus group was not to make broad 

generalizations about the topic, there was no need for making sure it was a heterogeneous 

group. 

 

Another drawback was that several of the people who participated as Key Informant 

Interviewees were also part of the focus group. It could be reasonably assumed that since 

two of them were known as activists, their position on the issue of abortion might be 

widely known, and the other focus group participants might have been familiar with 

them. This might have had an inhibiting effect on participants’ answers. 

 

The focus group participants also represent a higher level of educational attainment than 

the population as a whole and most probably a higher socio-economic group. They were 

skewed female as many of the participants were attending school at St. Catherine 

University.  Since many of the participants were invited by two of the students, both of 



	 83	

whom are fairly well known to be pro-choice and activist, those invited might be 

assumed to be more pro-choice than the general population—however, there was not the 

case; there was not a pronounced unanimity of thought and answer, which was in itself 

interesting and illuminating. 

 

It is also generally optimal to have one researcher moderating the focus group session and 

asking the questions, while another researcher records answers and notes behaviors and 

other interesting occurrences. However, in this instance there was only one researcher, 

performing both roles. This may have led to some things being overlooked, such as 

paying close attention to body language and the interactions of the participants, but it was 

unavoidable.  

 

Additionally, since several of the participants were uncomfortable with the session being 

taped in any way, answers and conversations had to be transcribed long hand, as was 

done for Key Informant Interviews.  
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XI. Is Re-framing The Abortion Debate the Key to Keeping It Legal? 

Gay Marriage or Freedom to Marry? 
War on Terror or Police Action? 

Pro-life or Pro-choice? 
 
 

 Words matter. Images matter. But most importantly, how you think about putting words 

together, along with how you conceptualize them and how you frame the conversation, 

matters most. What you think of when you hear one slogan is most likely to be different 

than when you hear another. And nowhere is this more telling than in the debate over 

keeping access to abortion legal. 

 

The power of words to frame an issue is probably the most important and 

unacknowledged aspect of the debate that surrounded legalizing abortion during the 

turbulent decades leading up to Roe V Wade in 1973. And it is hard for many “Second 

Wave Feminists” to acknowledge that once the issue was framed as “Pro-Life” versus 

“Pro-Choice,” half the battle was already lost. For who isn’t “Pro-Life?” Even though the 

Supreme Court ruled that the battle was won, the war continued on, and public sentiment 

keeps shifting uneasily every few years, fueled by “fighting words.” 

 

The idea of framing has gained currency over the past 20 years, particularly in the 

political realm. The idea of framing initially came from a paper by Professor Robert M. 

Entman, while the chair of the program in Communications, Media and Public Policy at 
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the Center for Urban Affairs and Policy Research at Northwestern University, in 

Evanston Illinois. His scholarly ideas became popular currency (Entman, 1993). 

 

Professor Entman was initially addressing the issue that “…communication lacks 

disciplinary status because of deficient core knowledge.” He proposed bringing together 

insights and theories that were scattered across many areas into one location—

communications study—that would synthesize related theories and concepts and expose 

them to rigorous examination. The example he chose to illustrate this, as a case study, 

was the idea of “framing.” What was initially an academic idea and paper became 

popular, particularly in 2004, when George Lakoff wrote a book for progressives to 

explain why they kept losing elections—and to help them with their deficient messaging. 

(Lakoff, 2004) 

 

Entman offered “framing” as a case study of scattered conceptualization. He felt that 

though bits and parts of it were widely known and studied across a variety of social 

sciences, there wasn’t a general statement of framing theory that shows exactly how 

frames become embedded in text or influence thinking. Entman felt the discipline of 

communications might be able to synthesize a key concept’s disparate uses, showing how 

they invariably involve communication and to construct a theory from that (Entman, 

1993).  

 

The primary thought was that the concept of framing consistently offered a way to 

describe the power of communication. It was a way to analyze a particular 
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communication’s influence over human consciousness for the transfer (or 

communication) of information from location—such as a speech, an utterance, news 

report or novel—into our consciousness.  

 

Framing essentially involves “selection and salience:”  

 

To frame is to select some aspects of a perceived reality and make them more salient 

in a communicating text, in such a way s to promote a particular problem definition, 

causal interpretation, moral evaluation and or treatment recommendation for the item 

described. 

 

Writing in 1993, he used as an example the “Cold War,” a frame that dominated U.S. 

news of foreign affairs until recently. The Cold War frame highlighted certain foreign 

events—civil wars—(the problems), identified their source (Communist rebels), offered 

moral judgments (atheistic aggression) and recommended particular solutions (U.S. 

support for the other side). This became our frame of reference, our worldview, for more 

than 50 years. Entman was more interested in a study of the commonality of the term as 

an academic pursuit, rather than as a practice.  

 

Entman revisited the topic in 2003, adding what he called “the Cascading activator.” He 

was responding to what he was seeing in communications post 9/11, particularly how the 

government and the media were “framing” the issue. For example, by George Bush 

labeling the tragedy, and our response, as “A war on terror,” use of the word “war” made 
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it seem patriotic to invade the Middle East and unpatriotic to want to avoid it. "Our war 

on terror begins with al-Qaida, but it does not end there. It will not end until every 

terrorist group of global reach has been found, stopped and defeated." If it had been 

framed as the work of a group or gang of criminals—which is how the FBI and police 

initially wanted to treat it—our response might have been very different. 

 

This power to influence mass thought was also picked up by others, most notably George 

Lakoff in his book “don’t think of an elephant!: know your values and frame the debate.” 

Lakoff not only studied the power of framing, but also applied it to the realm of politics 

after the 2004 elections. His interest was not only in why Republican messaging was 

resonating more with voters, but how it happened.  Lakoff pointed out that those with the 

most money can fund the research on it and those with the biggest microphone can 

popularize it; arguably Fox News on the right and Arianna Huffington on the left. 

      

 Leaders of the prominent pro-choice organizations, presumably having read the literature 

and seeing the data that the coming generation is not as pro-choice as it was assumed it 

would be, are finally thinking about re framing the debate, consciously choosing other 

words. 

 

In an article in the New York Times on July 25, 2014, Janet Colm, president of Planned 

Parenthood Action Fund of Central North Carolina said: 

   

The labels we’ve always used about pro-choice and pro-life — they’re outdated and 
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they don’t mean anything. I used to be a one-issue voter — pro-choice — but I think 

most younger people today aren’t. 

Anti-abortion activists have noticed that their opponents have all but stopped saying pro-

choice, and they count that as a victory. “I find it very encouraging that they find that 

after 40 years they have to do something different because they know it’s not working,” 

said Carol Tobias, the president of the National Right to Life Committee. (NYT, July 24, 

2014) 

Just as longtime activists and historians of the abortion movement cannot cite a moment 

when pro-choice became advocates’ preferred label, current leaders of women’s 

organizations cannot pinpoint when it began losing popularity. It has been gradual, they 

say, prompted by politics and poll findings back to 2010, the year President Obama’s 

Affordable Care Act became law and Republicans subsequently made gains in Congress 

and state capitals. Since then Republicans have spent a good deal of energy attacking the 

law, its birth control provisions, and Planned Parenthood and Democrats’ economic 

agenda for women. 

Cecile Richards, the president of Planned Parenthood Federation of America, said in the 

same New York Times article that the change in language was something they had been 

talking about for several years: 

I just think the ‘pro-choice’ language doesn’t really resonate particularly with a lot of 

young women voters. We’re really trying to focus on, what are the real things you’re 

going to lose? Sometimes that’s rights. Sometimes that’s economic or access to health 
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care for you or for your kids. 

 

Pro-choice became commonplace after the 1973 Roe ruling, to counter the pro-life label 

of the anti-abortion movement. The description was seen as having broader appeal than 

“pro-abortion,” since it fit those who were personally against abortion but opposed any 

government control over women’s health decisions. 

Suzanne Staggenborg, a professor at the University of Pittsburgh who researches social 

movements has also discussed why the terminology of choice has been used for so long. 

‘Choice’ has been extraordinarily successful as a frame for the abortion-rights side 

because a lot of Americans may not like the idea of abortion but they definitely agree 

with the idea of choice. And they agree that it should be a woman’s choice in 

consultation with her doctor. 

But by 2010 some abortion-rights activists were beginning to sense that the term pro-

choice was virtually meaningless to younger women, the voters that would be needed for 

upcoming elections. This was confirmed by post election polls and focus groups 

commissioned by women’s organizations and Democrats to understand what went wrong 

in the mid term elections. 

Among the findings, many young women, when asked whether they were pro-choice or 

pro-life, said pro-life (see page 4, above). Yet they supported the Roe ruling. Some 

explanations given for the contradiction were that these self-described pro-life voters 
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were “talking about their personal decision-making, for themselves, and not about what 

they want to push on others” (NYT, 2014). But these results show weakness in the pro-

choice label, which was recognized by other pro-choice organizations. 

Emily’s List, a political fund-raising organization formed three decades ago to back 

female candidates who support abortion rights, still says on its website’s home page, “We 

ignite change by getting pro-choice Democratic women elected to office.” But its 

research arm, American Women, like Planned Parenthood, has also done extensive 

polling and recently produced a “tool kit” for candidates and activists — customized for 

each state — of economic policies for women, including paid leave, higher minimum 

wage, equal pay for women and men for equivalent work, and birth control coverage.  

The broadened message from women’s groups coincided with — and, they say, was 

hastened by — Republicans’ actions after taking control of the House and some state 

legislatures in the 2010 elections. Congressional Republicans sought to defund Planned 

Parenthood, threatening a government shutdown.  They began a campaign to repeal the 

Affordable Care Act, which includes specific benefits for women: mandated coverage of 

contraception, mammograms and annual gynecological exams without co-payments, an 

end to an insurance industry rating system that charged women more than men, and a ban 

on insurers refusing to cover people with pre-existing conditions. 

Republicans singled out birth control benefits of the Affordable Care Act as a violation of 

employers’ religious freedom. They proposed “personhood” amendments defining life as 

starting at conception, which would criminalize not only abortion but also some fertility 
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treatments. Thus does language inform opinion which informs decision-making which 

informs legislation which affects and informs us all. 
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XII. Is Brand Advocacy the Answer? 

Customers as advocates 
Two-way conversations 

Linking to social activism 
 

 

Given the fluidity of opinion and discussion surrounding abortion, what should advocacy 

groups do to reposition the pro-choice issue in a way that will convince Millennials to 

support the movement?  

 

To begin with, perhaps pro-choice groups need to reexamine the way they understand the 

problem when framing it and take a leaf from advertising’s playbook. Advertisers are 

becoming increasingly knowledgeable, through their own research, as to the best way to 

reach this coveted target group. 

 
 
Advocacy groups need to study the way companies and advertisers view the concept of 

“brand advocacy” and incorporate it into their own forms of advocacy. The successful 

marketers are using their employees and customers as a way of validating their product. 

A Millennial is most likely to buy something (or believe something) because it’s been 

vetted and validated by a peer. Pro-choice groups need to be more attuned to giving a 

face to their organization. Millennials will respond better to “Jessica,” “Emily,” or 

“Dylan,” who tell their story in a way that represents the group’s goals. 
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Astute advertisers have found that engaging influencers to become brand advocates is the 

key to success. With the advent of all the myriad platforms and channels of 

communication, and with people being able to aggregate information on individual 

preferences, advertisers have found that getting a consumer to do your advertising for you 

is a substantial way to increase their audience. 

 

Pro-choice groups should consider that: 

 

• While Millennials communicate with vast numbers of “friends” and contacts, the 

nature of those communications remains shallow, content wise. 

 

• They are still hesitant to share deeply felt or closely held opinions on social issues 

with this broad network over these platforms. 

 

• The best way to convince them of something is still the oldest: by talking to them 

in person, or by personal recommendation, validation or endorsement by their 

friends.  

 

• Millennials are willing to divulge and share vast amounts of personal information 

on line, to companies, advertisers and marketers, particularly if they get 

something, like a coupon, in return.  
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So how do groups translate this knowledge of which is the best way to convince 

Millennials (which is face to face) while simultaneously exploiting the social media that 

they are continually hooked to?  Is it an unsolvable paradox? 

 
 
The findings are that: 

• Millennials are very comfortable with social media; it is integrated and woven 

into every aspect of their life. They use it to communicate with family and friends 

about where they are; what they think of the restaurant they’ve just eaten in; to 

ask what people think about their latest purchases. Checking their various 

communications links—email, texts, social media postings—is the first thing they 

do in the morning and the last thing they do at night. 

 
ComScore, Inc. in their January 2012 article, Next-Generation Strategies for Advertising 

to Millennials, noted that: 

 

Millennials are often defined in large measure by their use of digital 

technologies, and it is the digital world that appears to present marketers with 

some of the best opportunities to reach and persuade them. 

 

Some optimistic news for marketers is that Millennials appear to strongly 

engage with the media they choose to view. In this regard, digital is well suited 

to this generation, as their relative engagement versus older viewers is stronger 

for digital than for television.  
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• Millennial women need to be the ones in the forefront of the movement; not only 

because they have the most at stake, but because they have the intrinsic 

knowledge and intuition of how to best reach their cohort; which social media to 

use; how to brand and tie things together. 

 

In Advertising age Jeff Fromm states: 

 
Millennials celebrate brand purpose. This is one of the most compassionate 

generations with regard to social issues. This quality extends to purchasing and brand 

preferences; research shows that millennials will seek out and buy brands that support 

a cause that aligns with their values. With you analyze brands they prefer—Nike, 

Target, Gap—each is strongly connected with a social purpose. The purchase then 

makes the buyer feel better about him or herself. 

 

• The message should be: This is about you. This would resonate because 

Millennials like to have messaging and advertisers talk with them, not to them; 

this reasoning should hold with social movements. 
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Jeff Fromm:  

 

Millennials want a personal connection. Millennials don’t want to be spoken to, they 

demand to be spoken with. They engage with brands that allow them to make 

personal connections…they expect a dialogue. With Millennials, the days of pushing 

a brand message only through storytelling are over. Brands must embrace a two-way 

dialog in the form of “story-doing,” which means giving consumers the opportunity 

to co-create products, services,11 the experiences by which the 

products/services/ideas are delivered and enjoyed; and the marketing and social 

media messages. 

 

In one of the Key Informant Interviews, EM had stressed that advocacy groups needed to 

be where Millennials are: 

 

They really need to come to where we hang out: coffee shops, music festivals, at the 

shopping centers, at our schools. And it’s better if they try and talk to us as though 

they’re a person talking to a friend—not just some nameless, faceless big 

organization trying to make me believe something. 

 

 

 

 

																																																								
11 Or social movements 
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XIII. Recommendations 

Go where they go 
Find the influencers 

Plug into the networks 
Personalize the movement  

Facilitate face-to-face discussions 
 

 

Marshall McLuhan told the Baby Boomers “the medium is the message;” today he might 

tell Millennials that the messenger is the medium. They are the most-connected 

generation in history — never far from a constant data stream tied to family, friends and 

the world at large. They are part of one vast network of information and opinion 

exchange. More than 90 percent of Millennials say they check their phones before getting 

out of bed in the morning and that it’s the last thing they do before turning off the lights 

at night. They are never more than a nanosecond, a node and a cell tower away from 

knowing what’s going on with one another. 

 
Interdependence on this networked community has resulted in Millennials valuing the 

opinions, reviews and endorsements of friends, family and acquaintances above claims 

made by officials, professionals, celebrities or corporate brands. A few key “influencers” 

can have an impact much farther than a single classroom, coffee shop or workplace. They 

seek meaning and engagement through this sharing of key experiences — usually via 

smartphone. 

 

As retailers have begun to exploit these findings, so too must the purveyors of social 
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issues and thought. Pro-choice groups should be gearing up to use this addiction to 

constant sharing and feedback by injecting themselves into the data stream where 

Millenials live, to get them to not only visit relevant websites, but to feel that these sites 

(and organizations) are part of their individual “brand.” By having a presence and 

blending in where Millennials congregate virtually and physically, through music, 

fashion and information exchange, a pro-choice group might become familiar parts of 

someone’s networks and circles. By finding and convincing the convincers, ever 

widening circles of Millennials will be hearing and receiving this message about 

reproductive choice and health: 

 

This	is	about	you,	your	friends,	and	your	futures	

Do	you	want	a	future	where	you	decide	who	you	are,	where	you	go,	
and	how	you	live	your	lives?	

	
Do	you	want	a	future	where	other	people	make	the	decisions	that	

should	be	yours	to	make?	
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XIV. Conclusion 
 

A changing sense of identity 
Allegiance mobility 

A point on a line 
 

 

There is a temptation to say that each generation defines itself in opposition to previous 

ones, claiming superiority based on accrued knowledge and technological advances. 

There has also been the widespread belief that history is, in broad terms, an arc towards 

the future; each generation moving slowly towards a more thoughtful, reasoned society 

whose hallmarks would be a universal consideration for a common good. 

 

Millennials’ parents and grandparents will say—with some justification— they grew up 

in an era more fraught with war, horror and instability than what we are seeing today. But 

there are indications that this generation is wobbling along on a knife-edge more 

precarious and uncertain than in previous times.  

 

They are growing up in a world far more fragmented along theological, ideological, 

technological, cultural and economic fault lines than we’ve ever seen. Older tribal 

identities are threatening to reemerge and replace the notionally modern political entities 

created over the past 200 years. Prejudices thought dead and buried have resurfaced, and 

barbarities unimagined in modern times have become horrifyingly commonplace. Modes 

of thought have in many instances reverted to dependence on faith and the willingness to 

believe whatever it is you want to believe, irrespective of verifiable fact. 
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Millennials are the first generation in our history to face a less promising future than their 

parents, with the very real possibility that they will shoulder the financial, economic and 

social burden not only for themselves and their children, but for their parents and 

grandparents as well. How do we talk to them in a way that will mobilize them to storm 

the metaphorical barricades, in defense of a concept—reproductive choice—that has little 

intrinsic meaning for them? 

 

What are the words and phrases that gave meaning to the transformative historical 

movements for social change, and how have they been woven into society’s collective 

memories today?  

 
 

• “Give me liberty, or give me death.” 

• “We shall overcome.”  

• “Hell no, we won’t go.” 

• “Keep your church off my body.” 

 

What are the ways each movement has exploited new and evolving technologies to 

distribute their message to the widest possible audience?  

 

Hammurabi ruled for only 50 years, around 1750 B.C. E., but his 300 transformative laws 

were inscribed in diorite pillars almost two and a half meters high and posted around his 

growing kingdom for anyone to read.  
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Aided by the newly created printing press, copies of Martin Luther’s Ninety-Five Theses 

spread throughout Germany within two weeks and throughout Europe within two months.  
 
 
Harriet Beecher Stowe’s, “Uncle Tom’s Cabin,” was read and then dramatized widely 

across pre-Civil War America. Her imagery was so powerfully effective that President 

Lincoln wryly referred to her as  “The little woman who wrote the book that made this 

Great War.” (1896).     

 

Televised images of a shattering war in Vietnam and of the millions marching against it 

invaded people’s living rooms during dinner and were key in fueling and sustaining the 

anti-war movement. 

 

And in the continuing maelstrom surrounding the debate over abortion, activists on both 

sides are continually trying to refine their messages and changing the methods of getting 

them across, sometimes nuanced, sometimes bluntly. 

 

The Greek Isocrates and the Roman Cicero describe speech as that which lifted us out of 

savagery and enabled us as humans to cooperate in order to create all the good things that 

make our lives better, all that we call civilization (Campbell, Karlyn 2009). 
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In Strategic Communications, we are all too familiar with the ability and effort to capture 

the imagination of people, to be used for myriad purposes—some for profit, some for 

ideology. These skills can be used to persuade us, even against our interests, through 

what Edward Bernays, the founder of modern public relations, calls the “engineering of 

consent,” a process of molding public opinion by which we come to support policies and 

practices that are inimical to our values and dangerous to us, but beneficial to others 

(Campbell, 2009).  

 
 
In all of the debate, discussion and dissection of what forms of messaging should be 

aimed at Millennials, it is imperative that we acknowledge what sets this generation apart 

from those that came before. Perhaps the most glaring difference stamping this group—

even between one end of the Millennial continuum and the other—is what may ultimately 

be their most defining characteristic: their familiarity with, and relationship to, the 

technological advances that have grown exponentially since the 1980s.  

 

The fundamental changes in the way information is received and processed is being 

redefined and rewritten every day, and the impact this has and will have for message 

formation, distribution and reception is still in flux. What may be the most important 

consideration coming up is what technological language everyone is capable of speaking, 

and whether one is a native speaker and resident, where this is the lingua franca, or 

admitted there merely on a tourist visa or working with some silicon chip equivalent of a 

green card.  

 



	 103	

In 2010 A.C. Grayling defined more precisely these differences and people’s relationship 

to technology:  

 

 A distinction is drawn between the younger generation of people who are 

‘Technologically native’ and the older population that are ‘Technological 

tourists,’ that is, rather tentative and not fully competent ‘venturers’ [sic] in the 

land of computers and powerful mobile phones and the like—they do not know 

the language well and miss a great deal of what is happening, what is possible, 

what is coming at them with the speed of light in this brave new world of 

technology. Technological natives, by contrast, consist of those who have grown 

up acquiring hyper-fast thumbs on their mobile phones buttons, who read with 

comfort the tiny screens and take every new development in their stride and with 

relish. (p. 161) 

 

An extension of this might be the concept that “citizenship” in the not so distant future 

depends less on place of birth than the places you inhabit on the Internet; your address is 

not on a lane it’s on a WAN;12 whether your native language and fluency is the language 

of technology—spoken not with vowels and consonants but in bits and bytes; and if your 

allegiances are fostered not by geography, place and shared history, but determined by 

brand loyalties and sub-culture choices. Your community of choice is not determined by 

proximity—but by who is like-minded and who you seek out.  

 

																																																								
12	Wide Area Network 
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It’s an abstract construct whose map does not have contiguous borders, but is a matrix 

with stars: points and lines and boxes of wires. It is the place that Millennials increasingly 

call home. And if you want to reach them with political or social issues messaging,  

 

 

You better know how to find them 

The old ways  

Are not going to work  
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