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executive summary
The First Amendment is often overlooked by many, however it is one of the most important amendments
that every resident of the United States utilizes every single day without their knowing. Despite the
necessity for every single right that is given to us by the First Amendment, not many know about it,
especially the future leaders of America. Tesseract PR was tasked with developing and implementing
strategic and creative ways to raise awareness for the First Amendment amongst students at California
State University, Long Beach (CSULB), specifically College of Business (COB) students.
Firstly, in order to understand the audience and prioritize what is needed to raise awareness for the
First Amendment, we conducted research on our key publics. We focused on utilizing surveys and focus
groups which involved 126 number of COB students. The results based off our primary research was
complemented with our findings from our secondary research which identified the thought process,
behavior and commonalities that allowed us to establish how to accomplish goals set.
Upon completion of our research, we were able to begin implementing strategies and tactics to
accomplish our goal of raising awareness. Through the use of mass communication efforts, we were able
to establish a presence amongst the key public. By conducting classroom visits with classes that averaged
100+ students, we were able to lay a foundation in which students knew who, what and why we were
doing what we were doing. Along with creating connections with key organizations within the COB and
various other organizations across campus that helped boost our visibility. Once established, we then
began using traditional, digital and social media tactics to increase not only the awareness of the first
amendment, but our Hi-5 event, in which we invited our key public, COB students, as well as our secondary
audience, that being any other CSULB student, to attend. Tesseract PR was not only able to establish a base
to tackle the problem, but to achieve the goals that were set as well.
Tesseract PR sought to increase awareness of the First Amendment through different ways in which we
were able to measure, as well as conduct post-event evaluations to further the efforts and improve our
reach upon CSULB and the COB students. Our campaign theme “Hi-5” was to inspire others to know and
remember the five rights provided by the First Amendment and pass along the message with a Hi-5.
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Meet The Team
ALLISON michelle TURNER
Executive Director

Tesseract
PUBLIC RELATIONS

INNOVATING OUTSIDE THE BOX

Tesseract PR is a public
relations agency located
in sunny Long Beach,
California. With a team of
PR experts dedicated and
well-equipped to bring
your needs, goals and
expectations to life, clients
are guaranteed results. We
are innovating outside of
the box, we are Tesseract.

Allison is a Public Relations major at California State University, Long
Beach and is finishing her last semester. She has a passion for social
networking and loves to take on a company’s social media challenges.
As a previous college newspaper editor, she brings a high level of copy
writing and editing to all communication materials. With five years of
professional office experience, Allison also brings a business know-how
and quick thinking to every project. As Executive Director of Tesseract
PR, Allison will review all copy before publication, as well as oversee the
project’s timeline.

Samantha baldovines

Media Relations Director | Administrative Oversight
Samantha is a senior at California State University, Long Beach. Last
semester, she completed an internship with the Department of
Journalism and Public Relations as their LinkedIn manager. She has
experience in customer service, administrative work, social media
and community outreach. As Media Relations Director of Tesseract
PR, Samantha will oversee all communication with the campaign,
bookeeping and assist in completing the overall campaign packet.

Emmanuel tanap
Creative Director

Emmanuel is a senior at California State University, Long Beach majoring
in Public Relations. With three years of social media design and strategic
implementation, Emmanuel has the vision to fulfill your dream. As
Creative Director of Tesseract PR, Emmanuel oversees the creative
strategies for all design and visual communications.

briana mutlu
Head of Research

Providing Expert Service In:
•
•
•
•
•
•
•

Public Relations
Social Media Marketing
Brand Development
Communication Strategy
Campaign Management
Market Research
Event Coordination

Briana is a senior at California State University, Long Beach majoring
in Public Relations and minoring in Psychology. She has extensive
knowledge in research from conducting studies on topics such as
factors of attraction, the effect of music on behavior, and group
behavior. As Head of Research, Briana conducts studies, gathers data,
and analyzes the results to provide ideal implementation information.

stephanie quintanar
Legal Specialist

Stephanie is a senior at California State University, Long Beach majoring
in Public Relations. During her past three years, she has conducted
several research studies on entrepreneurial women in public relations
and compiled data for journals such as the Public Relations Review. Her
research experience created a self-enthusiasm in the legal aspects of
business and the journalism industry. As Legal, Research Specialist of
Tesseract PR, Stephanie will be in charge of collaborating with the head of
research. She will ensure that the campaign follows the 1st amendment
protocols on campus and will further synthesize any relevant legal issues to
the campaign.

CLIENT ANALYSIS
STRENGTHS
•
•
•
•
•

The First Amendment guarantees several civil liberties that we likely use every day.
Citizens can freely debate and protest speech that they have differing views on.
People are aware of the First Amendment in some form.
The First Amendment allows citizens to have a voice in their communities.
The First Amendment gives citizens a way to check higher powers by expressing their viewpoints.

WEAKNESSES
•
•
•

The First Amendment protects hate speech, which many people do not realize.
Speech that is not protected is that which is subjectively deemed obscene.
The ability to express opposing views can create lasting arguments that can create non-stop rivalry.

OPPORTUNITIES
•
•
•
•

We have the ability to educate people on which types of speech are protected and which are not.
We can encourage students to stand up for their beliefs and exercise their First Amendment freedoms.
We can collaborate with on-campus groups that are dedicated to and knowledgeable about the First
Amendment.
We can create a tailored campaign to College of Business students showcasing how they may use the First
Amendment in their future careers.

THREATS
•
•

Agitators with in-depth knowledge of the First Amendment can use it to incite frustration within communities.
Unwarranted obscene speech and expression can be punished.
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PHASE I: RESEARCH
SECONDARY RESEARCH
Tesseract PR will promote the First Amendment by studying how aware College of Business students are about their
First Amendment rights in a career-driven perspective to help students increase their knowledge about potential
career paths. Therefore, our secondary research was conducted by listing several resources offered on campus that
deal with political matters. Luckily, we found the First Amendment center who offered us several suggestions for
our campaign. We also used Westlaw to help us simplify the importance of the First Amendment for students in the
college of business by examining the major key points. The research team analyzed case studies that dealt with a
commercial speech from present court cases to older cases that have helped define the business industry. Central
Hudson Gas & Electric v. Public Service Commission and Citizens United v. Federal Election Committee gave us a
significant comprehension that corporations have the right to speak. As long as they do not disseminate misleading
information in their marketing tactics, and sustain a governmental interest by educating the public on important
issues through their commercial speech. All of the secondary research that’s being compiled until the middle of our
campaign will help us motivate students to participate in their future careers through educational tactics.

A study by Vector Marketing Corporations: Reaching 18-24 Year Old College Students
Takeaways:
• Our target public are characteristically individualistic, socially conscious, define themselves through
relationships, are more community oriented than political, focused on making a difference, are
narcissistic, open to change, creative, personal success and freedom is priority.
Citizens United v. FEC
Takeaways:
• 2010 court decision which allowed corporations to act as independent expenditures and to contribute
unlimited amounts of money for donation, namely to political campaigns. Political spending is a form of
free speech by several people whose First Amendment rights are valid as a whole as well as separate.
Commercial Speech, Central Hudson Gas & Elec. Co. v. Public Serv. Comm. of N.Y.
Takeaways:
• “The existence of commercial activity, in itself, is no justification for narrowing the protection of
expression protected by the First Amendment.” - Justice Harry A. Blackmun, Virginia v. Virginia Citizens
Consumer Council Inc.
• Central Hudson Gas & Elec. Co. v. Public Serv. Comm. of N.Y: established four prong test to determine
whether commercial speech is viable to be restricted.
(Four Prong Test continued on page 7)
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Four Prong Test
1. Whether the speech at issue concerns lawful activity and is not misleading;
2. Whether the asserted government interest is substantial; and, if so,
3. Whether the regulation directly advances the governmental interest asserted; and
4. Whether it is not more extensive than is necessary to serve that interest.
Sourced: (https://www.mtsu.edu/first-amendment/article/1536/central-hudson-test
https://scholar.google.com/scholar_case?case=1962482840967580827&q=447+U.S.+557&hl=en&as_sdt=2006)
Time, Place, and Manner Restrictions at CSULB

“Although CSULB greatly values civility, and although all members of the CSULB community share in the
responsibility for maintaining a climate of mutual respect, concerns about civility and mutual respect are not a
justification for closing discussions of ideas, however offensive or disagreeable those ideas may be.”

Takeaways:
•
•

Unprotected speech on campus: any expression violating a law, defamation, true threats or harassment,
violations of privacy or confidentiality, or legitimately conflicts with pedagogical concerns.
CSULB may enact time, place, manner

Religious Freedom and Business: Study by Cambridge University and Pew Research Institute

Takeaways:

1. Religious freedom is one of three key factors found that has significant impact on global economic growth.
2. Shows significant correlation with greater religious freedom in business and six factors: improved human and
social development, reduced corruption, stronger democratic institutions, fewer conflicts, economic growth,
favorable employee environment.
3. Religious freedom can avoid liabilities and harmful regulations by increasing religious freedom
Social Media Restrictions on Freedom of Expression
By agreeing to the terms and conditions on social media, you are surrendering some of your guaranteed freedoms.
• Instagram: Right to remove images containing explicit/obscene content even if image demonstrates literary, artistic,
or cultural significance.
• Twitter: Will censor excessive violence and pornography, but will keep content provided media is marked as sensitive
• Instagram,Youtube, Twitter, and Youtube does not protect hate speech and will take down content that discriminates
against any group on the basis of age, race, gender identity, or disability of veteran status.
• Twitter and Snapchat prohibit content created to suppress participation in political events or malicious deception of
fact. Facebook does not remove false information, but slows its circulation in feeds.Facebook is more lenient to satire
and art.
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primary research
Although our secondary research was able to provide key insights on the importance of the First Amendment in
business and general psychographics of our target age group, we wanted to determine what social media platforms
our audience is actively using, what is important to them and how the First Amendment relates to that, and
determine how aware college of business students are about the First Amendment.
Through our primary research we were able to determine the psychographics and demographics from our
target audience. COB students were an interesting group to study, because our research showed us that they
understood the importance of the First Amendment, but they did not recognize all the five amendments. Two of
the amendments that were often forgotten was the right to assemble and petition of the government. We geared
our campaigns discussion of why all amendments are important, but engaging in class discussions with them on
the rights they cannot be denied, and how they already personal use their amendment. During our Hi-5 event,
students mingled amongst each other to talk about how their freedom to religion, speech, right to press, petition,
and assembly.
KEY FINDINGS: SURVEY
• Only 15% of survey participants (n=68) could list all five freedoms guaranteed in the First Amendment
• 71.43% of survey participants reported that they use Instagram daily (n=76)
• A majority of College of Business students (65%) reported being most concerned with personal freedom over
success and money (n=70)
• 97% of survey participants said they never read the terms and conditions for social media platforms (n=69)
KEY FINDINGS: FOCUS GROUP
• College of Business students are a part of a close knit community and have strong sentiment for their peers.
• Offering food was frequently cited by participants as being a very effective way to garner participation and
excitement from students
• Students are unaware of the rights they are abandoning when using social media platforms

Key publics
Primary
The College of Business student population is approximately 4,501, with a majority of students pursuing majors
in accounting or supply chain management. One out of every eight students at CSULB is pursuing a major in the
college of business. The average age is from 18-24, and a majority of the COB is female.
Secondary
CSULB has over 150 staff and faculty members working in the college of business, with an approximate age range
of 28-60. These faculty members are professionals in the business industry and career/technology experts. Our
other secondary audience is the College of Business alumni with business experience. Lastly, CSULB students and
faculty outside of COB will be our secondary audience because we want to encourage diverse perspectives in our
campaign.
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PHASE Ii: planning
Challenges
Challenges that are faced when attempting to raise awareness amongst a specific group of college students is
to first gauge and understand how many of the College of Business (COB) students are actually aware of the First
Amendment and the five rights that come with it. We must also figure out and establish how much COB students
are aware of the First Amendment and how it can impact their future careers. Another challenge that is faced is
ensuring that that students retain the information and understand the importance that the First Amendment has,
not only as a prospective student but as a resident in the United States.

opportunities
The First Amendment is extremely important to the functioning of businesses in the American free-market.
The close dependence that business has to the First Amendment was integral in our campaign and provided a
multitude of opportunities to educate students on matters that could be applicable in their professional lives.
Marketing is the most populous major in the College of Business, in accordance with this we were able to have
in-depth discussions with our key public during classroom visitations about the nature of commercial speech in
relation to government interference.

key messages
•
•
•
•

The First Amendment is essential to business students and their careers because of its applications with
commercial speech and it’s implications and limitations.
Freedom of expression is a powerful and historical tool that can be used to disseminate strong messages to the
public.
Freedom Forum Institute discovered that a third of Americans can’t name a single freedom in the Amendment,
and we want to create an awareness about the freedoms by discussing commercial speech which to an extent is
protected by the First Amendment.
Social media platforms restrict First Amendment freedoms, but college students pay little attention to how they
are abandoning their guaranteed freedoms by using these platforms.
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PHASE IIi: IMPLEMENTATION
campaign overview
Our campaign is centered around education, engagement, and participation. Our agency sought to educate
students in the College of Business by showing them an informational video our team created, to encourage
engagement by highlighting case studies applicable to their academic and future careers and to participate in an
event about raising awareness of the First Amendment.
The First Amendment is something we use everyday. To remind students of how valuable the First Amendment
is we chose our logo to be a hand. Each finger represents a freedom guaranteed in the First Amendment and
the hand is a symbol of the power and prominence of freedom of expression. This also reinforced the students’
awareness of the freedoms and allowed them to engage with the First Amendment by stamping their handprint on
a banner reading “1 for All” at the Hi-5 event.
The Hi-5 event is framed around the power and solidarity of our hands to express ourselves. We invited students
to actively engage with the First Amendment by having them put their handprints in paint on a banner and write
how they use the First Amendment. This event recognizes the individuality and expression of the students while
providing information about the way the First Amendment is used in business.

goals
•
•

To educate College of Business students at California State University, Long Beach about the five aspects of the
First Amendment.
To encourage students to use First Amendment liberties, namely freedom of expression and commercial
speech, by participating in our Hi-5 event.
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objective 1
To raise awareness about First Amendment freedoms among 300 students in COB.
STRATEGY: Communicate with COB students through original content presenting the five freedoms in a way that is
applicable to them as students and professionals.
Tactic A : Visit large lecture halls in the COB and give a presentation that details: protected and unprotected
speech at CSULB, case studies from the First Amendment that pertains specifically to business economy and flow.
Tactic B: Create social media channels, LinkedIn and Instagram providing tips, quotes, and limitations about the
First Amendment.
Tactic C: Distribute pamphlets during two weeks of implementation to students educating them on proper uses
and facts about the First Amendment.
Rationale:
Our research showed us that students exhibited an average familiarity with the First Amendment, but they had
little to no familiarity with its practical applications. To raise awareness we held classroom discussions as a Socratic
seminar where students questions and knowledged fueled the discussion. By using their knowledge as a starting
point we were able to provide in-depth information about First Amendment uses/misuses to further strengthen
students education.
Challenge:
California State University, Long Beach is a commuter school, students often have little time to dedicate
to extraneous activities on campus. Furthermore, it proved difficult to initially raise interest about the First
Amendment because students perceived it to be irrelevant at the moment and did not want to dedicate their
scarce leisure time to an educational movement.
Opportunity:
These challenges necessitated that we create the relevance for our students by finding recent high publicity
First Amendment cases, discussions and cases on social media’s limitations on free expression, and focus on the
everyday importance of the First Amendment. This motivated us to do in-depth secondary research so that we
may encourage free discussion on what students should know about the First Amendment. The specificity of our
research/ focus on relevance allowed us to carry out our classroom visitations in the form of a Socratic discussion
which encouraged participation and interest in the First Amendment. This form of presentation let students lead
the discussion based on what topics were apparent to them and what they wanted to know more about.
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objective 2
To have 50 COB students participate in the Hi-5 event.
STRATEGY: Utilize traditional and social media channels as well as connections with clubs, personalities, brands
and other campus affiliates to promote the event.
Tactic A : Create and distribute a press release to local newspapers: Long Beach Post, Orange County Register, and
Beachcomber news as well as campus media: Dig Magazine, Daily 49er, and 22 West.
Tactic B: Create partnership with CocaCola, Postmates and Bumble brand ambassadors as well as student
clubs such as: Association of Latino Professionals for America and the American Marketing Association have them give
promotional items at our event and provide incentive for COB students to network at our event.
Tactic C: Foster a sense of community with COB students and the First Amendment by ending our promotional
video with pictures of students around campus and a quote of how the student expresses themselves, i.e “I am free to…”
Challenge:
Research by The Atlantic revealed that 40% of college students work full-time jobs (30 or more hours a week). This
means that students are under pressure of work, school, and personal lives and do not have ample time to dedicate
to socializing or extraneous education.
Opportunity:
In attending the event, not only are students given the opportunity to socialize and connect with those from the
same college, but are given the opportunity to be involved in an event that teaches and raises awareness of the
First Amendment and are given chances to win promotional material that will assist them during the school year.
Also, the event allows Tesseract PR to be able to physically interact with students and create a stronger connection
amongst the key public.
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objective 3
Encourage primary and secondary audiences to actively engage with the First Amendment.
STRATEGY: Develop entertaining and educational materials for students to interact with.
Tactic A : Enlist spokesperson, Christian Proverson, a former First Amendment scholar at the Center for First
Amendment Studies to give speech on the First Amendment then perform a set with his band.
Tactic B: Develop animated video emulating the life of a COB student using their First Amendment freedoms in
their careers. Present video during classroom visits to put a creative and interesting twist on reinforcing First Amendment
freedoms.
Tactic C: Post interesting quotes of landmark First Amendment cases on LinkedIn that can directly apply to
students in COB whether in their everyday professional life or life on campus.
Tactic D: Post comedic videos on Snapchat and Instagram of Tesseract team on campus interacting with COB
students. Ask them “How do you express yourself?” then give them a high five and remind them the freedom associated
with their expression.
Challenge:
In 2019, students face an increasingly hostile political environment and many students shy away from opportunities
that seem to be associated with any political party.
Opportunity:
To emphasize OneforAll’s non-partisan stance, we focused the entertainment elements of our campaign on the
freedom of expression and free flow of discussion. By inviting Provenson and his group on campus we were able to
create present a credible personality as the voice of the First Amendment. Provenson and our group were able to
educate students in a relaxed environment that students felt comfortable sharing opinions and questions in.
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timeline
WEEK 1 OF IMPLEMENTATION
11/4 Monday
•
•
•
•

Hauth Center visit to prepare for our classroom visits
Speak at AMA meeting, 5 P.M. LH-151 (25 students)
Visit COB 139-A 7 P.M. C. Macaulay (120 STUDENTS!)
Samantha unavailable 11/4-11/6, Briana and Stephanie manage socials for these days.

11/5: Tuesday
•
•
•

Promote the event on our social media channels by telling clubs to promote our event
LinkedIn, Instagram, and Snapchat posts (2 posts per day)
Speak at Association of Latino Professionals for America meeting KIN 063 5:00 P.M. (65 students)

11/6: Wednesday
•
•
•

LinkedIn and Instagram
Visit COB 110 E. Rosado-Solomon 12:30 P.M. (32 students)
Visit COB 125 3:30 P.M. E. Rosado-Solomon (17 students)

11/7: Thursday
•
•
•
•
•

LinkedIn posts
Conduct a social media audit, and analyze our data that we compiled from our classroom and club visits
Visit D. Sumpter COB 113 11:00 A.M (29 students)
Ensure people know about our event through the social listening strategy, such as discussion boards (reddit) or
instagram
CBA 139 5:30 PM (113 students) D. Abramis

11/8: Friday
•
•

LinkedIn posts
Reconnect with our contacts by email, text messages, and phone calls like entertainment, speaker, and student
ambassadors to ensure that they know the guidelines of the event
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timeline (continued)
WEEK 2 OF IMPLEMENTATION
11/11: Monday (Veterans Day)
•
•
•

LinkedIn posts (2 posts per day)
Analyze our campaigns plan by adjusting to the ideas that we gained from classroom and club visits
Print out materials for the event, and organize our free stuff

11/12: Tuesday
•
•
•

Classroom visit, T. Richardson
Classroom visit J. Echavarria
Send an update to Krista about our campaign

11/13: Wednesday
•
•
•
•
•

Classroom visit,
Hi-5 Campaign @ The Nugget from 7-9pm, (50 students) 11/14 Thursday
Put Hi-5 banner on display in COB
Look at our social media (LinkedIn, Instagram, and Snapchat) outlets to see how many impressions we made on
our outlets
Check out any newspapers who may have covered our event

11/15: Friday
•
•
•

Post survey of our event is complete (only 3 mins)
Will help us quantify how participants felt about the campaign
376 students reached w/ classroom visits
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BUDGET
FOCUS GROUP
•
•

$60.00 - Gift Cards (Focus Group)
$19.98 - Food + Water (Focus Group)

PROMO VIDEO
•

$0.00 - Animation

HI-5 PROMOTIONAL AND EVENT MATERIALS
•
•
•
•
•
•
•
•
•

$40.79 - Stamp Pads and Spin Wheel
$54.25 - Stickers (x100)
$7.96 - Hand Wipes (x80)
$7.77 - Scantron (x100)
$51.62 - Starbucks Gift Cards (10 x $5)
$9.00 - Event Flyers in Color
$44.04 - Hydroflask
$102.70 - Raising Canes: Chicken Meal; 75 fingers + Fries
$55.68 - Pizza

TOTAL: $494.58
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PHASE IIi: evaluation
An evaluation of the campaign is a method used to track the progress of the campaign and to understand whether
or not we have achieved our goals. By creating quantifiable objectives, we can ensure whether or not the strategies
and tactics used to achieve these objectives were achieved and were effective.

objective 1
To raise awareness about First Amendment freedoms among 300 students in COB. EXCEEDED
•
•
•

Through our classroom visits, event and social media we were able to raise awareness among 1500 students.
Measured through attendance sheets of classroom visitations, social media analytics
Social Media impressions: Instagram 1047 Impressions overall. LinkedIn 183 Impressions overall. Overall
social media impression: 1130.

objective 2
To have 50 COB students participate in the Hi-5 event. MET
•

Measured using sign in sheet at event. Final count of attendance: 50.

objective 3
Encourage primary and secondary audiences to actively engage with the First Amendment. MET
•

Measured through sign in sheet, social media follows, comments and likes, and handprints on interactive poster.

We met our objectives by actively listening to our primary audiences concerns about their lack of awareness with
the First Amendment. We educated the College of Business students by doing classroom visits and hosting a free
event where the First Amendment was taught by introducing the five rights of the First Amendment on their hand.
Overall, our strategies and tactics were effective and allowed us to achieve our goals.
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PHASE IIi: APPENDIX
SURVEY RESULTS
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SURVEY RESULTS (CONTINUED)
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SURVEY RESULTS (CONTINUED)
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SURVEY RESULTS (CONTINUED)
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SURVEY RESULTS (CONTINUED)
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SURVEY RESULTS (CONTINUED)

TESSERACT PR

Last Revised 12/2/2019 |

23

PHOTO/ VIDEO RELEASE FORM

PHOTO/VIDEO RELEASE FORM
I, hereby grant permission to Tesseract Public Relations, the rights of my image, in video or still, and of the
likeness and sound of my voice as recorded on audio or video tape, with payment, without payment or any
other consideration. I understand that my image may be edited, copied, exhibited, published or distributed
and waive the right to inspect or approve the finished product wherein my likeliness appears. Additionally,
I waive any right to royalties or other compensation arising or related to the use of my image or recording. I
also understand that this material may be used in diverse educational settings within an unrestricted geographic area.
Photographic, audio or video recordings may be used for ANY USE which may include but is not limited to:
· Presentations;
· Courses;
· Online/Internet Videos;
· Media;
· News (Press);
By signing this release, I understand this permission signifies that photographic or video recordings of me
may be electronically displayed via the internet or in the public setting.
I will be consulted about the use of the photographs or video recordings for any purpose other than those
listed above.
There is no time limit on the validity of this release nor is there any geographic limitation on where these
materials may be distributed.
This release applies to photographic, audio or video recordings collected as part of the sessions listed on this
document only.
By signing this release, I acknowledge that I have completely read and fully understand the above release
and agree to be bound thereby. I hereby release any and all claims against any person or organization utilizing this material for educational purposes.
Full Name: __________________________

Signature: ___________________________

Date: ______________________________
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FOCUS GROUP

*Focus Group Transciption Available
Upon Request*

FOCUS
STUDY PARTICIPANTS WANTED
Tesseract PR is a student-led public relations group.
OUR CLIENT FOR THIS YEAR IS 1 FOR ALL, A NATIONAL NONPARTISAN AND NONPROFIT EDUCATIONAL EFFORT TO BUILD
UNDERSTANDING AND RESPECT FOR THE FIVE FREEDOMS OF
THE FIRST AMENDMENT.
THE FOCUS GROUP WILL EXPLORE COLLEGE OF BUSINESS
STUDENT’S OPINIONS ABOUT THE FIRST AMENDMENT TO
THE UNITED STATES CONSTITUTION. OUR FOCUS GROUP
WILL FOCUS ON PARTICIPANTS AWARENESS, EXPERIENCE
AND EDUCATION SURROUNDING OF THE FIRST AMENDMENT.
(NO EXPERIENCE REQUIRED)

WHEN:

Tuesday, October 29th from 3:30-4:45 p.m.

WHERE:

Catalyst RM, COB 242

WHAT:

No more than 5 participants in the group (including yourself) and the
session will be audio recorded. Any and all information shared will be
confidential and the recordings will be used for research purposes only.
Email us @ tesseractpr.csulb@gmail.com or DM us on IG about your
interest to attend tesseract_pr

REWARDS: Amazon $15 gift cards and Food will be reward
to our participants for their time.
TESSERACT PR
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PRess release

Media Contact Information
Allison Turner
Executive Director
allison.turner@student.csulb.edu
(805) 540-4180

FOR IMMEDIATE RELEASE

Tesseract Public Relations will be hosting a “HI-5: First Amendment Awareness” event from 7p.m. to 9p.m. on
November 13, 2019 at The Nugget on campus.
Tesseract Public Relations is a mock organization run by students in the Journalism 471 course. Our client this
semester is the First Amendment through the non-profit organization, 1 for All.
Our event will focus on promoting the five aspects of the First Amendment primarily to College of Business students at CSULB, however we kindly encourage all students to stop by. Students can enjoy music, themed games
and chances to win prizes. We have also invited a guest speaker from the First Amendment center on campus.
For students who would like more information or to stay updated leading up to the event, visit our LinkedIn
page at Tesseract PR or check out our Instagram @tesseract_pr.
For more press information, please email allison.turner@student.csulb.edu or call (805) 540-4180.
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CLASSROOM VISITS
INTRODUCTION: Hello everyone! My name is, ___________ and this is ___________. We are here today to remind
you of your First Amendment rights on college campuses and how it may apply to your future careers.
Quick reminder of the 5 guaranteed freedoms in the First Amendment: freedom of the press, assembly, speech,
religion, right to petition government for a redress of grievances.
(PRESENT VIDEO, LENGTH 1 MINUTE 00 SECONDS)
Freedom of speech is not only limited to verbal speech, but also symbolic speech. In the landmark case of
Tinker v. Des Moines, students wearing a black armband to protest the Vietnam war were suspended, they brought
their case to the Supreme court and established the Tinker test: Students are allowed the same freedoms in a public
school as they would anywhere else, as long as their speech is not a legitimate disruption.
Freedom of expression can be limited by time, place, and manner restrictions.
CSULB has duty to restrict expression that:
Violates a law
Falsely defames a specific individual
True threats (fighting words) or harassment
Invades privacy or confidentiality
Directly incompatible with University’s functioning
CSULB is an institution that encourages every idea to be thoroughly debated without unnecessary
limitation.
In Terminiello v. Chicago, a priest in 1949 incited near riot conditions during a public speech and was subsequently
arrested. The supreme court repealed the decision, Justice William O. Douglas said, “function of free speech
… is to invite dispute. It may indeed best serve its high purpose when it induces a condition of unrest, creates
dissatisfaction with conditions as they are, or even stirs people to anger.”
Commercial speech, in 1976 commercial speech, advertising, was granted protection for its value to a freeenterprise market. In the Central Gas restrictions may still apply with the four part test
The communication is more likely to deceive its audience than to inform it.
The state must identify a substantial interest to be achieved by restricting speech
“the [State’s] restriction must directly advance the state interest involved.”
Must be narrowly tailored, not broad
The First Amendment is an extremely important doctrine that guarantees not only our freedom of
expression, but allows American people to petition our government and assemble to make a substantial change.
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