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Executive Summary
This fall Zenith worked with 1ForAll, a non-profit organization whose mission is to
educate students on the five freedoms protected by the First Amendment. Our
campaign was focused on educating students studying majors in CSULB’s College of
Health and Human Services.
Prior to the implementation, we researched our target audience via surveys to
determine what they knew best about the First Amendment so that we could tailor our
campaign to educate them on what they did not know. We determined our strengths
and weaknesses before holding a focus group and hosting events during our
implementation period. The events we held consisted of having students interact with
us and share why they are thankful for the First Amendment by writing on a interactive
display board.
We also utilized social media - Instagram specifically - to educate our target audience
with content that displayed explanations and examples of the five freedoms being
practiced in real life situations to help spread awareness of how important the First
Amendment is. With the use of social media, we were able to reach students, who by
chance, we couldn't reach during our events. Students were still able to interact with us
on Instagram and learn about the First Amendment.
Overall, we were able to reach a large number of students between our social media
platform and our events that were held on campus. Our campaign successfully
educated and raised awareness of the five freedoms protected by the First Amendment
among CSULB’s College of Health and Human Services students.
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O U R

E X P E R T I S E

Branding
Digital Content Creation
Media Relations
Research Analytics
Social Media Management
Visual Storytelling

A B O U T

T H E

A G E N C Y

Zenith public relations is a team of students from California State University, Long Beach (CSULB) that share a
passion to provide clients with creative and quality tactics to reach their goals. By definition, zenith is the time at
which something is most powerful or successful; traits we hope to achieve for our clients. First and foremost, we
prioritize the client and their needs for where they want their business or organization to be and how they want to
get there. Working with honesty and values, our Zenith team executes campaigns and research at the upmost and
competitive level. We aspire for the highest level of influence and choose to remain a true support system for all
clients that cross our path.
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COPYWRITER
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Emily is a public relations student at CSULB. She has a
passion for film and aspires to work for Disney production
studios. Over the past two summers she has interned at
Entertainment Lab, a talent management company in
Beverly Hills and at The Santa Monica Chamber of
Commerce for Marketing and Events. Emily will utilize her
strong writing skills, social media expertise, attention to
detail and strategic thinking to execute professional and
easy-to-understand works for clients and their audience.

JOHN KENDRICK
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DIRECTOR

OF

CREATIVE

SAROSH ZUBERI

CONTENT

John is currently a student-athlete and double-major at
CSULB. John has acquired an abundance of skills, including
strategic planning and website building. As a student
athlete, John has proven his dedication to the
development and success of a team environment,
establishing him as an elite co-worker and group member.
During his time at CSULB John has had the privilege of
interning for reputable organizations such as the Special
Olympics of Southern California and even his own CSULB
Track and Field team. John hopes to utilize his skill and
bring his wit and creativity to the table as he takes on the
role of Director of Creative Content.

MARISSA MOBLEY

|

MEDIA

TEAM

LEAD

&

CREATIVE

DIRECTOR

Krystal is a senior at CSULB, currently majoring in public
relations. Her various internship roles have given her the
ability to learn creative strategies that gain public interest
and encourage interaction. Her most recent internship
experience with the environmental non-profit, Sierra Club,
has strengthened her branding and visual storytelling
skills. Krystal will oversee all designs in relation to the
agency from logo design and graphics, document layout,
presentations, campaign signage and more.
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ACCOUNT

EXECUTIVE

Sarosh is a senior majoring in public relations at CSULB.
His experience pitching, writing releases, researching
projects and working under a corporate structure have
given him the ability to manage projects and work under
deadline effectively. Sarosh has also worked for both nonprofit and for-profit organizations, providing him a variety
of skills in different work environments. His recent
internship at Slickdeals, an Alexa top-100 ranking website
in the U.S., has taught him the ability to coordinate and
follow-up with projects delegated to him. Sarosh will bring
forth his skills to ensure successful completion of tasks
and satisfaction for clients.

ALYSSA CASIANO

DIRECTOR

Marissa is a senior public relations student at CSULB.
During her time in school she has been involved in the
sorority, Delta Gamma, where she served two terms as the
Director of Social Media and one term as the Vice
President of Membership Education. Previously, Marissa
was an Editorial Intern for College Fashionista where she
wrote monthly articles about fashion, beauty and lifestyle.
Through her endeavours, she has gained experience in
content creation, social media management and media
relations. Marissa will oversee social media campaigns for
the client and manage media outreach.
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RESEARCH

ANALYST

Alyssa is a senior studying public relations at CSULB. With
previous internships under her belt, she has gained handson experience with public relations and social media as
well as creating original written and graphic content for
different media platforms. In her recent position at the
start-up company, Stamina Pro Patch, Alyssa was
responsible for conducting interviews with professional
athletes, providing her with knowledge on how to target
the right audience for a running campaign. Alyssa will use
strong research methods by creating surveys, organizing
interviews and using content analysis to understand the
client’s target audience.
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Phase I
R E S E A R C H

Background & Situation
SWOT Analysis
Primary Research
Secondary Research
Key Publics

Background & Situation
Background
The U.S. Constitution’s First Amendment states, “Congress shall make no law respecting
an establishment of religion, or prohibiting the free exercise thereof; or abridging the
freedom of speech, or of the press; or the right of the people peaceably to assemble,
and to petition the Government for a redress of grievances.” This amendment was
written to protect religious minorities, protesters, press and more, guaranteeing their
right to personal freedom.
About the Program
Nonpartisan program, 1 For All, was founded by a group of educators, journalists,
lawyers, authors, artists and more from the Chicago area in 2007. The program earned
its name by reminding people of the First Amendment to the U.S. Constitution. Their
goal is to support the First Amendment freedoms of religion, speech, press, assembly
and petition. Not only do they offer support to those mentioned, but the program also
provides teaching materials and lesson plans to help the public learn about their First
Amendment rights.
Past Campaigns
During the early years of 1 For All’s program, they launched a campaign, festival style,
on a number of college campuses in efforts to reach a mass amount of students. In
2010, they began launching national marketing campaigns featuring celebrities such as
Ellen DeGeneres, Brad Paisley, John Mellencamp, Blake Shelton and Ke$ha. Media and
organizations also began supporting the program, spreading the word of 1 For All and
building awareness.
The program gained traction in the U.S. and was invited into high schools, starting a
new competition known as, “The Great First Amendment Challenge,” encouraging
America’s high school instructors to teach their students the importance of the First
Amendment.
Present Time
Today, 1 For All is apart of the John Seigenthaler Chair for Excellence in the First
Amendment Studies program at Middle Tennessee State University where they create
new rounds of campus events across the United States. The program has also
remained heavily involved on social media platforms such as Twitter
(@FreeSpeechMTSU) and Facebook (@firstamendmentencyclopedia).
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SWOT Analysis
S T R E N G T H S

W E A K N E S S E S

The organization markets their campaigns
to their target demographics.

The relationships with partners are not
well maintained.

They gain traction by using celebrity
partners to promote the organization and
awareness.

Digital interactions with the target
audience are minimal.
There is a lack of presence on the main
social media platform, Twitter.

Social media marketing via Twitter
impressions is well-maintained.

Of the many social media platforms
available, only one is majorly used.

The First Amendment is simplified,
making it easy to understand by the
target audience.

There is a lack of interest or intent to
market to an older audience.

O P P O R T U N I T I E S

T H R E A T S

Provide the target audience with
quality/factual information that can be
utilized in everyday life as an American
citizen.

Opposing views that threaten the First
Amendment freedoms.
Authority figures distorting facts for their
own benefit.

Strengthen interactions with the public on
multiple digital and social platforms
(Instagram, Twitter, LinkedIn, 1 For All
website outside of university site).

Student fear of being ridiculed for
practicing rights and having opinions.
Criminals that abuse the freedoms to
cause chaos and stir emotions.

Pay special attention to high traffic areas
around college campuses and focus on.
Utilize club meetings, social events and
campus media to spread awareness to
students throughout the semester.
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Primary Research
Introduction
To develop a baseline knowledge of what our target audience knew about the First
Amendment we reached them through in-class visits, a survey and a focus group. We
posted the link to our survey on social media and followed CHHS students, hoping they
would see our account and take the survey. We also arranged to meet with Criminal
Justice Student Association to hold a focus group.
Online Survey
The survey was distributed via social media as well as physically during visits to CHHS
classrooms where students could scan a QR code on a handout and be taken directly to
the survey. The survey was made up of six questions, asking the students age, gender,
if they’re a U.S. citizen, year in school. It also asks them to identify the five freedoms in
the First Amendment, and if they think there should be limitations to the First
Amendment.
Results
93 people were surveyed, of that 80 fully completed the survey. The results
show that the vast majority of CHHS students are not aware of their rights.
Only 5% of those surveyed correctly selected the 5 freedoms covered by 1A.
Over 50% selected a freedom that is not covered by the constitution at all or is
related to another amendment. The most appalling finding was that 4 out of 10
respondents felt there was a need to limit the types of speech covered to
prevent the spread of hateful or violent speech. These results show that there
is a clear need to educate students about their rights as Americans.

Key Findings
40.26% of respondents felt that there was a need for limitations to the First
Amendment (1A) to protect the spread of hateful or violent speech
Only 4 out of 80 full complete respondents correctly selected the 5 freedoms
provided under the 1A
41 of 80 respondents selected “freedom to own property” as a covered
freedom under 1A
All 80 respondents selected “freedom of speech”
3 of 4 respondents that correctly selected the 5 freedoms agreed that there
should be limitations placed on 1A to protect the spread of hateful or violent
speech
4

Focus Group
The focus group we established was with students in the Criminal Justice Student
Association. We began with a brief introduction of why we were holding the focus
group, introducing who we were and asked a total of six general questions about their
knowledge on the First Amendment and how they express it. We offered them donuts
and coffee as an incentive and a chance to sign our interactive display board to
express why they’re thankful for their five freedoms. There were a total of 18
participants who currently major or minor in CHHS and the discussion lasted an
estimated 30 minutes.
Key Insights
Students felt the First Amendment was important to have and practice.
Specifically, they touched on freedom of speech and how crucial it is to have on
college campuses. They felt it was good to be able to have people express
themselves and have a voice that can be heard. However, they also
acknowledged that there can be opposing views when it comes to freedom of
speech and it overall should be respected and practiced peacefully on
campuses.
Location : CSULB Student Union
Date : 11/5/2019
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Secondary Research
Introduction
Our secondary research includes information from 1 For All’s past campaigns,
promotional materials used, impact studies and more to help Zenith better understand
the target audience and determine the best strategy to make an impact that will
educate them. Through our research, we have learned that the five freedoms of the
First Amendment are not well known, including the most popular: freedom of speech.
Relevant Campaigns
Freedom Forum Institute Survey
The 2019 State of the First Amendment survey investigating American attitudes
toward the First Amendment since 1997.
#PictureFreedom
Contest for students to enter for a change to win a $1,000 scholarship by posting
a photo on social media (Instagram, Facebook or Twitter) that celebrates what
freedom means to them.
Think First Campaign
First Amendment awareness campaign by Comic Book Legal Defense Fund
National Coalition Against Censorship
NCAC’s mission is to promote freedom of thought, inquiry and expression and
oppose censorship in all its forms.
45 Words Campaign
A Twitter campaign launched by the JEA Scholastic Press Student Partners to
promote First Amendment awareness and support.
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Social Media
The past campaigns from 1 For All, utilize major social media platforms to
increase awareness of the First Amendment and each campaign. The social
media channels used were Instagram, Twitter and Facebook.

Promotional Materials
#PictureFreedom Contest: social media
Think First Campaign: Newspaper, television and radio ads and infographics
Be Heard | Comic Book Campaign: Comic book and graphic art
45 Words Campaign: Information booths, Twitter, T-shirts, speakers, pens,
stickers
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Key Publics
P R I M A R Y

A U D I E N C E

Health & Human Services Students
Our key public for this campaign were the students in the Health and Human Services
College at CSULB. Various majors in this college include, Kinesiology, Health Care
Administration, Criminal Justice and Fashion Merchandising.
Demogrpahics
Based on the survey we distributed, 97% of participants were U.S. Citizens. A
majority of them were also women between the ages of 17 and 20.
Psychogrpahics
From the survey results we can assume that the demographics in this age
range are not likely to be educated on the First Amendment, despite a huge
percentage being U.S. citizens.
Behaviors
This demographic of students is likely to spend a lot of time on social media,
which is why we chose Instagram as our primary platform when implementing
our campaign.
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S E C O N D A R Y

A U D I E N C E

Health & Human Services Faculty
Our secondary audience for this campaign were the faculty in the Health and Human
Services College at CSULB. We believed faculty would benefit from learning about their
rights for their personal benefit and their students’ benefit.
Demogrpahics
As faculty, our secondary audience is likely to be older and overall more
educated on the First Amendment. Since the participants participants of our
survey were students the demographics on the secondary audience aren’t as
specific as our demographics for our primary audience.
Psychogrpahics
Less likely to use social media, higher disposable incomes.
Behaviors
This generation is less likely to use social media and participate in an Instagram
give away, they are more likely to stop and read posted materials on campus,
such as the 5 freedoms posters we posted around the CHHS buildings.
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Phase II
P L A N N I N G

Challenges & Opportunities
Key Messages

Challenges
Targeting CHHS
There was a level of difficulty in trying to directly reach out to assigned college as it was
one of the smaller colleges on campus and is not very active on social media or oncampus participation. Our assigned college is also made up of various departments
from recreation to criminal justice. This made is a challenge to create a campaign that
would wholly reach all of CHHS.
Bureaucracy
There was a massive challenge in dealing with the various facets of bureaucracy that
administer permissions and allowances to interact with CHHS and the school at large.
At various times we ran into roadblocks where department heads, student
organizations and so on performed in a less than efficient manner, hindering the ability
for our campaign to stay on schedule and maximize reach.

Opportunities
Pertinence of the First Amendment
With departments such as Public Policy, Social Work and Criminal Justice, CHHS has a
direct necessity of the First Amendment (1A) to perform their work. This created a ripe
opportunity to provide value for why advocacy for the First Amendment is an important
issue for students of this college.

11

Key Messages
Know Your Rights
1. Educate and understand the importance of the First Amendment.
2. Practice the five freedoms that allow you to be who you want to be.
Get Involved
1. The students and faculty must get involved to achieve a lasting impression.
2. Every post can contribute to the effort to provide students the knowledge of their
five freedoms.
Share Your Knowledge
1. Promote the development of First Amendment student advocates.
2. Spread awareness of the First Amendment to ensure people safeguard their rights.
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Phase III

I M P L E M E N T A T I O N
Strategic Planning
Campaign Theme
Timeline
Budget

Strategic Planning
G O A L S

To educate the students of Health and Human Services about their First Amendment
rights.
To fulfill student engagement with the No Limits campaign through interactive
presentations, social media and games.
To create First Amendment advocates that will spread knowledge and awareness to
peers.
O B J E C T I V E S ,

S T R A T E G I E S

&

T A C T I C S

Objective I: To educate 30% of Health and Human Services students about the First
Amendment.
Strategy I: Reach the department through print media
Tactic I: Classroom visits, passing out flyers and campaign stickers informing
students of the First Amendment.
Tactic II: Contest for students to find all five Amendment posters displayed in
and around the Health and Human Services department buildings.
Objective II: To increase awareness of the First Amendments five freedoms by 60%.
Strategy II: Creating Instagram account that educates our followers with First
Amendment content
Tactic I: Share five freedoms based on our infographic
Tactic II: Five posts of each freedom with examples of specific events that relate
to the freedom
Objective III: To achieve a social reach of 40% through our (interactive display
board), measure shares/print media from the department.
Strategy III: Students can write why they are thankful for their First Amendment on
our board.
Tactic I: Provide candy, a sticker and flyer for students who sign our interactive
display with reasons why they are thankful for their First Amendment rights.
Tactic II: Ask students to follow our Instagram profile and ask their permission to
be featured on our account. This raises followers and creates content.
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Campaign Theme
Our theme respectfully incorporates America’s iconic symbol of freedom; Lady Liberty.
Our slogan, No Limits, symbolizes that the First Amendment has little to no limits -helping students better understand their freedoms. The color pallet we chose is
parallel with 1 For All’s existing color scheme, keeping it uniform and on-brand. The
patriotic imagery and darker, less traditional colors, give a modern twist that
successfully engaged our target audience. The theme also set a tone for our social
media strategy. Overall, our theme was intended to help students understand what the
campaign is related to at first glance.
Color Pallet
GRA #737373 RED #7d2828 BLUE #2C5693 WHITE #ffffff BLACK #000000

ogos Imagery
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Timeline
Targeting CS
There was a level of difficulty when trying to directly reach out to our assigned college,
as it was one of the smaller colleges on campus and is not very active on social media
or on-campus participation. Our assigned college was also made up of various
departments ranging from recreation to criminal justice. This made it a challenge to
create a campaign that would wholly reach all CHHS.

6

Budget
Itemized List

Purpose of Spending
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Phase IV
E V A L U A T I O N
Evaluation Plan
Appendix
Creative Materials

Evaluation
During phase III of our campaign we were able to reach a fair amount of our target
audience via classroom visits, social media reach and our interactive display.
Goals
To educate the students of Health and Human Services about their First Amendment
rights.
To fulfill student engagement with the No Limits campaign through interactive
presentations, social media and games.
To create First Amendment advocates that will spread knowledge and awareness to
peers.
Objective I:
To educate 30% of Health and Human Services students about the First Amendment.
Evaluation:
According to the section on CHHS on CSULB’s website, there are 6,327 undergraduate
students in the college. To reach 30% of those students would be approximately 1,900
students. Based on our implementation we can conclude we reached 310 students
between 150 stickers handed out during classroom visits, 91 survey responses, 18
participants in a focus group and 51 Instagram followers during our campaign. While
we did not reach as many students as we had aimed for, we still achieved our first goal
of educating students on their First Amendment rights.
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Objective II:
To increase awareness of the First Amendments five freedoms by 60%.
Evaluation:
Based on our survey responses, 14% of those who responded said the right to bear
arms was protected under the First Amendment. 10% said the right to own property
was protected as well. To educate our target audience on the freedoms actually
covered we created infographics for our social media and posted them along with real
world examples of the freedoms in use. Based on our Instagram analytics, an average
of 50 individual accounts saw each post. We utilized social media and social media
promotions to reach our audience and educated them on the First Amendment. We
drove traffic to our social media by telling students in person to follow our account as
well as doing an Instagram giveaway and promoting the giveaway via posters hung in
the CHHS buildings. We did achieve our goal of engaging students with our campaign
by the interactive display, classroom visits and the giveaway.
Objective III
To achieve a social reach of 40% through our (interactive board), measure shares/print
media from the department.
Evaluation
By promoting posts on Instagram we were able to generate 555 impressions over three
promoted posts. With the focus group we held, we were able to pick the brains of
students on their knowledge of the First Amendment. While we didn’t create First
Amendment advocates as mentioned in our goals, we spread awareness via the focus
group, interactive display, social media and the social media giveaway.

20

Appendix
C R E A T I V E

M A T E R I A L S

Survey Results
Q U E S T I O N

1
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Survey Results
Q U E S T I O N
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Survey Results
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3

24

Survey Results
Q U E S T I O N
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Survey Results
Q U E S T I O N
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