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Executive Summary  
 

PRactical ADvantage Communications worked with the Department of 

Communications Chair at Cal State University Fullerton to create and produce a series 

of videos to inform and persuade college students of the importance of the First 

Amendment. Creation of the videos fulfilled the requirements of a grant to the 

Department of Communications from the 1 For All organization at Middle Tennessee 

State University. Our end product is five short videos, one for each of the five 

components of the First Amendment. The videos can be viewed individually or as a 

complete program. Our production was made possible by the involvement of Nathan 

Jeffers, technical director of Cal State Fullerton’s TitanTV, who offered hands-on 

guidance and encouragement throughout the creation and production process. In 

addition to creating the videos that can be broadcast or streamed online, we 

brainstormed and developed ideas for future dissemination of this work. It is important 

that college students everywhere be exposed to more communication that can educate 

them about their First Amendment rights and responsibilities. Support of the First 

Amendment is essential if we are to have a free and just society in the United States of 

America. 
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Chapter 1 

 Background, Situation Analysis, Core Problem/Opportunity 

 

This chapter discusses the preparatory work of PRactical ADvantage 

Communications as we created a series of First Amendment videos to fulfill the 

obligations of the 1 for All Grant. The chapter elaborates on the grant, the consultation, 

the results from the consultation, and the research we conducted to support our video 

production work. 

Over 16 weeks of the fall semester, 

the agency developed creative and 

thoughtful videos that have great 

potential to educate college students 

on the First Amendment. We are 

excited to report the story of this 

project in detail here.  

Historically, college campuses have been known for political activism and a 

marketplace of ideas. In the past few years, many institutions have been inundated with 

controversies, and more often than not it seems the controversies are rooted in issues 

of Free Speech. In a time of hyper-partisanship and social tension, it is now more 

important than ever to promote the First Amendment and to ensure Cal State Fullerton 

remains a supporter of this founding principle.  
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Grant Funding 

The CSUF Department of Communications was the recipient of a $2,000 1 for All 

grant to fund the production of a First Amendment video. Dr. Jason Shepard, Chair of 

the Department, was the recipient of the grant and saw the opportunity as not only a 

chance to promote free speech on campus, but to provide PRactical ADvantage 

Communications with a rewarding project that would enhance the professional 

development of our students. 

The grant called for creation of a campaign to raise campus awareness of First 

Amendment freedoms and encourage student engagement on the topic. The grant did 

not specifically state that CSUF students should be targeted; our interpretation of the 

requirements was to create work that would appeal to students both locally and 

nationwide. 

We were given lots of freedom 

and creative license. The agency 

agreed to produce five videos, with one 

for each of the five freedoms of the 

First Amendment, in an effort to 

educate the campus community and 

promote the importance of Free 

Speech at CSUF and elsewhere. The 

five freedoms are freedom of speech, freedom of press, freedom of religion, freedom of 

petition, and the freedom of assembly.  
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Client Consultation 

Beginning in September, PRAD worked in close coordination with TitanTV to 

brainstorm, outline, develop, produce and deliver a set of structured videos to meet the 

requirements of the grant. 

In our initial consultation September 3 with Dr. Shepard and Nathan Jeffers, the 

technical director for TitanTV, Dr. Shepard laid out the foundation of the specific issues 

we would be addressing in the videos. Shepard also provided conceptual leadership 

and was responsible for giving us documentation to meet the expectations of the grant. 

Mr. Jeffers was brought in to lend his extensive conceptual knowledge and 

production skills to help us produce the videos, as well as ensure that the video 

production went smoothly and met expectations for professional quality and 

presentation. 

 

PEST Analysis 

Strategic planning for this campaign began with a PEST analysis. P.E.S.T. 

stands for political, economic, social, and technological . We are viewing the client as a 1

marketplace rather than a business. The advantage of using this analysis is that it 

assesses larger external factors affecting the client and the environment in which our 

message(s) will be presented. With this in mind, we are able to better understand how 

our videos will resonate with our audience and the potential threats we may face .  2 345

1Post, J. (2018). What Is a PEST Analysis? Retrieved from Business News Daily website:  
https://www.businessnewsdaily.com/5512-pest-analysis-definition-examples-templates.html 

2 Frue, K. (2018, January 22). This is Why PEST Analysis Is Important For Every Business. PESTLE  
Analysis website. Retrieved from: 
https://pestleanalysis.com/why-pest-analysis-is-important-for-every-business/ 
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Structurally Framed Organization / Communications Theory 

It is important to understand that CSUF is a structurally framed organization. 

CSUF has specific roles, tasks, goals, and policies . The rules and policies the 6

University has in place for filming and distributing information can potentially limit the 

creativity of our video and the extent to which audiences could engage with it. With this 

in mind, our systematic approach regarding strategy and delivery means that we had to 

3 Elattar, H. (2018, November 6). Construction underway at CSUF will cost about $8 million. Retrieved  
from https://dailytitan.com/2018/11/construction-csuf-8-million/ 

4 Vendor Resources. (n.d.). Retrieved from  
https://www2.calstate.edu/csu-system/doing-business-with-the-csu/contract-services-and-procure
ment/Pages/vendor-resources.aspx. 

5 New report: College students support the First Amendment, but some favor diversity and inclusion over 
protecting the extremes of free speech. (2019, May 19). Retrieved from https://knight 
foundation.org/press/releases/college-students-support-first-amendment-some-favor-diversity-an
d-inclusion-new-knight-report 

6 Bolman, L. G., & Deal, T. E. (2017). Reframing organizations: artistry, choice, and leadership. Hoboken,  
NJ: Jossey-Bass, A Wiley Brand 
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be aware of the many rules and guidelines in place to guide communication on campus 

and with external audiences. We had to be patient as we worked on the effort, and we 

had to constantly make sure what we were doing (in terms of production) aligned with 

the bureaucratic work environment of the campus. 

 

This video project was grounded in a theory of communication. Theory is 

important. It helps campaign planners understand ‘how the client views communication’ 

so that planners can focus their messages to the needs and interests of the audiences 

and publics who will receive and interpret those messages. 

 The Classical Theory of Organizations is the most fitting for CSUF and this 

particular project. This theory utilizes a machine metaphor and relies on characteristics 

such as efficiency, productivity, and precision . As a whole, CSUF has many moving 7

parts: eight colleges, numerous departments, two campuses, thousands of faculty 

members, and more than 39,000 students. It was imperative to keep all this complexity 

in mind as we conceptualized and completed our work. CSUF has comprehensive 

standards for consistent branding on its website, therefore the college maintains a 

cohesive and unified voice. We had to make sure our video was in harmony with these 

standards. 

7  Tollefson, M. (n.d). Major Theories of Mass Media and Communication [PDF file]. Retrieved from: 
https://docs.google.com/file/d/0B0TIjchCaXVtMnJQMnpyZGFkdUE 

 
9 

https://docs.google.com/file/d/0B0TIjchCaXVtMnJQMnpyZGFkdUE/edit


 

 
 

The PRAD team’s design and execution of the videos was done in conjunction 

with TitanTV, the campus broadcast operation. We identified ways the videos and other 

supporting materials could be used at CSUF or elsewhere to promote a similar 

awareness.  The final campaign product needed to meet the requirements of 1 for ALL, 

a resource foundation based at Middle Tennessee State University that focuses on the 

education of free speech and its importance in the U.S. with the goal of presentation to 

a national audience .  8

A successful campaign capitalizes on two things. First, the outcome should 

ensure that the campus community appreciates the capabilities given to them through 

free speech. Secondly, the education provided to the students when it comes to 

understanding their First Amendment rights will be crucial to our success . Various 

politically charged groups use this platform for their own agenda. These divergences 

have left others in the community questioning the values of our constitutional rights, and 

8Paulson, K. (2018). About 1 for All | Free Speech Center at MTSU. Retrieved, from Mtsu.edu website: 
https://www.mtsu.edu/first-amendment/page/about-1-for-all 
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it’s imperative that our campaign and resulting video reminded them of its importance to 

our society.  

            Dr. Shepard reminded us that, “they simply do not care.” In other words, many 

college students simply don’t think about the First Amendment and its importance in 

their life. The disparity and apprehension of the subject leads students to favor inclusive 

establishments and safe spaces over free speech. Events on campus, such as the 

controversial 2017 Milo Yiannopoulos speech at CSUF, seem to have encouraged 

many students to simply stay silent - to avoid controversy .  With so many students 9

disinterested in engaging over issues of free speech, we had an opportunity to educate 

the campus community on this topic. In a time of deep partisanship, these videos that 

result from our work can provide valuable guidance for our democracy, and for our daily 

lives. 

 

 

 

 

 

 

 

9 Tchekmedyian, A., Easter, M., & Oreskes, B. (2017, October 31). Eight arrested in protests as Milo 
Yiannopoulos speaks at Cal State Fullerton. Retrieved from 
https://www.latimes.com/local/lanow/la-me-ln-milo-comes-to-fullerton-20171101-story.html 
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Chapter 2 

Audiences and Messages 
 

This chapter identifies the audiences that the videos are intended for and the 

underlying messages that the videos support. Research conducted for this chapter 

focused on student demographics at the university as well as an overall understanding 

of the five freedoms of the First Amendment by the average college student. We also 

utilized surveys conducted by other organizations to gain a better understanding of 

students attitudes towards the First Amendment. While this campaign is focused on 

CSUF the overall message of this campaign can be applied to any institution of higher 

learning.  

According to the California State University Fullerton website, there were more 

than 39,000 students registered at CSUF for the Spring 2019 Semester . This number 10

has increased with the start of the Fall 2019 semester. While CSUF is seen as ‘a 

commuter school,’ the diversity present in the student body offers an opportunity to 

showcase the benefits of the marketplace of ideas. Our First Amendment videos can 

serve as an educational tool not just for students, but for faculty and staff who wish to 

learn more about free speech rights. 

 

 

 

10 Demographics - Assessment and Institutional Effectiveness: CSUF. (n.d.). Retrieved from  
http://www.fullerton.edu/data/institutionalresearch/student/demographics/index.php 
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CSUF Student Diversity 

Race Population Count 

Alaskan Native/American Indian 41 

Asian 8,081 

Black or African American 788 

Native Hawaiian or Pacific Islander 64 

Hispanic/Latino 16,475 

Two or more races 1,553 

Nonresident Alien 2,852 

Unknown 1,413 

Caucasian 7,763 

 11

The CSUF demographic facts for Fall 2019 conclude that Hispanic/ Latino 

students comprise 43.8% of students on campus . CSUF continues to be number one 12

in the state of California and number five in the nation in awarding of undergraduate 

degrees to Latino students. CSUF also has a diverse community of faculty and staff that 

is a secondary audience for the First Amendment videos. Cal State Fullerton influences 

economic activity statewide and supports more than 15,000 jobs.  

11 Demographics - Assessment and Institutional Effectiveness: CSUF. (n.d.). Retrieved from  
http://www.fullerton.edu/data/institutionalresearch/student/demographics/index.php 

12 Martinez, V. (2011, November 1). CSUF No. 1 in awarding Latino students degrees. Retrieved from  
https://dailytitan.com/2011/10/csuf-no-1-in-awarding-latino-students-degrees/. 
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Student Age Range at CSUF 

Age Group Percent of Students 

22-24 29.0% 

20-21 23.3% 

18-19 19.4% 

25-29 16.4% 

30-34 5.2% 

Under 18 1.1% 

35 and Over 5.5% 

 13

CSUF’s College of Communications is the largest by enrollment of all California 

universities with similar programs.  The demographics of the College of 14

Communications mirror that of CSUF as a whole: 

 

College of Communications Headcount 

Focus Student Headcount Percentage of Total 

Comm-Advertising 339 10.5% 

13 How Diverse is California State University - Fullerton? (2019, September 13). Retrieved from  
https://www.collegefactual.com/colleges/california-state-university-fullerton/student-life/diversity/ 

14 2020 California State University - Fullerton Rankings. (n.d.). Retrieved from  
https://www.niche.com/colleges/california-state-university---fullerton/rankings/. 
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Comm-Ent Studies 271 8.4% 

Comm-Journalism 280 8.7% 

Comm-Photo 11 0.3% 

Comm-Pub Rel 513 15.9% 

Communications 273 8.4% 

Communicative Disorders 552 7.1% 

Human Comm Studies 394 12.2% 

Cinema TV Arts 577 17.8% 

Screenwriting 25 0.8% 

Total 3,235 100.0% 

 15

The Freedom Forum Institute released the results of its project, The 2019 State 

of the First Amendment Survey . The survey consists of research since 1997 and 

focuses on identifying American attitudes about the First Amendment. This information 

assisted PRAD in determining how educated the student population of CSUF was on 

certain aspects of free speech . 16

The main objective of this effort was to ensure the five freedoms of the First 

Amendment are presented to the student population at CSUF (and other potential 

audiences) in an understandable format. We also intended for the First Amendment 

15 Demographics - Assessment and Institutional Effectiveness: CSUF. (n.d.). Retrieved from  
http://www.fullerton.edu/data/institutionalresearch/student/demographics/index.php. 

16 State of the First Amendment Survey. Retrieved from  
https://www.freedomforuminstitute.org/first-amendment-center/state-of-the-first-amendment/#foob
ox-1/0/FF_SOFA19_infographic.jpg. (See Page 27 for graphic) 
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videos to possibly be a centerpiece or support additional content for Cal State 

Fullerton’s First Amendment website. 

The message of this campaign to our audience of students and others at CSUF 

and, perhaps, beyond, is that First Amendment rights and responsibilities are important 

and should be everyone’s concern. 
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Chapter 3 

Objectives, Strategy, Tactics, Tools, and Goals 
 

This chapter provides an overview of our objectives, strategies, tactics, tools, and 

goals. It is important to have these elements clearly explained and to be as transparent 

as possible about the strategy and creative elements of the project.  

A strategy  is defined as “planned actions in support of a particular policy.”  17

Having an established strategy assures that a communications campaign remains a 

planned, focused effort. Our strategy for this campaign can be summarized by this 

Strategic Vision Statement: 

While working in conjunction with CSUF TitanTV, our agency conceptualized, 

executed and presented to the Department of Communications a 

professional-quality digital video that informs the campus community about 

First Amendment rights and responsibilities. The digital video primarily targets 

CSUF students and meets the expectations of the 1 For All grant obtained 

through the Free Speech Center at Middle Tennessee State University. 

 

In chapter 6, we will provide suggested additional media opportunities (social 

media, website, etc.) to heighten awareness of First Amendment rights and 

responsibilities at CSUF and beyond.  

Tactics represent the action steps taken in a communications campaign. These 

are the day-to-day activities that moved the agency towards reaching our objectives.  18

17 Marsh, C., Guth, D. W., & Short, B. P. (2018). Strategic Writing: Multimedia writing for public relations,  
advertising and more  (4 ed.). New York: Routledge. 

18 PR Planning 101: Defining Objectives, Strategies and Tactics. (2018, May 14). Retrieved December 12,  
2019, from 
https://www.communiquepr.com/pr-planning-101-defining-objectives-strategies-and-tactics/8422/. 
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PRactical ADvantage Communications employed multiple tactics in this campaign to 

make the CSUF campus community more aware of the rights and responsibilities of the 

First Amendment. In many ways, this campaign is an educational effort to bring 

“thoughtful awareness” to this important issue in 21 st Century American society.  19

 
PRactical ADvantage Communications Actions Steps:  

● Conducted a thorough client consultation with Dr. Jason Shepard, Chair of the 

Department of Communications and Nathan Jeffers, Academic Technology 

Specialist with CSUF I.T. and TitanTV 

 

● Conducted extensive research on the First Amendment and its five components 

 

● Conducted extensive research on awareness of First Amendment rights and 

responsibilities by the public in general, by college students in general, by college 

students at CSUF 

 

● Identified and viewed First Amendment presentations already in existence across 

a variety of platforms (Websites, blogs, YouTube, streaming videos, social 

media, etc.) to develop an understanding of information about the First 

Amendment already exists in the media universe 

 

19 Swanson, D. J. (2019). Thoughtful awareness and insightful action in a changing workplace. In C. Kim  
(Ed.) Public relations competencies and practice. New York: Taylor & Francis. 
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● Through research, observation, and consultation with Nathan Jeffers, identified 

‘best practices’ for informing and persuading the campus community on First 

Amendment issues through video 

 

● Through consultation with Nathan Jeffers, laid out a timetable to conceptualize, 

execute and produce a video by the end of the academic term 

 

● Wrote, shot, edited, and produced in final form five 60-to-90 second videos, one 

on each element of the First Amendment, that can be viewed in segments or as a 

complete program 

 

● Delivered to TitanTV the finished digital video segments and the complete 

program 

 

● Through consultation with Dr. Shepard, Nathan Jeffers, and others in positions of 

leadership in TitanTV, in the Department of Communications or elsewhere at 

CSUF, we identified additional media opportunities to support the video 

 

● Explored and developed other opportunities and supporting media materials as 

time permitted 
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● Prepared a Final Campaign Book that documented all elements of the completed 

campaign, and delivered copies of the book to Dr. Shepard and Nathan Jeffers 

 

● Prepared and delivered a final campaign presentation at the Irvine Center on 

December 19 that presents key elements of the completed campaign and 

premieres the digital video 

 

Tools represent the means for communicating messages in a communications 

campaign. Communication tools are created to allow organizations to reach the public 

to present and discuss critical public issues.  The First Amendment is a critical public 20

issue on college and university campuses today, for a variety of reasons.  21

 

This campaign involved one primary tool - a digital video that created in five 

segments of 60-to-90 seconds each - on the following topics: 

 

● Freedom of Speech 

● Freedom of Religion 

● Freedom of the Press 

● Freedom to Assemble Peaceably 

● Freedom to Petition the Government for a Redress of Grievances 

20 Sánchez-Villar, J. M. (2019). The use of blogs as social media tools of political communication: citizen  
journalism and public opinion 2.0. Communication & Society , 32(1), 39–55 

21Papandrea, M.-R. (2017). The Free Speech Rights of University Students. Minnesota Law 
Review , 101(5), 1801–1861.  
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The video segments were designed to be viewed individually or as a full program 

(all five segments running together as a seamless whole). PRactical ADvantage 

Communications had access to and utilized the most up-to-date video and audio 

software, including Adobe Premiere Pro and Adobe Photoshop. The video segments 

were formatted so they can be aired over broadcast television or in other formats – for 

example, embedded in a Web page or on YouTube. Additional opportunities for 

dissemination of the work and supporting materials have been explored and developed 

by PRactical ADvantage Communications. 
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Goals represent the end result of a communications campaign. Goals are 

important because they give focus to a business or communications campaign.  With 22

clear-set goals, PRactical ADvantage Communications moved in specific directions with 

the reassurance that we were producing the best-practice solutions. 

 

Our goals were as follows: 

 

1. Develop a strategic, research-based plan for creation of a First Amendment 

video segments 

a. Complete and present this proposal to the client and instructor 

b. Obtain client and instructor feedback and revise accordingly 

c. Complete all necessary research to support the project 

d. Complete video production briefs, scripts, and storyboards 

2. Conduct videography and production to produce the finished work 

a. Schedule and shoot all necessary original video 

b. Locate and archive any additional footage needed 

c. Write and produce any still frame content needed (graphics, logos, etc.) 

d. Obtain any necessary still photographs 

e. Obtain any permission needed for use of copywritten materials 

f. Working with Nathan Jeffers, complete a rough draft edit 

g. Obtain client and instructor feedback and revise accordingly 

22Boss, J. (2017, January 19). 5 reasons why goal setting will improve your focus. Forbes. Retrieved from: 
https://www.forbes.com/sites/jeffboss/2017/01/19/5-reasons-why-goal-setting-will-improve-your-fo
cus/#4ceed244534a 
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h. Working with Nathan Jeffers, complete final copies 

3. Present the finished work to the Department of Communications and 

TitanTV 

a. Premiere videos on December 19, 2019 to Dr. Shepard and TitanTV 

4. Develop opportunities for additional media content and supporting 

materials as time permitted 

a. Provide additional media opportunities via the presentation to the client on 

December 19, 2019.  

 

Objectives  represent ‘stepping-stones’ or accomplishments that should be 

tangible and achievable in a reasonably brief period (1-2 years).  Objectives provide 23

guidance to the agency throughout the campaign. Established objectives provide the 

base to which we were able to build on creative ideas. PRAD utilized the entire agency 

to brainstorm and create potential solutions. 

Brainstorming and development of creative ideas took place during the initial 

stages of the campaign. Organized by topic, we have provided the specific elements 

that were placed into the final project below:  

 

● Freedom of Speech 

o Do students feel as if their voices are being heard? 

23 PR Planning 101: Defining Objectives, Strategies and Tactics. (2018, May 14). Retrieved December 12,  
2019, from 
https://www.communiquepr.com/pr-planning-101-defining-objectives-strategies-and-tactics/8422/. 
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o Are students even aware of their First Amendment rights? 

o Show that with the right tools and strategies, students can change the 

world 

o Quotes or video clips of famous civil rights leaders 

o Footage of historical protests and marches 

● Freedom of Religion 

o Do students feel they are in a safe environment to practice their beliefs? 

o Show followers of different religions on campus practicing freely and in a 

safe environment 

● Freedom of the Press 

o SOT  from Al Dia, TitanTV, or Daily Titan students discussing why 24

freedom of the press is so important on campus 

● Freedom to Assemble Peaceably 

o Illustrate to students how to clearly articulate their motives, how to make a 

change, how peaceful assembly can open more doors than acting out 

aggressively 

● Freedom to Petition the Government for a Redress of Grievances 

o Educate students about the importance of knowing their rights and how to 

safely and effectively exercise them in protest or petition of government 

on- or off campus  

24 Halbrooks, G. (2018). B Roll to VOSOT: Definitions of common broadcasting terms. Retrieved from:  
https://www.thebalancecareers.com/common-tv-broadcasting-terms-2315195 
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Chapter 4  

Resources and Calendar 
 

 Production of a broadcast-quality video, even a short one, takes a wealth of 

resources. This chapter will present how PRAD brought together the people, the 

research and conceptual support, needed to produce a high-quality First Amendment 

video.  

 

The People/ The Research and Conceptual Support 

Dr. Shepard’s consultation visit on Sept. 12 allowed our team to begin the 

essential brainstorming for the production of the videos. Dr. Shepard helped the PRAD 

Media Content Managers determine what we wanted the video to accomplish and how 

to target our desired audience. Ultimately, Dr. Shepard’s knowledge of Communications 
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Law and the resources he has as the Department of Communications Chair served as 

an invaluable asset to our team. 

The PRAD COMM Media Content Managers began to coordinate a plan for 

production with the support of Nathan Jeffers. Jeffers supplied the majority of the 

camera equipment that we used to produce the First Amendment video and was 

essential in establishing the technical framework we used to accomplish the goals laid 

out by Dr. Shepard.
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The Technology 

Equipment that we used successfully and who supplied it: 

● Sony A7sII w/ Canon 70 - 200 mm lens f 2.8 

● Boom Microphone 

● Adobe Premiere Pro 

● Nikon D750 w/ Nikkor 50 mm lens f 1.8 

● Comica Lavalier Microphone 

The Time Frame 

Clear communication and coordination between our Media Content Managers, 

Dr. Shepard, and TitanTV staff were crucial in producing the video. Further scheduling 

was needed to reserve the equipment, designing of graphics, and continuous research 

for factual accuracy and video script. We had to refine and edit portions of the script to 

create a better universal understanding of the freedoms.  

The following is a calendar of what was accomplished over the course of the 

semester and also serves as a breakdown for our week to week efficiency. 
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September  

 

Week 4:  

● Began the process of developing a strong, effective theme for the video 

● Researched videos across the internet and obtained different perspectives 

from examples 

● Initiated brainstorming process for script 

 

 

October 

 

Week 1: 

● Reached out to students around campus; gather quotes, opinions, ideas, 

values 

● Continued with research process 

● Media content managers familiarized with available video production 

equipment  

○ Understood limitations within the First Amendment 

○ Knew the difference between rights and responsibility 

○ Storyboarding and scriptwriting 

● Established actors for video and got interviewee list together 

● Contacted on-campus religious groups for consultation/ possible involvement 

 

Week 2: 

● Reviewed and edited process for script 

● Rough script for video production 

● Established final shooting locations and actors’ availability for video production 

○ Coordinated schedule that allowed ample time to film 
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● Storyboarding and scriptwriting 

● Established actors for video and interviewee list together 

● Organized with religious groups for on campus interviews and meetings 

 

Week 3: 

● Day one of filming on CSUF main campus with Nathan Jeffers 

● Filming, production, and interviews at CSUF main campus 

● Confirmed and coordinated with our actor, Justina Sharp (COMM student) 

 

Week 4: 

● Second day of filming with Nathan Jeffers 

● Recorded voice over required for animated scenes 

● Shot footage and recorded voiceover with Justina Sharp  

● Edited and revised some of the script with Nathan 

● Phone meeting with Nathan confirming a third film date and script revisions 

November  

 

Week 1: 

● Reviewed and edited footage with Nathan Jeffers 

● Reshooting of scenes that needed to be redone with Justina 

● Gathered B-Roll footage and began implementation for video 

● Shot intro and outro 

 

Week 2: 

● Filmed segments of the Intro and Outro with PRAD students 

● Began final editing 

● Began looking through Adobe Stock Images that will help bring to life the vision 

for the videos 
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● Started brainstorming ideas for possible channels 

● Consulted with Nathan Jeffers on the best execution to complete the video 

● Consulted with Dr. Shepard on release of the video 

 

Week 3: 

● Edited with Eraj Shadaram and Nathan re: capturing audience attention at the 

beginning of the video 

● Looked through the catalog of music TitanTV provided to use in the 

background of the videos 

● Finalized edited segments of the five individual freedoms 

● Presented a first rough draft of the videos to PRAD class 

 

Week 4: Fall Break 

December 

 

Week 1&2: 

● Waited on Nathan to finish technical edits 

● Finalized final book structure, revised and edited copy 

Week 3: 

● Final presentation at IRVC Dec. 19 at 11:00 

 

Through the creation process of this video, as well as book editing, our agency 

invested a total of about 524 hours  (402 billable) in this project over the weeks of the 

fall semester. This is significantly more time than COMM students would typically invest 

in a capstone course. 
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FunctionFox served as a valuable resource that allowed our agency to keep track 

of all hours invested, and the specific projects and tasks associated with those hours. 

For a spreadsheet, please refer to the appendix. 

We want to thank Dr. Shepard, Nathan Jeffers, and the TitanTV staff for the 

constant communication and the resources provided that allowed our agency to create 

this video.  
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Chapter 5 

Outcomes 
 

In this chapter, we discuss all intended and unintended outcomes of the First 

Amendment video project. In Chapter 6, we will discuss the success of the effort and 

make recommendations for the future. 

We brought this campaign to life through a creative approach - five individual 

videos that can stand alone or be viewed together as one comprehensive message. We 

strategically designed a plan for each phase in the process with the support of all the 

necessary research. We were able to create a video that was accurate and that would 

target college students.  

Additionally, we were able to develop opportunities for other media content and 

make suggestions for future uses of the video. We then presented the finished work to 

the Department of Communications and Titan TV. 
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Unintended Outcomes: 

Although we strategically designed a plan for each phase in the process, we did 

not anticipate that we would have to frequently reassess and adjust the plan due to time 

constraints and other unexpected hurdles.  

 Our original plan included an intro segment and an outro segment. These filmed 

segments had to be discarded due to time constraints. This became apparent in the 

editing phase when the MCMs realized how much was needed to be directed toward 

each individual (segment) video. In addition, the PRAD equipment that was used to 

shoot these segments did not align in technical specifications with the TitanTV 

equipment that was used for the rest of the video segments. Because of this, one of our 

MCMs had to bring in her own equipment to use. 

Our biggest obstacle was coordinating multiple schedules and allocating time for 

various tasks.  However, these outcomes not only served as useful metrics  for future 25

media-related projects and campaigns, but also served well for our future work as 

professionals in advertising and public relations. 

 

 

 

 

 

 

25 Funess, M. (2018, January 16). 5 PR Mistakes And What To Learn From Them. Retrieved from 
https://crenshawcomm.com/5-pr-mistakes-learn/ 
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Chapter 6 

Evaluation of Success 
  

This final chapter discusses the success of the First Amendment video project. 

Success will be framed in three ways: Planning, Implementation, and Impact. The 

chapter concludes with recommendations for future development of First 

Amendment-related communication at Cal State Fullerton and beyond. 

 

Planning 

One of the ways we measure success is in the crafting of our plans. During each 

step throughout the process, the goal of targeting students was always kept in mind. 
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Our plan for a successful campaign was to give the campus community a better 

understanding about their First Amendment rights and how important it is to utilize their 

rights respectfully. Our work was designed to instill a sense of responsibility among 

students to approach sensitive topics with respect to their audience. 

Implementation 

Another way we measure our success is in the execution of our plans. Although 

our goals were achieved in a number of ways, the avenues used to reach them had to 

be reevaluated at times. We originally filmed the intro and outro segments with the 

video equipment provided by PRAD. Ultimately, the technical specifications did not align 

with our expectations and we had to make adjustments using other equipment. 

Although there were some unexpected circumstances throughout the production 

process, the finished video is consistent with what professionals would produce with a 

more flexible time and budget. Nathan Jeffers was an invaluable resource throughout 

this process and it is because of his guidance that we were able to produce this level of 

quality. He answered all of the questions and concerns that were presented to him and 

aided the MCMs along the way. 

Impact 

The last way in which we measure the success of this project is in its impact. We 

have many hopes for what could manifest into a viral video seen on college campuses 

all over the United States. An example of what we are hoping for is to begin the gradual 
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process of diminishing any negative connotations about the First Amendment and to 

start conversations about honesty and inclusivity. 

Further on, we hope what began here at the PRAD will make a lasting impact on 

generations to come and can be used to produce additional materials and lessons of 

Free Speech rights. We will continue to support Dr. Shepard's goal of First Amendment 

responsibilities on college campuses.  

Recommendations for the Future 

In the future, the First Amendment video may be useful interdepartmentally within 

CSUF as a means of free speech education. The Department of Communications could 

potentially gain national recognition via different communities and organizations. Our 

best assessment as new professionals is to showcase the videos on CSUFs website 

and present them on the digital displays around campus. We would also advise that the 

videos be shared on streaming platforms and social media to gain viral attraction. We 

hope that other campuses will utilize our video to help educate their students and the 

surrounding community on their rights to the First Amendment.  
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The 2019 State of the First Amendment Survey (See page 11) 
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