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EXECUTIVE SUMMARY
Established in 2007, 1 For All is a national nonpartisan and nonprofit organization that builds understanding and respect
for the five freedoms of the First Amendment. Overseen by the Free Speech Center at Middle Tennessee State University,
the organization’s communication objective is to utilize colleges and universities around the nation to educate and
motivate students to care about the freedoms listed within the First Amendment. At Kent State University, 1 For All will
utilize the Media Law Center for Ethics & Access to further its mission.
The Media Law Center for Ethics & Access (the Center) is housed in the school of Journalism and Mass Communication
at Kent State University and is charged with providing counsel to any students, professionals or members of the public
with questions or concerns related to media law. The Center is known for its signature events: Poynter KSU Media Ethics
Conference, Media at the Movies and The Dix Media Ethics Lecture Series.
All of these events share the same goal: to promote the Media Law Center for Ethics and Access as a resource for
students and professionals who are looking to properly express their First Amendment freedoms; however, students at
Kent State and other universities in America are lacking in their knowledge of their freedoms. This causes a disconnect
between students and the Center’s overall mission.
The Media Law Center for Ethics & Access challenged Crusader Communications to create a year-long campaign
designed to raise awareness of the Center among students at Kent State by creating opportunities for them to connect
with the Center beyond their tentpole events. The Center also charged Crusader Communications with developing a
unique and original way to celebrate World Press Freedom Day.
Crusader Communications conducted primary and secondary research to gain an understanding of why students do
not care strongly about their First Amendment freedoms. Secondary research indicated marginalized people care most
about their freedoms and when on college campuses, are more likely to exercise them in person and through social
media. Due to this finding, the research aimed to evaluate the effects of social media on freedom of speech and how
groups of people in the United States differ in how much they care about their freedoms.
A total of seven students participated in focus groups and gave insights on their knowledge about the freedoms in
America. They each also shared their experiences with hate speech on campus.
Additional primary research efforts included a listening report and meeting with various key publics and First
Amendment scholars. Interviews included professors on Kent State campuses, First Amendment opinion leaders/
influencers and Kent State students who identify as marginalized. From these interviews, Crusader Communications
discovered that media literacy is more important now than ever before. Interview subjects confirmed that marginalized
groups are more apathetic toward their freedoms possibly because they feel they are not represented properly.
From these findings, Crusader Communications determined objectives, strategies and tactics that led to the creation of
the “First, Let’s Talk” campaign. Supported by research, consideration and strategic thinking, Crusader Communications
believes the numerous recommended digital strategies and in-person events will push students to become more aware
of their freedoms and the Center.
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S I T U A T I O N A N A LY S I S
CLIENT OVERVIEW

The First Amendment to the United States Constitution explicitly lists the freedoms it protects: freedom of religion,
speech, press, assembly and to petition the government for a redress of grievances; however, interpretations have since
changed and continue to change with society.
Established in 2007, 1 For All is a national nonpartisan and nonprofit educational effort that builds understanding and
respect for the five freedoms of the First Amendment. It is overseen by the Free Speech Center at Middle Tennessee State
University and supported by a wide range of partners and supporters with expertise and interest in education, civics,
law and the arts. The organization’s communication objective is to utilize colleges and universities around the nation to
educate students and motivate them to care more about the freedoms listed within the First Amendment.
Kent State University’s School of Journalism and Mass Communication created its very own resource regarding the First
Amendment in 1991, which was formerly known as the Center for Privacy and the First Amendment. Its original mission
was to provide information and research on accessing government records and meetings. In 2007, the Center’s mission
expanded to include “ethics training and to address issues of access and ethics in online journalism,” transitioning the
name to the Media Law Center for Ethics & Access. Director Jan Leach and her team offer answers to questions
specifically related to media law and ethics and provide counsel and advice to members of the Kent State community.
As the only resource of its kind in Ohio, the Center seeks to provide services to its key audiences through events like the
Poynter KSU Media Ethics Workshop, the Dix Media Ethics Lecture and Media at the Movies. Each of these events further
supports the Center’s mission and values.

STRENGTHS

The Media Law Center for Ethics & Access has had consistent event attendance.
The Center’s main communication objective is to bring media ethics issues and perspectives to light through its
signature events: Poynter KSU Media Ethics Workshop, Dix Media Ethics Lecture and Media at the Movies. These events
are held in the FirstEnergy Interactive Auditorium in room 340 of Franklin Hall. This room seats up to 150 people, but
oftentimes attendees gather at both entry points and seat themselves on each staircase. Additional attendees are seated
in other rooms to ensure everyone is able to be a part of the events if they choose.
In February of 2020, the Center hosted NPR TV Critic Eric Deggans as the Dix Lecture Series speaker. The discussion, free
and open to the public, was entitled “Building Bridges, Not Walls: Decoding Media’s Confusing Coverage of Race, Gender,
Culture and Politics.” Deggans presented to a crowded room to understand the different ways the media can influence
how a story is portrayed to the public which later led into a conversation involving audience members. This lecture, like
other events the Center hosts, aims to position Kent State as a leader in conversations involving media ethics. The overwhelming attendance at these events proves to be a strength for the Center.
Opinion leaders and professors of the First Amendment already exist on Kent State’s campus.
Kent State student media director, Kevin Dilley; May 4 Visitors Center director, Mindy Farmer; Knight Chair for the Center
for Scholastic Journalism, Mark Goodman; assistant director of the LGBTQ+ Center, Katie Mattise; Dean of the College of
Communication and Information, Amy Reynolds; and School of Communication Studies professor, Teddy Workneh,
professor and director of the Media Law Center for Ethics & Access, Jan Leach and School of Communication Studies professor, Paul Haridakis are among the eight total opinion leaders identified for this campaign. These individuals’ expertise
with marginalized students and First Amendment freedoms make them prime influencers to students at Kent State. Refer
to page 32 to review interviews with these opinion leaders.
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Marginalized people feel discouraged in exercising their First Amendment freedoms.
Both primary and secondary research indicated that due to underrepresentation, marginalized groups are more active in
expressing and exercising freedoms granted to them by the First Amendment.
“I honestly feel like marginalized people are almost forced to express their freedoms more than most groups, because
they are silenced or hardly ever heard,” Clay O’Neal, senior journalism student said. “At the same time I feel like
marginalized people are scared to express themselves due to criticism and hate they receive for it. So, there’s no winning
in this situation. It’s simply not fair.”
Secondary research showed that marginalized people are more likely to be aware of their freedoms but feel threatened
when trying to express them. That led this campaign to target marginalized students in their respective student
organizations: PRIDE!, Black United Students (BUS) and Spanish and Latino Student Association (SALSA). Each of these
groups represents a portion of marginalized students on Kent State’s main campus and has a strong presence at both
the university and on social media. By targeting these marginalized student groups, the Center will be able to better build
awareness of itself and First Amendment freedoms.

WEAKNESSES

The awareness level of the Media Law Center for Ethics & Access is low.
The Center has not maintained a consistent online presence. For example, its website has not been updated since Fall
2019 and its most recent blog post is from July 2019. Additionally, the site features a newsletter tab that does not actually
consist of a newsletter. The Center is lacking social media presence which is one of the most effective ways to connect
with students.
Professors, opinion leaders and students alike are unfamiliar with the Center and its purpose. Among seven students in
focus groups, only one could recall hearing or seeing the Center’s name. One major difficulty is the lack of resources the
Center has to put towards the website. An overhaul of the website structure and resources is necessary.
College students lack knowledge of their First Amendment rights and how to properly express them on their
campuses.
According to a survey from the Freedom Forum Institute, only 1% of students can name all five of their First Amendment
freedoms and 29% could not name any freedoms. This information was further solidified by two focus groups involving
seven total students with diverse ethnic backgrounds, indicating there is a low sense of awareness of the freedoms and
how to exercise them.
Marginalized people feel their First Amendment freedoms are less secure than those of the majority population.
Professor Eugene Shelton said in an interview that marginalized students do not see their story being told anymore in
the media. Misrepresentation and ignorance of social, economic and political issues has caused marginalized groups to
grow apathetic towards fighting for their rights. These are communication and representation issues the Center must
consider when targeting audiences for which to create content. Historically, these marginalized groups have had their
First Amendment freedoms infringed upon.
The Center is limited in the resources it has to create and manage any digital content.
The Center does not currently have the capacity to create consistent content that would encourage more students and
professionals to use the Center as a resource. The Center also lacks the resources to properly manage a social media account that can be used to reach the targeted audiences. Specifically, a shortage in staffing has caused a heavy workload
on the current staffing which only further limits the Center’s ability to generate content. Our research shows that college
students are more likely to get their news through their peers or through social media or online news publications, which
displays the importance of creating content for an online audience.
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OPPORTUNITIES

Partnering with student organizations that represent marginalized groups will help educate and build trust.
Specific student organizations on Kent State’s main campus have made it their mission to help marginalized people
become better represented at the university. The leaders of PRIDE!, BUS and SALSA can serve as liaisons between the
Center and the members of the respective organizations. Focus groups indicated that these partnerships would help the
Center better establish trust among marginalized students.
Utilizing communication channels like Facebook and Twitter will help the Center better reach its audiences.
Most college students are consuming news and information through social media platforms. Students expressed
information consumed outside social media comes directly from university opinion leaders and professors. According
to a Project Information Literacy survey, 89% of students admit to getting their news from social media weekly and 72%
admit to getting their news from social media daily. Subsequently, students get about 48% of their news daily from their
peers and only 32% from online news sites. This demonstrates the increased importance of the role that social media
plays into college students’ daily lives, including keeping up with current events. Reaching students from other Kent
State campuses can be a challenge; therefore an online presence is necessary to provide information to students who
go to branch campuses but still want to access the Center’s resources.
Celebrating World Press Freedom Day at Kent State will help increase awareness of First Amendment Freedoms.
World Press Freedom Day was proclaimed by the UN General Assembly in December 1993 as, “An opportunity to celebrate
principles of press freedom, assess the state of press freedom throughout the world, defend the media from attacks on
their independence, pay tribute to journalists who lost their lives.” Kent State has not acknowledged World Press Freedom Day in the past beyond an online blog discussion in 2017 with Professor Teddy Workneh and Dean Amy Reynolds
regarding press freedoms around the world. By taking advantage of this already-established celebration, the Center has
the opportunity to create another successful event as well as increased awareness of its resources.

THREATS

Among college students, there is a lack of media literacy that causes harmful effects in media consumption and
free expression.
An article written by Fresno Pacific University indicates media literacy helps students better consume media. “Teaching
media literacy helps to foster critical thinking in students. This type of thinking can eventually become second nature
and the focus is more on strengthening process skills, not content knowledge.”
Professor Teddy Workneh stated in an interview, “Today is not just about reading and writing, but that ability to develop.
How do you get information that is accurate, edifying and empowering to you in the midst of this ocean?” Workneh said
this process begins with literacy. Literacy is not only defined as reading and writing but also realizing the difference
between fact and fiction.
Press freedom in the United States is also increasingly in danger.
According to the World Press Freedom Index, the United States is described as a “problematic situation” for journalists
along with 37% of the world. Professor Mark Goodman stated, “When we think about how people all over the world
are currently and have been fighting for values that we take for granted, it is a reminder to us that we should be more
appreciative, we should think about what these rights mean and we should use them responsibly, but we also should
celebrate them.”
Resources similar to the Center are available online.
Resources such as The Free Speech Center, The Constitution Center and many others are able to provide very similar
counsel to students through online publications. This means Kent State students can pursue and seek out these
resources elsewhere, causing the Center to miss out on opportunities to work directly with students.
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PROBLEM STATEMENT

The lack of awareness of First Amendment freedoms on college campuses, including Kent State, is related to the lack of
resources available to information surrounding the First Amendment. Additionally, there is a low sense of security related
to the protection of those freedoms and the institutions that uphold them.

GOAL STATEMENT

The goal is to create more awareness of First Amendment freedoms for Kent State students by educating them on how
their freedoms relate to history, technology and global society. To achieve this, Crusader Communications will work hand
in hand with 1 For All and the Media Law Center for Ethics & Access to enlighten students on the resources both provide.
The main goal of the entire campaign is to increase awareness and build greater respect for both the First Amendment
and Kent State’s Media Law Center for Ethics & Access. Crusader Communications believes that the path to creating more
awareness for Kent State students is by contextualizing their freedoms and engaging students through an online and
physical presence.

THEME

First, Let’s Talk. The main goal of the entire campaign is to increase awareness and build greater respect for both the
First Amendment and Kent State’s Media Law Center for Ethics & Access. In the phrase, “First, Let’s Talk,” first refers to
the First Amendment while also literally meaning first. Let’s create a sense of community when the target audiences
are inspired to think more deeply about their freedoms and talk about it amongst each other. The theme will also be
used as a hashtag throughout the campaign.

Key messages

1. Create change in the Kent State Community by using your First Amendment freedoms.
2. Connect to resources at Kent State to better exercise your First Amendment freedoms.
3. Converse with your community about First Amendment related issues.

KEY AUDIENCES
Primary

Marginalized people in student groups at Kent State University’s main campus.

Through in-depth interviews and secondary research, Crusader Communications concluded marginalized students are more likely to express
their First Amendment rights, but they are less educated on how to practice their rights. Several marginalized student groups on campus were
analyzed and narrowed down based on social listening.
PRIDE!, People Respecting Identity Diversity and Education, is a group that advocates for the LGBTQ+ community on campus.
Black United Students (BUS) serves to unify all black students and educate them on past, present and future goals in a progressive
environment.
Spanish and Latino Student Association (SALSA) is a group empowering Latino students and community by promoting Hispanic heritage
across campus and breaking cultural barriers to create open communication channels between Hispanic students and other racial groups.

Kupita/Transiciones members.

Kupita/Transiciones members are African American, Latino American, Native American and Multiracial students new to Kent State. This
program organized by the Student Multicultural Center is a four-day orientation before students move onto campus and continue the year
in a mentoring program. A partnership with this program would be an ideal way to reach these marginalized students altogether and in an
educational setting.
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SECONDARY

Leaders of marginalized student groups.

The focus groups determined students are more likely to go to adults and leaders they trust rather than a stranger for help. In the focus groups,
students expressed they feel comfortable to go to the leaders of their student groups for personal or school related issues. Group leaders are
a direct way to reach students in that group.

First Amendment opinion leaders at Kent State.

From in-depth interviews and focus groups, Crusader Communications determined opinion leaders are trusted advisors for the students at
Kent State. Opinion leaders include professors, advisers or counselors. Crusader Communications conducted several interviews with
professors who have educational or professional backgrounds with the First Amendment and found they offer a reliable expertise at students’
disposal.

Kent State Student Media.

Through in-depth interviews and secondary research, Crusader Communications determined that members of Kent State student media are
likely to provide necessary media coverage for the Center. TV2 is Kent State’s award-winning, student-run television station that reaches more
than 26,000 homes in Portage County and over 7,500 Kent State students. The Kent Stater is a student run newspaper reaching more than 9,500
people per issue. Black Squirrel Radio is a student-run radio station with 56 weekly two-hour shows. Fusion is Kent State’s LGBTQ magazine
which is published once a year. Uhuru is a magazine that promotes creativity through the voice of marginalized students on the Kent State
campus.

OBJECTIVES
1.

To motivate 50 students from the target audience to engage in civil discourse on social media by May 2021.
Evaluation
To evaluate the engagement of conversation in civil discourse, Crusader Communications will analyze social media
engagement, comments, likes and retweets for at least 50 students participating in the conversation. Social media
analytics tools will compose a report following each topic of conversation.

2. To have at least 10 students utilize the Kent State Media Law Center for Ethics & Access by August 2021.

Evaluation
Following the conclusion of the campaign, Crusader Communications will determine if at least 10 students utilized
the Center as a resource. If that number is reached or exceeded, the objective will be considered met.

3.

To inspire at least 30 students belonging to the targeted student groups to walk away with a key message at a
First Amendment-related event by May 2021.
Evaluation
An exit survey at the event will show Crusader Communications the outcome of attendance. The survey will
include questions about the student’s involvement in the targeted student groups and will gain insight into the
students’ understanding of key messages.

STRATEGIES
Use digital communication to encourage members of marginalized student groups to engage in an online
conversation about First Amendment freedoms.
Utilize earned, shared and owned media to increase student engagement with the Media Law Center for Ethics
& Access.
Use face-to-face communication to educate participants about the importance of First Amendment freedoms.
Evolve digital content production to deliver more educational information for the key audiences.
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TA C T I C O N E

Rebranding the center
description

The Media Law Center for Ethics & Access has no current brand guidelines. According to secondary research, branding is
key to making a memorable impression on the audience or consumer. Rebranding the Center is recommended to attract
new audiences and become more appealing to its current audience. Creating a new logo, forming a style guide and
updating social channels and websites will help to reposition the Center’s brand and make it stand out against other
First Amendment-related resources. The branding must coincide and conform to Kent State’s University Communication
and Marketing directives since the Center is a Kent State/Journalism and Mass Communication/College of
Communication and Information entity. A visual logo is a unified image for all the services and would achieve a
memorable impression for the Center.
Crusader Communications recommends this newly designed logo (seen below). The main color, light purple, was chosen
from an event graphic on the Center’s current webpage. If
necessary, the colors can be updated to conform to Kent State
brand guidelines using approved Kent State colors. The leaf
is symbolic of fertility and growth and the green in the leaf
depicts hope, renewal, and revival. This symbolizes the hope
to grow and spread knowledge of the First Amendment
freedoms through the use of the Center. The new brand will
be used on the upgraded website and across all social
platforms.

rationale

After conducting focus groups with Kent State University students, it became clear that a majority of students are unaware of the Center’s presence on campus. Instead, a majority of them have turned to already established organizations
at Kent State that have trust within marginalized communities. Crusader Communications believes rebranding the Center
will not only make it stand out in students’ minds by giving it its own memorable logo and color pallete, but will begin to
establish trust within the marginalized communities.

evaluation

After the rebrand, surveys will be conducted to measure students’ recognition of the Center’s brand. Through the use of
surveys, Crusader Communications will discover if students recognize, understand and use the Center.
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TA C T I C T W O
description

WEBSITE UPGRADE

The Media Law Center for Ethics & Access currently has an outdated website. Crusader Communications recommends an
upgraded and redesigned website for the Center to draw more attention to the resources it offers. The Center’s current
staff is not adequate for the amount of work that needs to be done. After the first year, the Center will team with Flash
Communications. Throughout the first year of the campaign, Crusader Communications will handle content creation and
afterwards, Flash Communications students will be available to assist with content creation.
The Center’s priority is hosting its three tentpole events, the Dix Lecture Series, Poynter KSU Media Ethics Workshop and
Media at the Movies. An easy way to upload information and flyers for the events students to access would be to add an
“Events” tab on the website. Secondly, the “Blog” tab and “Newsletter” tabs are mostly, if not totally, inactive. To boost
search engine optimization, the Center needs to focus on consistent blog posts before taking on a newsletter as well.
As approved by their supervisor, Luke Armour, the students from Flash Communications will be responsible for creating
blog content and also assisting in creating a semesterly newsletter that will be distributed on the Center’s website. Last,
the “Resources” tab needs to be redesigned. The links are useful tools and have the potential to be beneficial for student
use, however, creating categories and adding a brief description of each link will guide students to exactly what they are
looking for. The website upgrades will be made at the start of the 2020-2021 school year. Refer to pages 22 and 23 to find
the communication elements that include a more in depth look at the website and blog post examples.

HOMEPAGE EVENTS

WEBSITE DESIGN OPTIONS
ABOUT

BLOG

rationale

The Media Law Center for Ethics & Access has not updated its website in months. Additionally, the site does not contain
many resources that are valuable to students or that are designed to help increase the awareness of the First
Amendment freedoms. Crusader Communications sees an opportunity to enhance the Center’s website experience to
become more user-friendly and provide more information on the Center’s events, First Amendment freedoms and
resources on campus that the targeted audience can use to express their freedoms.

evaluation
Use and interaction with the Center’s upgraded website will be measured using a mouse-tracking data tool. This tool
will provide the Center with information on what students are most interested in on the website and which parts they
interact with the most.
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TA C T I C T H R E E
description

social media plan

The Media Law Center for Ethics & Access is currently not active on any social media platform. This is causing a major
disconnect with its target audiences which is why Crusader Communications strongly advises the Center to create social
channels on the following platforms: Facebook and Twitter. These platforms can be used to promote the events that the
Center already holds while also engaging with the target audience and making use of user-generated content. The
Center will provide information on upcoming events, engage and lead conversations about relevant First Amendment
issues, and share information from influencers and opinion leaders who align with the Center’s mission to spread
awareness of the First Amendment. The accounts will also allow the Center to link back to blog posts on the website and
share valuable resources from other users. A YouTube account will serve as a place for all of the Center’s digital content
to exist and all videos that are created will support the Center’s goal to connect with its audiences through social media.
The Flash Communications student in charge of content for that week will be responsible for posting content and
tracking analytics on a monthly basis. This will allow the target audience to stay updated and informed on the Center’s
events and engage in conversations regarding the First Amendment. The various social media pages will launch at the
beginning of the 2020-2021 school year.

rationale

Throughout primary and secondary research, it was noted that students regularly communicate and consume news
through social media platforms. By creating social media accounts and maintaining a strong, regular presence, the
Center would be able to maintain a relationship with its target audiences.

evaluation

This will be evaluated based upon the following the channels received. Additionally, success can be measured by
regularly tracking engagements and impressions of certain posts.
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TA C T I C F O U R

description

FREEDOM IN A FLASH (LINE)

Crusader Communications suggests building a resource page for the Center and incorporating it into Flashline and the
KSUmobile app students use. It will be located beneath the Campus Utilities subhead. The resources included will be
similar to the ones that are provided on the Center’s current website: access to the Center’s blog posts, video content,
information about the experts including their contact info and professional organizations that support First Amendment
freedoms. Other counseling services would cover topics like First Amendment freedoms, defamation, copyright,
censorship, privacy, journalism best practices, public records, bias, objectivity, public interest and advertising
practices. Upon clicking on the tab, students will be given a brief description of the Center and best practices to properly
express First Amendment freedoms on campus. It will indicate where students can go with questions, helpful links for
the above topics and a link to the Center’s website. This tool will be available on Flashline and the KSUmobile app at the
start of the 2021 Spring semester.

rationale

Through primary research, Crusader Communications found that students would be willing to use a resource about their
First Amendment freedoms, but had no knowledge of one on campus. By providing the resource and making it directly
available through Flashline and KSUmobile, students will be able to easily learn about the resources on campus
available to them. Students today increasingly look online for information and the Center would benefit from providing
the resources directly to students through digital platforms.

evaluation

This will be measured by tracking how many students access and interact with the resource through the campus utilities
on the app or student resources tab on Flashline.
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TA C T I C F I V E

#Firstletstalk twitter chat
description

The overall theme for this campaign is ‘First, Let’s Talk.’ The theme can be translated into this tactic by using
#FirstLetsTalk as a recommended hashtag to create a conversation on Twitter. The conversation would take place on the
Center’s new and recommended Twitter account and would be on a current events topic that is relevant to First
Amendment Freedoms: freedom meanings, expression of freedoms, hate speech, etc. By making it a Twitter
competition between PRIDE!, BUS and SALSA and offering a prize, students will be motivated to engage in this civil
discourse. Whichever student group shows the most engagement/tweets would win free pizza at their next group
meeting. The chat will contain a total of five questions in an hour, with ten minutes in between for the team to answer
questions and participate in a conversation with the other communication peers. The Media Law Center for Ethics &
Access will ask the target audience these questions:
What do your First Amendment Freedoms mean to you?
What do you think is the proper way to express your freedoms?
What current events issues have inspired you to express your First Amendment freedoms?
Do you believe that hate speech should be protected by the First Amendment?
What resources do you think the Media Law Center for Ethics and Access should provide to students?

rationale

From secondary research and interviews, Crusader Communications found that the Media Law Center for Ethics & Access
is lacking in their online presence, specifically on social media. College students rely on social media as much as their
peers and traditional news outlets to find information about the events that they care about. By interacting with students
through a Twitter chat, the Center will establish an online presence and begin to build connections with students.

evaluation

The effectiveness of this chat will be measured through
engagements, impressions and interactions with the
hashtag and tweets using it.
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TA C T I C S I X

First Amendment video series
description

To increase online engagement and highlight different First Amendment related issues, the Media Law Center for Ethics
& Access will partner with professors and student leaders on campus to create an episodic series of two and a half
minute videos about the current state of the First Amendment and how to properly express First Amendment freedoms.
This content will be posted on the Center’s new Twitter and Facebook and on the Center’s website as a resource for
students. The videos feature current events topics as well as the history of the First Amendment to provide information
and context around the freedoms and how they are protected in the United States.
For example, the video will start out with a question appearing on the screen such as, “What is the difference between
hate speech and fighting words?” Each of the interview subjects for that month will be asked this question when
interviewed, and the video will show short clips of their answers weaved in and out of one another. This will keep the
video fast-paced and upbeat so that no one gets bored of just one person speaking the entire time. Depending on the
depth of the first question, there may be another question to go along with that topic such as, “What are your personal
thoughts on the topic of hate speech?” Similar to the first section of the video, interview subjects will give their
responses and it will be edited together to tell a story.
The interviews and corresponding videos will be conducted once a month starting on October 1, 2020, and will finish on
World Press Freedom Day, May 3, 2021. The final video will be a complete documentary of the previous interviews that
will be shared on the Center’s social media platforms.

rationale

18-24-year-olds use YouTube more than any platform, so this tactic is designed to reach students through a series of short
videos that can be promoted online and through social media. Secondary research shows that the majority of people
respond quickly to visual images instead of texts. Refer to page 40 for more information. The Center is lacking in online
resources for students and professors and also is lacking in content to promote the center. By creating this video series,
the Center will have an increased digital presence and have new content to upload to their website.

evaluation

The effectiveness of these videos can be measured through engagements and impressions on social media, as well as
views and subscribers to the Youtube page and tracking the views of each video.
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TA C T I C S E V E N
description

“...change my mind”

Based on the meme that has repeatedly gone viral of a person sitting at a table in a park with a sign in the front that
reads: “Change My Mind”. Crusader Communications suggests hosting a pop-up debate event on campus.
A table will be set up with a poster and the words Change My Mind written on a sign. Whenever a student approaches the
table, they will be handed a fake microphone and asked to voice their opinion on an issue they are prompted with. The
issues will range from lighthearted to a more serious, political tone.
Prior to the debates, the Center will promote the event on its new and recommended Twitter and Facebook accounts.
The Center will also reach out to the targeted student groups to participate in the event and help spread awareness to
its members. During the debates, members of Crusader Communications will also “practice” the other First Amendment
freedoms by creating a mock protest, petition and newspaper article to show examples of how to properly express First
Amendment freedoms while the students are participating in debates. There will also be video content produced from
the debates that will be used on the Center’s social media platforms.
Following the debate, there will be a debriefing where students are consulted about their experiences with the activity
and their thoughts around the general idea. If successful, this will become an established event for the Center that
celebrates the end of the school year and World Press Freedom Day. This event will take place in the Kent Student Center
on April 26, 2021, a week before World Press Freedom Day.

rationale

Through interviews and extensive secondary research, Crusader Communications found that students are more likely
to practice civil discourse online than in person. The pop-up debate will inform participants about the proper ways to
express their First Amendment freedoms as well as encouraging students to practice civil discourse in a personal, face
to face setting rather than online or on social media platforms.

evaluation

The pop-up debate will be evaluated based on how many students interact. Additionally, there will be an exit survey the
participants will be asked to take to gauge how much the students learned during the activity.
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TA C T I C E I G H T
passport to freedom

description

“Passport to Freedom” is an event intended for the targeted student groups and the Kupita/Transiciones orientation
program to converse as a community about shared issues related to their First Amendment rights. The event will take
place on August 21, 2020, the Friday before Welcome Week starts at Kent State, coinciding with Kupita’s four-day cultural
orientation. All events during orientation are mandatory. Thursday consists of welcome events, Friday consists of getting
around campus and Saturday introduces students to on campus organizations. The “Passport to Freedom” event will
take place on Friday afternoon. Each student will receive a “passport” with destinations to visit regarding the campus
resources for their First Amendment rights.
Those destinations include the Center, the
May 4 Visitor’s Center, the Student
Multicultural Center, Oscar Ritchie Hall and
the KSU library. A Kent State First Amendment
opinion leader will be at each destination for
a brief discussion and tour of the area. The
students will get a sticker from each
destination and meet back together for a
discussion about what each destination
means and how they can be a resource for
student’s First Amendment freedoms. The
students with all five stickers will be entered
into a drawing and five winners will receive
$250.00 scholarships from the Center.

rationale

Crusader Communications has found through interviews and secondary research that Kent State students have a lack of
awareness of the First Amendment resources on campus available to them. “Passport to Freedom” will create an
interactive experience for students to learn about and visit the resources offered on Kent State’s campus while being
offered the chance to win a scholarship.

evaluation

The passport and the scholarship incentive will encourage students to visit each location listed. By keeping a tally of
how many students complete the passport, the Center will be able to evaluate its effectiveness of building awareness
for each of the resources included.
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BUDGET
Rebranding

Expenses/Hours

Total

Agency:
Research design

5 hours x $60

$300.00

Create logo and stylebook

10 hours x $60

$600.00
TOTAL =

Social Media

$900.00

Expenses/Hours

Total

Create content calendar

20 hours x $60

$1,200.00

Develop messaging

5 hours x $60

$300.00

Content creation

10 hours x $60

$600.00

Schedule posts according to content calendar

-

-

Interact with followers

-

-

Utilize user-generated content

-

-

Agency:

Client:

TOTAL=
Website Upgrade

$2,100.00

Expenses/Hours

Total

Design and building of website

35 hours x $60

$2,100.00

Website training

10 hours x $60

$600.00

12 hours (year) x $60

$720.00

6 hours (year) x $60

$120.00

-

-

Agency:

Publish weekly blogs
Website evaluation
Client:
Write weekly blogs

TOTAL=
Freedom in a Flash(line)

$3,540.00

Expenses/Hours

Total

Build Flashline wireframe

2 hours x $60

$120

Write copy for KSUmobile

8 hours x $60

$480

Track analytics

20 hours x $60

$1,200

-

-

Agency:

Client:
Update as needed

TOTAL=
Video Series

$1,800.00

Expenses/Hours

Total

Plan & script video

12 hours (6 months) x $60

$720

Interview and record/edit videos

10 hours (6 months) x $60

$600.00

Assist with series creation

-

-

Find interview subjects

-

-

Agency:

Client:

Outside Expenses:
TOTAL=

$1,320.00
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#FirstLetsTalk

Expenses/Hours

Total

Create graphics for questions

3 hours x $60

$180.00

Promote Twitter Chat on social

6 hours x $60

$360.00

Track analytics

4 hours x $60

$240.00

-

-

$1 x 60 people

$60.00

Agency:

Client:
Reach out to student groups
Outside Expenses:
Pizza for winning student group

TOTAL=
Change My Mind...

$840.00

Expenses/Hours

Total

Design and order poster

5 hours x $60

$300.00

Social media promotion

10 hours x $60

$600.00

Book venue/location

2 hours x $60

$120.00

Rent equipment

2 hours x $60

$120.00

Reach out to student groups for involvement

1 hour x $60

$60.00

-

-

$3 x 50 people

$150.00

Agency:

Client:
Host event
Outside Expenses:
Food/Drink
Miscellaneous Supplies

$60.00

$60.00
TOTAL=

Passport to Freedom

$1,410.00

Expenses/Hours

Total

Create passport design

5 hours x $60

$300.00

Research and develop messaging

8 hours x $60

$180.00

Host discussion

4 hours x $60

$240.00

Man passport locations + stamp & inform

-

-

Attend Kupita Event

-

-

5 x $250

$1,250.00

$4 x 50 people

$200.00

$30.00

$30.00

Agency:

Client:

Outside Expenses:
Scholarships
Food/Drink
Miscellaneous Supplies

TOTAL=

$2,200.00

Budget Summary
TOTAL BUDGET
$15,000.00
TOTAL EXPENSES
$14,110.00
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CAMPAIGN MAP
CRUSADER COMMUNICATIONS CAMPAIGN MAP
DELIVERABLES

TACTIC 1
Rebranding
The Center

TACTIC 2
Social
Media Plan

TACTIC 3
Website
Upgrade

TACTIC 6
"#FirstLetTalk
Twitter Chat

TACTIC 7
"...Change
My Mind"

TACTIC 8
"Passport to
Freedom"

TACTIC 4
TACTIC 5
Freedom in a Video Series/
Flash(line) Documentary

DURATION
(Months)

PHASE 1
Internal

June 2020
July 2020
August 2020

PHASE 2
Online Presence

September 2020
October 2020
November 2020
December 2020

PHASE 3
Classes Resume

January 2021
February 2021
March 2021

PHASE 4
Outreach
Campaign

April 2021
May 2021
June 2021
July 2021
August 2021
Planning
KEY

Implementation
Evaluation
No Activity
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C o m m u n i c at i o n e l e m e n t s
social media plan

AUDIENCE

COMMUNICATION
OBJECTIVES

Which target audience(s) will this element target?
This communication element will target each of our key audiences as this is a tool
to make the Media Law Center for Ethics & Access more well-known across all eight
Kent State campuses.

Which communication objectives will this element support?
To motivate 50 students from the target audience to engage in civil discourse on
social media by May 2021.
To have at least 10 students utilize the Kent State Media Law Center for Ethics &
Access by May 2021.
Which key messages will be conveyed?
Connect to resources at Kent State to better exercise your First Amendment.
Converse with your community about First Amendment related issues.

KEY MESSAGES

Which strategies will support this element?
Evolve digital content production to deliver more educational information for the
key audiences.
STRATEGIES

CALL TO
ACTION

MEASUREMENTS

After the audience reads, sees and/or hears the message, what is the
call to action?
The call to action for this communication element will be listed clearly in each social
media post. Actions include watching lectures, attending events and engaging in
online conversation.
How will you measure the success of the element?
This communication element will be measured by tracking how many students
listened to the lectures, attended the events and participated in online civil discourse
with social media.

LINK FOR VIEWING: https://bit.ly/3d5xAhX

21

WEBSITE UPGRADE

AUDIENCE

COMMUNICATION

Which target audience(s) will this element target?
This communication element will target each of our key audiences as this is a tool
to make the Media Law Center for Ethics & Access more well-known across all eight
Kent State campuses.

Which communication objectives will this element support?
To have at least 10 students utilize the Kent State Media Law Center for Ethics &
Access by August 2021.

OBJECTIVES

Which key messages will be conveyed?
Connect to resources at Kent State to better exercise your First Amendment.
KEY MESSAGES

Which strategies will support this element?
Evolve digital content production to deliver more educational information for the
key audiences.
STRATEGIES

CALL TO
ACTION

MEASUREMENTS

After the audience reads, sees and/or hears the message, what is the
call to action?
The call to action for this communication element is to get people to utilize the
Center’s resources more and attend the events they host by using an RSVP feature on
the website.
How will you measure the success of the element?
This communication element will be measured by using Google Analytics to see the
number of website visits and to track CTR’s. Additionally, attendance at events could
be a way to measure this element because we can see how numbers compare to
previous years when there was no website with event information prior.

LINK FOR VIEWING: https://bit.ly/2yhpYKz
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Blog posts

AUDIENCE

COMMUNICATION

Which target audience(s) will this element target?
Marginalized people in student groups at Kent State University’s main campus.
Leaders of marginalized student groups.

Which communication objectives will this element support?
To have at least 10 students utilize the Kent State Media Law Center for Ethics &
Access by August 2021.

OBJECTIVES

KEY MESSAGES

Which key messages will be conveyed?
Connect to resources at Kent State to better exercise your First Amendment
freedoms.
Converse with your community about First Amendment related issues.

Which strategies will support this element?
Evolve digital content production to deliver more educational information for the
key audiences.
STRATEGIES

CALL TO

After the audience reads, sees and/or hears the message, what is the
call to action?
The call to action for this communication element is to continue to use the Media Law
Center for Ethics & Access to gain more information on First Amendment rights.

ACTION

MEASUREMENTS

How will you measure the success of the element?
This communication element will be measured by how many people access, read and
subscribe to the blog. Additionally, are there increases in audiences at events? Are
the website resources receiving more traffic? These all play a factor in the
measurement of this communication element.

LINK FOR VIEWING: https://bit.ly/2KNxIXm
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media email pitch

AUDIENCE

COMMUNICATION

Which target audience(s) will this element target?
Gatekeeper: Kent State Student Media; TV2 & the Kent Stater.
Marginalized people in student groups at Kent State University’s main campus.
Leaders of marginalized student groups.

Which communication objectives will this element support?
To inspire at least 30 students belonging to the targeted student groups to walk
away with a key message at a First Amendment-related event by May 2021.

OBJECTIVES

Which key messages will be conveyed?
Converse with your community about First Amendment related issues.
KEY MESSAGES

Which strategies will support this element?
Use face-to-face communication and earned media to educate participants about
the importance of First Amendment freedoms.
STRATEGIES

CALL TO
ACTION

MEASUREMENTS

After the audience reads, sees and/or hears the message, what is the
call to action?
The call to action for this communication element is for the members of TV2 and the
Kent Stater to attend the First Amendment-related event and produce a video/story
that will air on the evening newscast or be published in the newspaper.
How will you measure the success of the element?
This communication element will be measured if it is published through Kent State’s
student media platforms - TV2 and/or the Kent Stater, and shared by the marginalized
student groups for other students on campus to see.

LINK FOR VIEWING: https://bit.ly/2y8qyKL
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First Amendment Video Series

AUDIENCE

COMMUNICATION

Which target audience(s) will this element target?
Marginalized people in student groups at Kent State University’s main campus.
Leaders of marginalized student groups.
Members of Student Media.

Which communication objectives will this element support?
To have at least 10 students utilize the Kent State Media Law Center for Ethics &
Access by August 2021.

OBJECTIVES

Which key messages will be conveyed?
Connect to resources at Kent State to better exercise your First Amendment.
Converse with your community about First Amendment related issues.
KEY MESSAGES

STRATEGIES

CALL TO
ACTION

MEASUREMENTS

Which strategies will support this element?
Use digital communication to encourage members of marginalized student groups
to engage in an online conversation about First Amendment freedoms.
Utilize earned, shared and owned media to increase student engagement with the
Media Law Center for Ethics & Access.
After the audience reads, sees and/or hears the message, what is the
call to action?
The call to action for this communication element is encouraging students to watch
the interviews of students and professors as a part of the video series. Students and
young professionals who view the videos will gain valuable insight into the
challenges that arise around the First Amendment freedoms.
How will you measure the success of the element?
The communication element will be measured by its engagement and reach across
all of the newly created social media channels for the Media Law Center for Ethics &
Access (Facebook & Twitter).

LINK FOR VIEWING: https://bit.ly/2VUJFRj
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Research summary
Crusader Communications conducted primary and secondary research about college students’ understanding and
awareness of First Amendment freedoms. The research aimed to evaluate the effects of social media on freedom of
speech and marginalized students’ perceptions about their freedoms. The secondary research indicated marginalized
students on college campuses are more likely to exercise their First Amendment freedoms, both in person and through
social media.
Primary research efforts included a listening report, two focus groups and twenty total interviews with key publics, First
Amendment scholars and opinion leaders, Kent State professors and self-identified marginalized students. Crusader
Communications discovered the need for media literacy is higher now than ever, as social media has greatly affected
civil discourse. The listening report contained an analysis of top trending tweets about relevant issues.
Secondary research was aimed further at marginalized students. Research consistently indicated marginalized students
were the most active in exercising their First Amendment Freedoms. An analysis of findings was obtained from 1 For All,
The Media Law Center for Ethics & Access, the Freedom Forum Institute and the Knight Foundation. Information from the
Knight Foundation proves that marginalized student groups are likely to care more about their First Amendment freedoms because of feeling underrepresented. Many incidents framed as First Amendment issues first arise as attempts to
enhance awareness of deep-seated problems relating to marginalized groups.
In short, the First Amendment protects several basic freedoms of the American people—religion, speech, press, assembly
and petition; however, there are many misconceptions and misunderstandings about those five freedoms. 1 For All, a
nonprofit educational effort’s main goal is to build understanding and respect for the First Amendment. Best practices
to fulfill this goal of building awareness include target messaging and measurable success. This research put Crusader
Communications on a trajectory of further researching this audience and its perceptions and awareness of the five
freedoms.
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primary research
CLIENT MEETING
METHODOLOGY

Crusader Communications met with three individuals from Kent State University who are representatives for the two
clients: 1 For All and the Media Law Center for Ethics & Access. In this meeting, the team learned background
information regarding the Center’s current First Amendment efforts, communication tools, struggles and concerns.
Additionally, Crusader Communications learned the Center’s main goal throughout this campaign is to build awareness.
The Center wishes for students to be aware of the resource and how/when to use it.

client representatives

Professor Jan Leach, Director of the Media Law Center for Ethics & Access
Professor Paul Haridakis, School of Communication Studies
Flo Cunningham, Senior Public Relations Professional

Kent State Minority Student Focus Groups, Feb. 6, 2020
METHODOLOGY

Crusader Communications conducted two focus groups consisting of seven total Kent State students who identify as part
of a marginalized group. The goal of the focus group was to understand the perceptions about First Amendment freedoms
among marginalized groups, as well as understand their views and perceptions on protected speech, specifically hate
speech. The focus group began by learning what the participants knew about the First Amendment. This was followed by
a short video clip where participants were asked to recognize hate speech. The discussion led to what First Amendment
education the participants felt would be beneficial to Kent State’s campus.

participants

Matthew Elmore (Asian-American, senior digital media production major)
Bridget Lin (Asian-American, junior public relations major)
Ciana White (African-American, junior public relations major)
Omar McWhorter (African-American, senior communication studies major)
Katie Null (Caucasian, junior public relations major)
Jada Miles (African-American, junior public relations major)
Clay O’Neal (Caucasian, LGBTQ+, senior journalism major)
The opportunity to participate in the focus group was presented to numerous classes. These students
volunteered to participate on February 6, 2020.

key findings

All participants were able to identify their First Amendment rights. They identified that most students primarily cared
about their freedom of speech. In particular, students explained that they began to focus on their personal rights when
they had been violated.
Students were also able to easily identify different forms of hate speech represented in the previewed video. This led
to conversation about personal experiences.
One student discussed how she had been called a racial slur in high school.
All students were able to identify a time in which they experienced a form of hate speech. Typically, this occurred in
school and work environments. Some of the speech used included the ‘n’ word, ‘Paco’ and ‘ninja.’
All students shared a common belief that issues such as hate speech are prevalent on campus, but that the best
response to such situations is to speak out about it.
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Focus Groups continued...

One student stated that at different points in the past she felt unsupported by authorities such as principals, in efforts
to discuss such issues as hate speech.
One student was aware of the Media Law Center for Ethics & Access. He explained that it had been mentioned as a tool
for students who were active in KentWired and TV2 KSU to use; however, he had never gone there for any resources
provided.
One student expressed that if the Media Law Center for Ethics and Access wanted to have student participants, it
would need to build trust among students.
Most stated they would go to an authority such as a trusted professor for any advice regarding First Amendment
rights.
For any emotional support in cases of hate speech, students expressed that they would go to their cultural
organizations.

implications

To help give resources to Kent State students regarding their First Amendment freedoms:
The Media Law Center for Ethics & Access could improve its visibility on Kent State’s campus to make it more
well-known throughout the Kent State community.
The Center must identify how it can invest more into the Kent State community by reaching out to students directly.
The Center could partner with marginalized student organizations to make it more well-known outside of JMC.
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interviews
METHODOLOGY

Crusader Communications conducted a total of 20 in-depth interviews with Kent State professors, First Amendment
opinion leaders and Kent State students. These interviews intended to gain a deeper understanding of the general
knowledge and awareness of the First Amendment on Kent State campuses, what types of issues inspire students to
utilize their freedoms and how the different freedoms have evolved overtime with the advancement of technology.

professors
Kendra Albright, Director, School of Information
Overview:
Kendra Albright stated how librarians are dedicated to “protecting the right to read or access any information that is
deemed acceptable.”
The university cannot censor information in the libraries. The librarians have a full vetting process to go through all
texts and information that they acquire and assure that they meet the standards of the university.
She compared each of the American news outlets on her home page and kept track of their bias and found that each
outlet was susceptible to sharing “scandalous” news over real-world news in several instances in her own mini study.
How it relates:
Crusader Communications gained insight into the School of Information and how Kent State, along with all other
public universities, cannot censor information in the libraries. Albright indicated younger audiences consume
information mostly through social media, whereas the older generation usually consumes information through more
traditional sources. She stated when students use their First Amendment freedoms, they are fully informed on the issue
and able to sift through the bias presented in our modern-day media climate. Crusader Communications will use the
information provided by Albright to support the claim that students are most likely fully educated on a subject before
they are willing to express any of their freedoms.
Candace Bowen, Director, Center for Scholastic Journalism
Overview:
Candace Bowen is the Director of the Center for Scholastic Journalism.
“If we censor the youth, they
She has worked as an advocate for high school journalists who wish to
will no longer have the
begin their future careers as reporters and writers.
motivation to pursue their
Bowen discussed the censorship of young journalists by the higher
rights in the future. We have
education administration, specifically when principals of public schools
to
be an advocate for the free
are also editors of the school newspaper.
speech of students.”
How it relates:
-Candace Bowen
Bowen explained the current issues surrounding young journalists.
Students unable to publish articles due to censorship from the
administration is also an ongoing issue for college campuses. Overall,
her work primarily related to high school students, but brought issues such as censorship for college students to light.
Crusader Communications will use the information provided by Bowen and research conducted on World Press Day to
address the issue of free speech and press on college campuses.
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professor interviews continued...

Tim Roberts, Professor, Journalism and Mass Communication
Overview:
Tim Roberts is an instructor for Kent State’s college of Journalism and Mass Communication. Professor Roberts has
taught such classes as Law of Advertising and Public Relations and Ethical Issues of Integrated Communication.
A well-studied student of First Amendment rights, Roberts explained some of the many misconceptions that students
have in regard to freedom of speech. He also had insights on how social media and the internet have changed student
concerns about their First Amendment Rights.
How it relates:
Roberts discussed that students do not understand the dangers of attempting to shut down ideas like hate speech. In
relation to hate speech, people are unaware they do still have ramifications for it. A major consequence of social media
is that it has become a platform for polarized speech, where both sides are unwilling to engage in real dialogue about
issues, a major consequence of social media. The backlash of different groups has created an environment where people
behave more as victims in situations involving hate speech instead of using more speech to combat it. Crusader
Communications will use the information provided by Roberts to address the issue of student understanding of hate
speech.
Patty Sedon, Professor, Kent State Stark
Overview:
Patty Sedon is an instructor at Kent State University’s Stark campus. With her ear to the campus, Sedon provided
information to current concerns for students on the remote campuses of Kent State. The issues at the Stark campus are
characteristic to those at Kent’s main campus.
How it relates:
Sedon stated that most students are vocal about their political views on both sides of the issues. However, social issues
such as LGBTQ+ advocacy are of concern to most students. As a marginalized group, they are more likely to use their
First Amendment rights. She confirmed that public education lacks in providing information to students prior to entering
their higher education institutions. Crusader Communications plans to take Sedon’s emphasis on the importance of hate
speech maintaining its governmental protection and using it to educate the key audience members.
Eugene Shelton, Professor, Journalism and Mass Communication
Overview:
Eugene Shelton is an associate professor and co-chairman of the
Diversity and Globalization Committee for the School of Journalism
and Mass Communication.
Shelton was able to provide personal and professional perspective
on First Amendment issues and the exercising of the freedoms.
He pointed out black students were informed to not attend the May 4
protest, but says it is important to note there were black students on
campus at that time. Shelton said there is a general lack of
diversity in the media.

“There is something
incredible about your voice and
the power of your voice to tell a
story and have that
story have some effect and make a
change in life.”
-Eugene Shelton

How it relates:
Shelton’s insights provided Crusader Communications with information regarding the general lack of diversity in the
media and a black perspective of the May 4 shooting at Kent State. Additionally, he indicated that black students, and
black people across the country, feel like other people are trying to tell their stories for them. Shelton’s interview pushed
Crusader Communications to look at influencers who could help make marginalized students more comfortable when it
comes to exercising their five freedoms.
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Stephanie Smith, Professor, Journalism and Mass Communication
Overview:
Stephanie Smith is an assistant professor in the School of Journalism and Mass
Communication and the School of Communication Studies. She is also an
expert in global communication. Prior to Kent State, Smith worked in the United
States Federal Government for 25 years in the CIA and also gained experience
with the U.S. Navy and the Department of State.
Smith provided insights on media literacy, social movements in the age of
social media and marginalized groups’ feelings on their First Amendment
rights.
Marginalized groups have to be more on guard when protesting or speaking
up for their rights because they are more likely to be targeted if the situations
escalate.
How it relates:
Smith confirmed secondary research that students seem to have a lack of confidence in the media; they tend to trust a single opinion leader rather than searching through their sources. She indicated it is not more challenging to organize
social movements and use our right to free expression; rather, it is more difficult
for marginalized groups to gain traction because the media is oversaturated with
information making it more difficult for people to determine the truth. She spoke
about how marginalized groups in our country might have different understandings of how the First Amendment represents their actual rights. This information
will help Crusader Communications best develop a plan targeting marginalized
groups.

“It’s entirely plausible
that marginalized groups
aren’t less aware of their
First Amendment rights,
but that they feel more
threatened than a
majority group would
about expressing them.
They have more reason to
be on guard because
historically in these
situations, if something
bad were to happen,
minority groups are more
likely to be targeted.”
-Stephanie Smith
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opinion leaders
Kevin Dilley, Director, Student Media
Overview:
Kevin Dilley is the Director of Student Media at Kent State. His responsibilities include helping to set the direction of
student media and overseeing business and advising operations.
Dilley worked at Fayetteville State University, a historically black university, where he helped to bring back a student
media outlet.
He finds that students’ political biases make their way into student publications.
How it relates:
Dilley gave an expert faculty perspective on student media. He was also able to give an example of hate speech within a
student-led publication at his previous university. This example is important to Crusader Communications research and
gives the team a perspective from a historically black university. This information will be used to shape how Crusader
Communications communicates with its audiences.
Mindy Farmer, Director, May 4 Visitor’s Center
Overview:
Mindy Farmer is the director of the May 4 Visitors Center in Taylor Hall. As the director, Farmer organizes events
regarding the Center, May 4 and arranges the changing exhibits.
Some of the visitors at the center are freshmen students because of the First Year Experience course.
Farmer does not have control over what is taught in classrooms about May 4, especially at regional campuses. There is
a disconnect with regional FYE classes because she only has connections with certain individuals.
How it relates:
The 50th Commemoration of May 4 is in the spotlight spring semester for Kent State. On May 4, 1970, all five freedoms
of the First Amendment were carried out. It is important for the legacy of May 4 to see the relevance the students faced
then, and the First Amendment challenges students face today. Moving forward, this information will help Crusader
Communications figure out how to make more students aware of how the First Amendment relates to May 4.
Mark Goodman, Knight Chair, Center for Scholastic Journalism
Overview:
Mark Goodman is an expert in media law, the importance of scholastic journalism and the practice of press freedom
in schools.
Throughout his research, he discovered schools have attempted to suppress school media from reporting on a
controversial associated social issue.
The point of perfection will never be attained because fighting for equality is not a simple “majority rules” issue. If
these views were not allowed to be expressed, marginalized opinions would never gain traction in mainstream media.
How it relates:
Goodman was able to shed light on the current media climate
“When we think about how people all
and the importance of freedom of the press to our modern
over the world have been fighting for
democracy. It is important for students to be able to share their
values that we take for granted, it’s a
ideas on campuses because marginalized views need to be
reminder
to us that we should be more
expressed to be taken seriously; otherwise, they will get
appreciative, think about what these
drowned out by the majority and necessary changes will never
rights mean, use them responsibly and
come to society. Goodman is one of the main
celebrate them.”
members of Crusader Communications’ secondary audience of
-Mark
Goodman
First Amendment opinion leaders.
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Paul Haridakis, Professor, School of Communication Studies
Overview:
Freedom of speech depends on context. It varies in the extent of how much speech is protected. The First Amendment
protects from the government, but not necessarily other institutions dealt with on a daily basis.
People must understand the importance that the 1st amendment provides for the fundamental foundation of our democracy. Students must realize they have to consider the opinions of other people.
“Combat bad speech with good speech.”
How it relates:
Haridakis explained the importance of understanding how the First Amendment is applicable to each life. There are
differences in protections depending on context, and people have to understand a professional situation completely
before commenting on an issue that could be controversial. Haridakis explained the importance of respecting the media
because of the access that it provides the public. Media observers are responsible for how they consume and interpret
the media.
Jan Leach, Director, Media Law Center For Ethics & Access
Overview:
Media literacy is critical to properly understanding the freedoms of the First Amendment because it is a critical examination of First Amendment rights in real time. The concept involves appreciating the information and ensuring you
have a proper mixed media diet.
There are groups who will use their First Amendment freedoms responsibly and groups who will use them irresponsibly
to further their personal or political agenda. People must consider where their information is coming from and if the
sources they trust have an underlying reason as to why they are presenting a story in a certain way.
How it relates:
Leach explained each person speaking on issues they care about
“If media literacy is about critical
must understand the importance of media literacy. It is vital people
examination of presentation of
are using multiple sources with different viewpoints to be able to
information... then media literacy in
come to their own conclusions on issues that they care about. Leach
the First Amendment has to do with
also reinforced the idea that it is a media responsibility to avoid the
how you appreciate how that would
concept of false balance. Media should be transparent about the
come to you and how important
origins of information and not only support its viewpoint on a
that is to you.”
specific news topic.

-Jan Leach

Katie Mattise, Assistant Director, LGBTQ+ Center
Overview:
Mattise indicated the main issues of interest are voting rights, mental health, LGBTQ+ laws and student voice. “I think
student voice and ensuring student voice as part of the university is something that the students are very vocal about
which is a good thing and making sure they are included in decisions.”
College campuses are not able to limit free speech, but they can provide consequences for it.
Mattise feels that a resource such as the Center is great for students but had never heard of it prior to this interview.
How it relates:
Mattise was able to shed light on a portion of our target audience: LGBTQ+ individuals at Kent State. They gave some
great tips for the Media Law Center for Ethics & Access to get their name out there. Mattise gave Crusader
Communications good insights on what topics and issues to focus on when attempting to get students to care more
about their five freedoms included in the First Amendment.

33

opinion leader interviews continued...
Amy Reynolds, Dean, College of Communication and Information
Overview:
Amy Reynolds is a First Amendment scholar and has a background working in news organizations as a reporter,
producer, managing editor and news director.
The University is a public space; however, it does have control over who is speaking in what spaces. Different
settlements created different precedents for how universities handle issues like allowing speakers who could speak
about topics that could incite a crowd.
How it relates:
Reynolds gave specific examples where students exercised their freedoms. The different interpretations of the First
Amendment and a student’s freedom of speech is one of the issues that arises on college campuses. Crusader
Communications can use this expertise in the pilot program to educate the student groups who might not know the
extent of their freedom and how to properly express their freedoms to promote the exchange of ideas.
Teddy Workneh, Assistant Professor, Global Communications
Overview:
In other countries, people are much more aware of their freedoms because they are not allowed to exercise nearly as
many rights. There is a general understanding that people in our country take the rights for granted.
Educating students on their freedoms compared to the freedoms of those around the world starts with literacy, not
just reading and writing, but developing ways to ensure they are receiving information that is accurate, edifying and
empowering to you.
How it relates:
Workneh provided commentary on free speech issues in the United States and countries around the world. In other
countries, people are much more aware of their freedoms because they do not have as many rights granted to them.
Workneh reinforced the idea that prohibiting any type of speech can be dangerous because if speech is prohibited, it
presents the opportunity for marginalized groups to be silenced by the majority on different social and political issues.
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students

Acacia Freeman, Undergraduate Senior, Communication Studies
Key Takeaways:
American students have more freedoms than many others.
Social media has created an environment where all sorts of people feel it is okay to spread hate or negative messages.
Mitch Meyers, Undergraduate Senior, Journalism (TV2 General Manager)
Key Takeaways:
People think that freedom of speech means anyone can say whatever they want to say; however, that is not the case
when students are being threatened.
Having a resource or website to turn to for questions like “how should a petition be written?” or “what is the best way
to start a protest?” is very important for students.
Pacifique Niyonzima, Ph.D, Cultural Foundations
Key Takeaways:
Freedoms in countries like Rwanda which have gone genocide are not the same as they are in the United States. Using
certain types of language is not allowed.
A resource on campus where people on both sides of an argument can come together and find a middle ground to
create peace is necessary.
Brandon Bounds, 2019 Kent State graduate, Journalism
Key Takeaways:
A large part of people’s beliefs stem from the standards that they have become accustomed to while being raised in
their own households and their own communities.
Most people are not exposed to such opposite views until they have a chance to go to college and be around people
who come from different backgrounds.
Natalie Eusebio, 2019 Kent State graduate, Public Relations
Key Takeaways:
Natalie stressed the importance of knowing the freedoms and understanding how to properly use them.
She expressed concern about the current media climate and worries that it is becoming too toxic.
Vanessa Gresley, 2019 Kent State graduate, Public Relations
Key Takeaways:
Civil discourse has become more prevalent in the age of social media because people can participate in constant
discussion, while also acknowledging that it has become more aggressive.
While it has become easier to connect to people online to have these conversations, these conversations are
sometimes volatile, and people engaging in these conversations can have their opinions easily shut down.
Brittany Prather, 2018 Kent State graduate, Public Relations
Key Takeaways:
While it is easier to connect with people and engage in conversation online, people must consider how it affects their
personal brands and professional reputations.
Students and young professionals have to be cognizant of the company’s views on issues.
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SOCIAL LISTENING
OBJECTIVE

The objective of social listening was to view and analyze the online presence of the Media Law Center for Ethics &
Access and the First Amendment. Online presence is influencer presence and participation, conversations and volume
of conversations. Monitoring period February 1, 2020 - May 1, 2020.
WEBSITE
The Media Law Center for Ethics & Access website is linked from Kent’s School of Journalism and Mass Communication.
The latest information posted is from 2019 and last semester’s events. The Twitter account for the Center is no longer
active, however, there are 5 mentions of it.
The menu includes:
About
Featured Events
September 2019 Media Ethics Workshop with Parkland
Journalism teachers headlining
Blog
32 blog posts
Last posted on July 31, 2019
Ethics Workshop
Details of workshops from 2008-2019
Newsletter
Resources
Active links and contact information for experts at the MLC
Contact
STUDENT GROUPS
Crusader Communications analyzed the social media presence for the majority of minority student groups on campus.
The amount of likes, followers and key messages of posts were examined which helped to narrow down the target
audience to the following four organizations: PRIDE!, Black United Students (BUS), Spanish and Latino Student
Association (SALSA) and Kupita/Transiciones. These four groups have a wide range of diversity and a high volume of
social media following.
PRIDE!
“Oldest continuously running activist/social LGBTQ student organization in the U.S. at Kent State University. People
Respecting Identity, Diversity and Equality.”
Black United Students (BUS)
Helps unite black students, provides a healthy and stable environment and unify all black students and educate
them on past, present and future goals and aspirations of black people in a progressive environment.
Spanish and Latino Student Association (SALSA)
Empowering Latino students and community by promoting Hispanic heritage across campus and breaks cultural
barriers to create open communication channels between Hispanic students and other racial groups.
Kupita/ Transiciones
One of the Student Multicultural Center’s programs: a four-day orientation and a year-long mentoring program for
African American, Latino American, Native American and Multiracial students new to Kent State. The program itself
does not have social media, it is through @SMC_KSU, but a collection of videos highlighting the program is on
YouTube.
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TWITTER AND GOOGLE ALERTS
Keyword Research
First Amendment, Kent State May 4, freedom of speech, freedom of the press, freedom to assemble, freedom to petition
the government, hate speech, Kent State University and protest on college campus.
Keyword Takeaways
Political leaders, politicians, celebrities, students and other people are
among those conversing about the First Amendment on Twitter.
Users are spreading news articles, commenting on other users Tweets with
differing opinions, retweeting and commenting on politicians Tweets and
curating Tweets based on issues of the day.
Google Alerts monitored news articles, blog posts and scholarly articles
with keyword mentions.
Between Feb. 21 and 27, there were 70 conversations involving the “First
Amendment” among people in Ohio ages 18-24. All of the conversations
were negative and the majority of those conversing were male.
Due to the large volume of social media mentions of these keywords,
Crusader Communications decided to only focus on trends and issues
local to the Kent State community.
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SECONDARY RESEARCH
CLIENT PARTNERS
1 FOR ALL

1 For All is a national nonpartisan and nonprofit educational effort that builds understanding and respect for the five
freedoms of the First Amendment. It is overseen by the Free Speech Center at Middle Tennessee State University and
supports a wide range of partners and supporters with expertise and interest in education, civics, law and the arts. The
goal is to remind America that the First Amendment, which gives us freedom of speech, religion, press and the rights of
petition and assembly, collectively gives each of us the right to be ourselves – expressing ourselves and enriching the
nation through the free exchange of ideas. 1

MEDIA LAW CENTER FOR ETHICS & ACCESS

The Media Law Center for Ethics & Access offers workshops and seminars in media ethics and access to government
information. It provides advice and counsel for anyone with questions about ethics or related media law concerns. 2
EVENTS
Poynter Media Ethics Conference
A one-day training for educators and students to examine issues and perspectives in media ethics.
Media at the Movies
Students, staff and faculty are invited to watch a movie that analyzes media ethics followed by a panel discussion.
DIX Media Ethics Lecture
Lecture that features nationally recognized figures discussing critical issues in media ethics, furthering enhancing
the school’s national reputation as a leader in the field.

THE FIRST AMENDMENT

“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.” 3
—The First Amendment of the U.S. Constitution

FIVE FREEDOMS

Freedom of religion 4
The right to practice whatever religion one chooses.
It prohibits the government from interfering with a person’s religious beliefs or practices.
Freedom of speech 4
It protects the right to not speak, to use certain offensive words and phrases, to contribute money, to advertise
commercial products.
It does NOT protect action that would harm others, distribution of obscene materials, or burning of draft cards as an
anti-war protest.
Freedom of press 4
The right to report the news and to present opinions without censorship from the government.
Freedom to peaceably assemble 4
The right to peacefully assemble without legislation from the government restricting the rights to assembly.
Time, place and manner restrictions are allowed just as long as it allows the group ample opportunity to express their
beliefs without restrictions from the government.
Freedom to petition the government for a redress of grievances 4
“Congress shall make no law abridging the right of the people to petition the government for a redress of grievances.”
Generally, the Court considers the petition clause to be protected under the other freedoms of the First Amendment, it
also protects lobbying, right to file suit, and SLAPP suits.
1- 1 For All https://bit.ly/2Yj0tmD
2- The Center https://bit.ly/2xjpaUW
3- 1st Amendment https://bit.ly/3c3wf YM
4- Five freedoms https://bit.ly/35nNEsL
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SURVEYS AND STUDIES
freedom forum institute survey results

A survey from the Freedom Forum Institute revealed a general lack of awareness of the five
freedoms of the First Amendment among the younger generation. 5
Out of the 1,009 18 to 49-year-olds surveyed, 40% could not name any of the freedoms.
The most known freedom was speech, at 56%. Religion was next with 15%, followed by 13%
knew press, 12% knew assembly and only 2% knew petition.
The freedoms 18-49 year-olds care most about relate to student media and social media use.

Percentages of survey subject’s responses when asked to recall their First
Amendment Freedoms are shown in above graph.

COLLEGE STUDENTS’ VIEW ON FIRST AMENDMENT RIGHTS

A survey from the Knight Foundation revealed in 2017 the overall feelings that college students had regarding free
speech zones and hate speech. 6
Out of the 3,014 college students surveyed, 61% of African Americans felt speech zones on campus were a good idea,
while only 44% of white Americans thought this.
Survey-takers were in general agreement that safe spaces and free speech zones are beneficial.
Overall, the survey shows that white college students, on average, have the highest chances of freely expressing their
views on a college campus.

5- Freedom Forum Institute https://bit.ly/2SiXCq4
6- Knight Foundation https://kng.ht/3aROzmu
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SURVEYS AND STUDIES continued...
SURVEY results OF AMERICA’S COLLEGE STUDENTS (2018)

A survey from the Panetta Institute for Public Policy revealed which issues college students pay attention to the most and
the overall trust and faith they have in American governmental institutions. 7
This annual survey featured a total of 201 online interviews
completed in April of 2018.
71% of students followed gun violence news closely, 62% followed
the #MeToo movement closely, as well as 62%
followed Facebook and Twitter sharing personal info.
Only 24% of students have confidence in the government, only
22% have confidence in Congress, 21% have confidence in national
news media and 20% have confidence in Facebook.
This lack of trust and faith can prohibit free speech or that have the
perception of allowing certain hate speech.

2018 social media pew research study

A Pew Research Center study from 2019 observed how adults are using social media to connect with each other. 8
91% of 18-29 year olds use YouTube frequently, 79% use Facebook, and 38% use Twitter
The amount of people using social media drops as you get into the older age groups, only 70% of 50-64 year olds use
Facebook, 68% use Facebook and 17% use Twitter.

2019 College Pulse Study by the KNIGHT FOUNDATION

A 2019 College Pulse Study of Free Expression on College Campuses looked to understand 4,407 full-time students
opinions on freedom of expression and diversity inclusion. 9
57% of african american students believe that people need to be more
careful to avoid offending those with different backgrounds while only 38% of
hispanic students, and 35% of white students believe people should be more
cautious.
64% of students who identify as heterosexual believe that hate speech should
be protected by the First Amendment, while 61% of gay or lesbian students
believe that it should not be protected.

project information literacy survey results

A Project Information Literacy survey from 2018 explored how students consume news online and what students
conceptualize as “news” that is important to keep up with. The survey featured 5,844 respondents from 11 different
universities and community colleges, more than 1,600 telephone interviews and write-in responses and a larger study
conducted on Twitter which included observation of over 135,000 students. 10
On a weekly basis, 93% of students get their news through discussion with peers, 89% through social media, 76% from
online newspapers or websites, and 70% from discussion with professors.
Comparatively, on a weekly basis, only 45% of students got their news from television and only 37% from radio, usually
viewed as more traditional media outlets.
74% of respondents agreed that they trusted sources produced by traditional outlets more than social media sites

Wistia Digital Marketing Study

A study of 650,000 video sessions found that videos under two minutes are ideal for the most engagement from
audiences, once the video is over two minutes long there is a significant drop-off in the engagement of the videos. 11
7- Panetta Institute https://bit.ly/2zLI0VJ
8- Pew Research https://pewrsr.ch/3d5K2yu
9- Knight Foundation https://go.aws/35lg8Ug
10- Project Information Literacy https://bit.ly/2zKYsFM

11- Wistia Digital Marketing https://wi.st/2xlRZ38
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issues & challenges
campus protests

Free Speech laws starting in wake of campus protest: 12
Lawmakers from the country have helped pass legislation that “makes clear students can’t interfere with the
speech of their peers or of visitors on campus.”
States are likely to keep adopting similar legislation as the 2020 election comes closer.
A legislative proposal in Wisconsin: 12
Students can be suspended for at least a semester if found responsible two times for “interfering with
expressive rights of others.”
Students who violate free speech policies three times will be expelled.
Alabama’s public colleges are not allowed to “quarantine students to free speech zones.” 12
Under Texas law, Texas public campuses declare that outdoor spaces on public campuses are “public forums,” and also
forbids colleges from handing out extra security fees for controversial speakers. This policy is similar to the one Kent
State adopted after Richard Spencer attempted to tout a lawsuit. 12

free speech on college campuses

Campus Free-Speech Movement:
New Yorker writer Jelani Cobb observed “many incidents framed as first amendment issues first arise as
attempts to enhance awareness of deep-seated problems relating to race.” 13
“The default for avoiding discussion of racism is to invoke a separate principle, one with which few would dis
agree in the abstract—free speech, respectful participation in class—as the counterpoint to the violation of
principles relating to civil rights.” 13

kent state university demographics

14

Kent Campus (2020)
28,000+ Kent Campus Undergrad/Graduates.
6,500+ Students living on Kent Campus.

KENT STATE student organizations

15

PRIDE!
The oldest continuously running activist/social LGBTQ
student organization in the U.S. at Kent State University.
People respecting identity, diversity and equality.

TV2 KSU
TV2 is Kent State’s award-winning television station and
Portage County’s exclusive source for local news and
original television content.

Black United Students (BUS)
Helps unite black students, provides a healthy and stable
environment, somewhere these students can address
possible impediments to the students.

The Kent Stater
The Kent Stater is an independent student newspaper of
Kent State University. Issues of the newspaper are
released twice a week with content also being published
on KentWired.com.

Spanish and Latino Student Association (SALSA)
Empowers Latino students and community by promoting
Hispanic heritage across campus. It breaks down cultural
barriers to create open communication channels between
Hispanic students and other racial groups. Registered
numbers vary between 40 and 100 each year.
12- Campus Protests https://bit.ly/2zDtkYy
13- Free Speech Movement https://bit.ly/2zDtkYy
14- Demographics https://bit.ly/2KPla1A
15- Student Organizations https://bit.ly/2Yrjrrz

Kent Wired
KentWired.com is the shared website for both The Kent
Stater and TV2. The site features campus and
community news with live streams to TV2 broadcasts and
reaches 40,000 unique visitors per month.
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best practices on building awareness
TARGETED MESSAGING
Typically, any messages that are not tailored or narrowed to a particular audience results in a loss of messaging.
Different generations of groups must be targeted in different ways. Primarily, young adults who are of college age
receive most of their information via Facebook, Instagram or Twitter.
Researching what specific strategies and tactics reaches the audience.
Brainstorming who the desired audience is prior to launching a campaign. For example, using Facebook custom
ads or behavioral marketing.
MEASUREABLE SUCCESS
It is important to know what clear results are desired prior to launching the event. The key is for the results to be
measurable.
Key performance indicators (KPI) are a primary form of measurement for any awareness campaign. Knowing
which KPI to track allows Crusader Communications to seek out the data to provide the result.
BUILDING AWARENESS WITHIN MARGINALIZED GROUPS
Instead of assuming the thoughts and intentions of marginalized groups, research must be conducted in order to verify
results.
Anything that is not verified can often be perceived as ignorant or even intolerant.
One common theme among most marginalized groups is wanting to have a connection to their roots.

world press freedom day

World Press Freedom Day is on May 3 this year (2020) and was proclaimed by the United Nations General Assembly in
December of 1993. The United Nations describes World Press Freedom Day as “an opportunity to celebrate principles of
press freedom, assess the state of press freedom through the
world, defend the media from attacks on their independence,
and paytribute to journalists who lost their lives.” This year’s
conference is titled “Journalism Without Fear or Favour” and
will be held in The Netherlands.

The 2019 World Press Freedom Index reveals that hostility towards
journalists has incited frequent and serious acts of violence (see
above graph).

16- Building Awareness https://bit.ly/2KQ0SFq
17- World Press Freedom Day https://bit.ly/2Skglli
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APPENDIX
1 for all previous projects
SCHOOL

PROJECT NAME

KEY FINDINGS

Elon University

First Amendment
Free Food Festival

It featured students acting as protesters, the media and religious figures – all of whom attempted to exercise their
rights to speak out, report the news and pray. But in the center of the commotion were student “police,” who were
ensuring no one enjoyed freedom of speech, press, religion, assembly or petition.

Middle State
Tennessee
University

Shut up and Dance

The group created an in-person quiz game on campus that challenged students to answer a variety of questions
including a query about the freedoms protected by the First Amendment. “Take 5 to know your five.” Take 5
candy bars were given to those who gave correct responses.

Ball State
University

Thank a Journalist
Day

Drew over 2,500 Twitter participants and generated over 2 million social media impressions.
Make #ThankAJournalist trend on either FB or Twitter. “It trended on Twitter in Indianapolis for approximately
three hours at #2 behind a new restaurant,” she reported.

Iowa State
University

First Amendment
Days

Five Days of Programming:
1.
Common Ground: a discussion about belief
2.
Keynote lecture given by Simon Tam, founder and bassist of The Slants
3.
Depth and Dialogue sessions and public lectures
4.
Democalypse March, Feast on the First, live street art demo by iamsloth
5.
First Amendment Workshop

Central Oklahoma

First Amendment
Day

Hundreds of people including the president of the University participated in a march celebrating the five freedoms
of the First Amendment
High school First Amendment Day photo contest
College First Amendment Day essay contest
Had media coverage from Campus, State and Local
Also featured a luncheon.

Austin Peay State
University

People’s Republic of
Clarksville

276 participants entered and went through events demonstrating what life would be without First Amendment
protections. It generated almost 400k external media-audience reach, typically reach 150k-200k through APSU PR
and Marketing assistance.

Central Methodist
University

Freedom of Speech
Celebration

Panel discussion that featured reputable speakers (included John Tinker - lead plaintiff in Tinker vs. Des Moines)
goal was to promote free speech, freedom of thought and academic freedom in schools.

Syracuse University

#Cuse1ForAll

Social media campaign about First Amendment freedoms and an actual event called First Amendment Faceoff;
took place during Free Speech Week (pub-quiz game); intended to build respect of First Amendment.

Southern Mississippi

First Amendment
Wall

The group began a series of events in order to spark interest and conversation. The “First Amendment Wall”,
followed by First Amendment Jeopardy, Class Cart, Speed Dating, and Campus Canvas. Key objective was to
raise awareness among students. They saw an increase of over 78% on their campus.

Virginia Wesleyan

Takes One to Know
Five

This group primarily focused on research. Before conducting their campaigns via social media (puzzles, games,
and giveaways), the group sent out surveys asking basic questions regarding the First Amendment and what rights
were protected under it. Effectiveness of the campaign was then measured based on survey answers.

South Alabama

#SpeakUpSouth

Wanting to create a new brand for “freedom of speech” and raise awareness of the First Amendment, this group
used pop up shops to raise the notoriety of their group, and to test preliminary knowledge of the First Amendment.
They followed the initial campaign with another pop up shop and a panel.

University of North
Carolina, Asheville

First Comes 1st

The campaigns included a feature story submitted to the school publications, a news release, 30 second PSA to the
school radio station, 2 video spots for social media/podcast, 2 facts sheets and a special event attraction.

Auburn University
at Montgomery

Spread the First

The event included a writing contest, writing what the First Amendment means to students on a banner in the quad,
passing out souvenirs, trivia quiz relay and an award ceremony to conclude the week.

California State
University, Long
Beach

Speak Up 1st

Communicated educational content to present the 5 freedoms with presentations, social media channels and
pamphlets. Photoshoot encouraging students to post their photos on instagram Mnemonic RAPPS.
All the tactics were met if not exceeded.
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focus group guide
TO:
FROM:
DATE:
RE:

1 For All
Crusader Communications
February 6, 2020
Understanding the Freedoms of the First Amendment

I.

Introduction and Welcome

5 minutes

II.

First Amendment Knowledge

10 minutes

III.

Recognizing Hate Speech Activity

10 minutes

IV.

Campus Resources related to First
Amendment

10 minutes

VI.

Wrap-Up

5 minutes

TOTAL

40 minutes

Research Objective: Our overall research objective is to understand what issues Kent State’s minority students feel there
are with their First Amendment freedoms, as well as understand their views and perceptions on protected speech,
specifically hate speech.
Research Questions: More specifically, we seek to understand or explore:
● What do Kent State students already know about the First Amendment?
○ Can they name their five freedoms?
○ Do they know their protections?
● What areas in Kent State student’s lives are First Amendment freedoms threatened?
○ Specifically at a public university
● What do Kent State students need in order to better exercise their freedoms?
○ Resources, specifics within resources
● What do Kent State students know about hate speech that’s protected?
I.

Introduction and Welcome
●

Welcome, thank you for attending

●

Introduce self and group:

5 minutes

○

Independent researcher, nothing vested

○

Most important people in the world: only want to hear from you

○

Ethical disclosures
■

Cameras/being recorded

■

Used only for research purposes

■

Colleagues in the backroom
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●

Hear from everyone, no wrong answers
○

●

Make it a discussion

Respondents introduce themselves
○

Name, what year you are (freshman, sophomore, etc.), and where you are from [NOTE TO
RESEARCH TEAM: BE SURE TO RECORD PARTICIPANT INFORMATION FOR USE
DURING DEBRIEF AND PRESENTATION]

II.

First Amendment Knowledge
●

10 minutes

To start off, I want you to think about what all you know about the First Amendment. We will discuss the five
freedoms, what is and isn’t protected under each one, and how they are implemented on a college campus.

●

○

Freedom of religion

○

Freedom of speech

○

Freedom of the press

○

Freedom to peaceably assemble

○

Freedom to petition the government for a redress of grievances

What do you know what is and is not protected under the First Amendment?
○

III.

Hate speech is only protected by the government. Private entities do not protect hate speech.

Recognizing Hate Speech Activity

10 minutes

●

Speaking of hate speech, we are going to move into an activity that dives a little bit deeper into that topic.

●

Show video: What you are about to see may be harsh, but it illustrates the effects of hate speech.
○

What hate speech did you see in this video?

○

Does anyone have a personal story where they have witnessed hate speech or where it directly impacted
you?

IV.
●

○

How do you feel that hate speech has changed in today’s society with social media?

○

Where do you find hate speech on this campus? Examples?

Campus Resources related to First Amendment

10 minutes

Now that we have developed a deeper understanding of hate speech and First Amendment freedoms, what
resources on campus do you know of that can assist you with First Amendment issues?
○

List resources available to the students.
■

○

Emphasis on Media Center for Ethics & Access

Ask students what they would like to see in terms of resources (in regards to structure, specifics, etc.)
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focus group guide continued...
○

Discuss with students what needs of theirs are not being met in terms of exercising their First Amendment
freedoms.
■

VI.
●

How can the Media Center have a greater impact and help you with this?

Wrap-Up

5 minutes

As a reminder, other people from your class might also take part in later groups, so please keep our conversations
private for the next week or two. Also, if you’re interested in obtaining service hours or becoming a mentor,
contact your local Big Brother/Big Sister organization.

Thank you for coming!
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kupita/transiciones schedule
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website upgrade wireframe
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BLOG POST EXAMPLE
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MEDIA EMAIL PITCH EXAMPLE
T O Jenna Borthwick <jborthw1@kent.edu>
S U B J E C T Marginalized students feel more threatened to express their
First Amendment freedoms, these voices need to be heard.

Greetings Jenna,
I hope your spring semester is off to a great start!
TV2 is a main source of news to reach the Kent State campus and a voice for many who
aren’t heard.
My clients, 1 for All and the Media Law Center for Ethics & Access, are determined to
spread awareness about First Amendment freedoms among marginalized students on
campus through social media and community events. “Change my Mind” is a pop up debate
taking place in the Student Multicultural Center in May. We are hoping to attract students
from PRIDE!, Black United Students (BUS) and Spanish and Latino Student Association
(SALSA) to participate as a community with food and a debate that is both fun and
serious.
These marginalized students make up a quarter of Kent State’s population. Several of them
have personal experiences pertaining to unfair advantages or don’t realize the rights they
are entitled to as citizens of this country. An event like this gives those students an
opportunity to practice their freedoms and learn more about them so they are prepared to
exercise them in the real world.
TV2 would be the perfect outlet to report on this event. “Change my Mind” is a visual
representation of community conversing about relevant issues surrounding marginalized
student’s First Amendment rights. A visual story would be ideal for sharing a topic that
students might not recognize on campus.
I will reach out tomorrow afternoon to follow up about this story.I look forward to talking
with you.
Best regards,
Jessica Skitzki

50

