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CREATING the 1 FOR ALL CAMPAIGN
Our client: The First Amendment of the United States Constitution, which states “Congress shall
make no law respecting an establishment of religion or prohibiting the free exercise thereof; or
abridging the freedom of speech, or of the press; or the right of the people to peaceably
assemble, and to petition the government for a redress of grievances.”
SITUATION ANALYSIS:
This public relations plan by #PRDogs features the First Amendment as its client. The goal is to
create a campaign raising awareness of First Amendment freedoms and engaging Fresno State
students on the topic in for a larger initiative in the Fall semester, 2019.
To best define the First Amendment as a marketable client, this plan presents a SWOT analysis
and analyses of other external and internal factors that challenge what people may and may not
know. Additionally, several case studies indicate activities of other campuses, as well as
research about United States Supreme Court cases brought by journalists, companies,
entrepreneurs, and others. The plan ends with suggestions and recommendations to help
educate college students, which includes an eight-week-long timeline, social media plan, and
budget.
To best create campaign strategies and objectives, a SWOT analysis sets out the current
predictors of challenges and successes.
Graphic 1: Strengths, Weaknesses, Opportunities Threats of the First Amendment
Strengths:
- Liberties and rights of the people
are protected
- The 5 principles: freedom
of speech, religion, press,
assembly, petition
- Voices and perspectives can be
heard
- Key to democracy
- Holds our government
accountable

Weaknesses:
- Not absolute, uncertain
- When does it apply/not
apply. Who has authority?
- Vague
- Limit of Free Speech: incites
danger, obscene
- Citizen’s rights not FULLY
protected
- Many students are vulnerable in
form of economy and age

Opportunities:

Threats:

-

-

The evolvement of technology has
given students a broader platform
of free speech
Campus events/socal events for
students
Ongoing trends

- Laws mandating these rights
- Societal pressure for conformity
- Debates between what’s
protected/not protected
- People who use technology for the
wrong reasons.
- barriers
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As seen above, this SWOT analysis shows the strengths, weaknesses, opportunities, and
threats provided by the 1st Amendment. The largest challenges are the lack of knowledge
about the five freedoms and confusion about what is constitutionally protected.
COMPETITION AND SITUATIONAL FACTORS
● Fake news, includes propaganda that consists of deliberate or unintentional
misinformation or hoaxes spread through either traditional print, broadcast media or
online social media. Fake news is a trending topic rmostly due to President Trump’s
condemning of what he believes to be “fake news” media outlets. “Trolls” are thought to
purposely misinform the American public by spreading false information, especially on
social media. Our questions: Is fake news legal? How it is protected under the First
Amendment?
● Civility is the formal, social expectation of politeness and courtesy in behavior or speech,
a way of communicating that may be lacking in events scheduled under the First
Amendment. Several college campuses have canceled speeches by public figures due
to the controversial, allegedly offensive stances they have taken or words they have
said. Our questions: Is offensive or hurtful language protected under the first
amendment? Should civility be a requirement? Who would define civility?
● Other competitive threats include the other amendments. Our research revealed that
often people get the amendments confused. Advocacy and discussion of the other
amendments and their freedoms reasonably diverts attention away from the first; for
instance, school shootings bring the Second Amendment to the top of media cycles,
diluting attention to the First and others..
PROBLEM STATEMENT
Our research indicates that the main problem facing the First Amendment is the
misconception of what it protects and what it doesn't protect. This calls for a standard definition,
as outlined by The Supreme Court and lower courts. These authorities have listed nine types of
speech that are not protected because they either break the law, promote breaking the law,
and/or creates an unsafe situation. The nine forms of speech that are unprotected by the First
Amendment are:

1. Obscenity: indecent or lewd acts
2. Fighting words: words which by their very utterance, inflict injury or tend to incite
3.
4.
5.
6.

an immediate breach of the peace.
Defamation: Slander is making a false statement to cause damage to someone's
reputation.
Child pornography: explicit images of a minor.
Perjury: witness purposefully and intentionally lies to mislead the court of the
facts of the pending matter.
Blackmail: criminal act of demanding a payment from someone by threatening to
expose a secret.
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7. Incitement to imminent lawless action: advocacy is directed to inciting or
producing imminent lawless action
8. True threats: threatening communication that can be prosecuted under the law.
9. Solicitations to commit crimes: The act of enticing another to commit a criminal
offense or illegal act.
These definitions can be confusing to our target audience because K-12 history classes
mostly teach about the simple freedoms of religion, press, and speech. Understanding the
contexts and nine conditions above are important to this campaign.
RESEARCH
Primary Research:
Our research looks at how our target audience (students) think about the First
Amendment; specifically, we conducted surveys of Fresno State students to assess what
focus and approach might best fit into this campaign.
The results, which consisted of 174 enrolled students outside of the Mass
Communication and Journalism department, is noted below and shows how many freedoms
students were able to correctly name, as well as the percentage of students that were able
to name each specific freedom.
Graphic 2: Percentage of Students Who Could Name First Amendment Freedoms

As seen above, this pie chart shows the percentage of students able to name a First
Amendment freedom. Most of the Fresno State students surveyed were able to correctly name
the first 3 freedoms (speech, religion, and press), but many students were not able to name the
other 2 (assembly and petition)
Graphic 3: Number of students able to correctly name one or more freedoms
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As seen in the figure above, 174 students were surveyed to see how many of the five freedoms
mentioned in the First Amendment they could name. The results illustrated that 12 students
could not name any of the five freedoms, while 34 could name one, 34 could name two, 57
could name three, 19 could name four, and 18 could name all five freedoms. These results
reflect the necessity for the education of the first amendment on our campus.
Secondary Research: What’s Being Said About the Freedoms Today?
- Case Studies of 2019 First Amendment scenarios: Why is this campaign hot?
[SPEECH] Can a judge order Elon Musk to delete his Twitter account?: The Securities and
Exchange Commission says that Musk broke his settlement agreement by sending out a tweet
that disclosed material information about the electric carmaker without running it by a lawyer
first.
[SPEECH] Hip-Hop Artists Give the Supreme Court a Primer on Rap Music: A Pittsburg rapper
was sent to prison to serve two years for threatening police officers in a song, which prosecutors
claimed the lyrics were issuing terroristic threats; the Supreme Court ruled that reasonable
people wouldn’t have understood the statement to be a threat.
[SPEECH] On Campus Speech: Thanks, Mr. President - But No Thanks: President Trump
announced a presidential order to mandate free speech on college campuses, but he plans to
tie freedom of speech to federal funding.
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[SPEECH] Politics and schools: Do public schools have the right to ban students from wearing
political clothes or signs? Students claim that their freedom of speech was violated when an
Arizona principal asked them to put away signs and clothes supporting President Trump.
[SPEECH/PRESS] A single post on social media, or article in the news, can be a powerful way
to spread truth or ruin a person’s reputation. The first amendment protects freedom of speech
and press but it does not protect against libel and reckless disregard for the truth.
[SPEECH] Supreme Court justices seem unlikely to extend First Amendment protections to
users of social media platforms such as Facebook and Twitter The justices heared arguments in
a First Amendment case that could change how the nation's largest social media companies are
allowed to moderate the content on their platforms. By their questions, it seems the court is
reluctant to do so because the First Amendment does not apply to private companies such as
Twitter and YouTube.
[PRESS] U.S. Officials made list of reporters, lawyers, activists to question at border. (NBC
News) Committee to Protect Journalists concerned about this questioning of journalists at the
US border.
{SPEECH} SCOTUS to review trademark that suggests F-word in 1st Amendment case against
patent office The US Supreme Court agreed to hear case involving a fashion designer fighting
to register “FUCT,” the name of his clothing line, with the U.S. Patent and Trademark Office
(USPTO)
[SPEECH] Free speech violation or a simple arrest?: The issue is whether someone who
believes he was arrested in violation of his free speech rights can pursue a claim of retaliation
against the police when there was probable cause for the arrest.

[RELIGION] Prayer at government meetings violate the 1st Amendment: Prayer offered in a
public proceeding could make listeners feel excluded. This counters the 1st amendment’s
establishment of religion.
[PRESS] An Arizona cop threatened to arrest a 12-year-old journalist. She wasn’t backing
down.: Law enforcement tries to extinguish the voice of a young small town journalist by
threatening her first amendment rights to report the news. Officer lies about her abilities as a
private citizen and threatens to throw her into juvie.
[PRESS] Threats to First Amendment Freedoms : “Deepfake” videos . This raises issues about
the first amendment because it falls into the producing fake videos that could potentially
blackmail or libel a person(s).
- Case studies: What are other campuses doing for 1 for All?
Current campaigns
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●

●

●

●

Middle Tennessee State University is hosting an event called “MTSU Shut Up & Dance”
through the College of Media and Entertainment that allows students to exercise their
right to freedom of speech through music. This event will be held at the Southeast
Journalism Conference where over 30 universities will be in attendance.
Elon University the College of Media and Entertainment hosted the event “Shut up and
Dance” to highlight freedom of speech in music. The event featured multiple musicians
who played songs that had previously been censored or used in a protest.
University of Northern Alabama held a “Shut up and Dance” concert to celebrate free
speech. The show told the story of America’s struggles and progress using pop, gospel,
rock, soul, country and hip-hop music.
John Brown University has invited authors, Rod Dreher and Michael Wear, to their event
to discuss how people of faith can successfully maneuver being apart of a political
environment.

SPEECH
We know the 1st amendment guarantees five freedoms. Our secondary research shows
examples of how these apply to us everyday. Earlier this semester, we saw the exercise of free
speech on our own campus when religious preachers aggressively shared their views.
President Castro addressed this in an email he sent out, acknowledging that although offensive
to some, these are guaranteed and protected rights. We’ve also seen the exercise of free
speech in Randa Jarrar’s, a Fresno State professor, tweet last year. No matter how aggressive,
this speech is protected.
According to an article by Rodney A. Smolia in the Freedom Forum Institute, Americans
have the right, under the first amendment, to practice speech such as: desecrating a national
flag, burning a cross, defaming public officials, and disseminating private information as long as
it’s considered “newsworthy”. However, some forms of speech are not protected. Speech not
protected by the first amendment, as decided in their respective court cases, include: inciting
actions that would harm others (Schenck v US), burning draft cards as an anti-war protest (US v
O’Brien), and students making an obscene speech as a school sponsored event (Bethel School
District #43 v Fraser).
So how does freedom of speech relate to public relations? Each case is decided on an
individual basis. For example, in the Masterpiece Cakeshop v Colorado Civil Rights
Commission, Phillips, a baker, declined to make a same-sex wedding cake for a potential
customer. On June 4th, 2018, the opinion of the Supreme Court stated that the judgment of the
Colorado Court of Appeals is reversed, making Phillips no longer in violation of the Colorado
Anti-discrimination Act where he was originally convicted of violating. In this case, compelled
speech is considered a violation of free speech and that can be seen as a potential problem in
many other aspects as well. In an article published by USA Today. written by Richard Wolf, he
gives examples in various topics of free speech explaining what it does and does not protect.
For public relations specialists, free speech is not something that should be taken advantage of
but used to clearly represent the person or organization they are working for.
PRESS
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Freedom of the press essentially allows us the right to report news or circulate
opinion without censorship from the government. Freedom of the Press in the U.S.
explained, “The press, of course, is not blameless. It is made of humans who make
mistakes. Some of them also miss important stories and points, play favorites and
concentrate on social media shares to the detriment of hard-hitting reporting. Some
media members have an agenda without admitting it; more than a few make life
miserable for PR pros.” A Growing List: 2019 Threats to First Amendment Freedoms suggest
that this debate has taken over the media and efforts need to be made to yield the
amount of fake news that circulates.
RELIGION
For American citizens, freedom of religion means that everyone has the right to practice
his or her own religion or no religion at all. According to the ACLU, the establishment clause of
the first amendment means that government can’t promote or encourage religion, meaning that
government funded schools cannot pray or promote religion in any way. This separates the
state from the church. One challenge people in public relations have had to overcome is
communicating messages to people who believe in different practices of religion. Religion is a
popular topic throughout history that has divided and brought together nations. People in the
field of public relations will always have the challenge of creating unifying messages as time
progresses and times change.
ASSEMBLY
According to the Library of Congress, the First Amendment protects the right of
American citizens to peacefully assemble. It prohibits government officials from denying citizens
the right to voice their discontent publicly as a group. However, it is not does not provide
absolute protection. Local governments are allowed to place restrictions on when, where, and
how a group may assemble. The police and the local government are able to shut down a
protest deemed unsafe or violent. Nevertheless, this does not stop people from gathering and
protesting. Many large protests have been held for many different agendas. The common thread
between them is they were all held by citizens fighting for a cause they believed in. This
connection held between all of the attendees--of which these groups of people are often very
diverse--allows the protest to have a single voice and a strong message. A strong recent
example would be the latest Women’s March in 2019; hundreds of thousands of women
marched across the USA to defend their rights. How does this play into Public Relations? Public
Relations practitioners constantly attempt to push a message towards the media and the public.
Whatever that message may be, it has to be coherent, concrete, and cohesive. Protests work
because of their ability to get noticed and become more successful if they have more attention.
Public relations practitioners are star players in marketing a cause through the use of the first
amendment’s guarantee of freedom of assembly. Protests are essential to liberty, and although
they may cause temporary disruptions, these disruptions are what get the attention a topic
needs.
PETITION
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Freedom of Petition is perhaps the least known of our rights, but just as important as the
others. It includes being able to question our government in nonviolent means. This is done
through lobbying, writing letters to those who serve us, campaigning, filing lawsuits and so much
more. Petitioning was especially important before mass media, such as the case of Edwards v.
South Carolina 1963, where protestors who assembled at the state government to protest
against segregation were arrested. The protest was peaceful, with no sign or threat of violence,
but police demanded they left the premises within fifteen minutes or they risked being arrested.
When they refused to do so, they began singing, chanting and stomping their feet. All 187
protestors were arrested on charges of “breaching the peace,” but they believed that their First
Amendment right to peacefully assemble had been violated. The Supreme Court overruled the
protestors’ convictions and they were released. However, with the help of our mass media,
society as a whole is more easily capable of reaching out to our government with the issues we
see in our communities. We can reach out to our local or large news outlets through social
media platforms such as facebook, and they can give us a voice. The freedom to petition is not
only vital to our government, but a privilege.
FIRST AMENDMENT TIMELINE
The First Amendment has many significant events, ideas, and court cases that have
shaped our legal system today. The First Amendment is said to protect the freedom of religion,
speech, press, petition, and assembly. Freedom of speech allows individuals to convey their
thoughts and feelings. Although, the amendment does not protect speech that would harm
others. Schenck v. the United States is a case from 1919 that happened during WWI. Charles
Schenck was an anti-war activist who sent letters and pamphlets to potential draftees to ignore
their notices of fighting in the war. He was arrested, and both the United States and the Justices
agreed that he had threatened national security.
The Freedom of press prevents the US government from disrupting the distribution of
information to the people. In 1971, copies of classified military papers were given to the New
York Times by a military analyst named Daniel Ellsberg. The documents, which were later
called the Pentagon Papers that were supposed to stay a secret, talked about the political and
military involvement in Vietnam from 1945 to 1967. The papers described how more lives would
be taken than led to believe by the presidential administration. The government tried to prevent
the New York Times from publishing more of the papers with a court order saying it was a
national security threat. Later, the Supreme Court ruled in favor of the newspaper outlets
allowing them to post more content of the papers without government censorship. This was
called The New York Times v. United States.
The Right to assemble will enable individuals to gather together peacefully for a
religious, political, social, or economic reason. It allows individuals the right to protest the
government. The Right to petition allows the signing of a petition and filing a lawsuit against the
government. In 1984, Gregory Johnson burned the American flag during the Republican
National Convention that took place in Dallas, Texas. Johnson was protesting President Ronald
Reagan's administration. During the march, the group of people threw beer cans, destroyed
property, broke windows, and shouted chants such as "America, the red, white, and blue, we
spit on you, you stand for plunder, you will go under."
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Freedom of religion has two clauses. The first clause is the establishment clause that
prohibits the government from establishing an official church, and the free exercise clause
allows people to practice their religion. In 1986, Deborah Weisman, a Jewish student, sued her
Rhode Island school district for the use of prayer at her school graduation. During her case, she
mentioned the First Amendment that led to the clause about establishing any religion.
PLANNING
Goal(s)
● Educate the public about the First amendment to avoid future misconceptions about
what is protected and what is not.
● To build understanding and support amongst the public for the First Amendment
freedoms of religion, speech, press, assembly and petition.
Objectives
● Specific: Fresno State as part of 1 for All will set up an event “to build understanding and
support for the First Amendment freedoms of religion, speech, press, assembly and
petition.”
● Attainable: We will be able to achieve this by working with the Institute for Media and
Public Trust to inform students about the event and support them in expanding
knowledge about the First Amendment.
● Measurable: Be measured by the amount of students in attendance and their increased
knowledge and support for the First Amendment.
● Time-Bound: Through the March 26th event, Fresno State and 1 for All will prepare
students expanding their knowledge and comprehension of their First Amendment right
so they will be ready to vote for their local elections on November 5.
Informational
● This objective looks at communicating with students through various social media
platforms to augment knowledge about the First Amendment. Additionally, traditional
media platforms such as press releases, trade journals, and newspapers cater to
students and young professionals to increase readership about it. The goal of this plan is
to address information in an easy-to-digest manner, and to spark dialogue among
students. Success of informational objectives can be measured on how many students
receive the message and what they are able to take away from it. For example, Fresno
State MCJ department presented a First Amendment Forum which featured a panel that
talked about real life free speech issues. The goal of the forum was to augment media
literacy among people.
Attitudinal
● This objective deals with the audience’s attitudes and opinions about the first
amendment. In looking into the attitudinal objective, the goal of this plan would be to
change the attitude of those students who do not support the first amendment by
portraying cases in which it has been beneficial to our country and its people. It would be
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even better to highlight how it affects young people in this day and age. In showing the
American people how much the first amendment actually affects them, and how often
they exercise its use, changing the attitude of those audience members are opposed to
the message will be much more simple. For example, what they are posting on social
media can affect them in a job setting. This also affects people day to day by allowing
them to petition the government for something they feel strongly against. We are able to
make change through the first amendment and without it we would not be able to have a
say in what we want our life to be like.
Behavioral
● This objective revolves around how we want our audience to respond to our material.
We want to directly engage with our audience and let them know how and why their lives
are directly impacted by the 1st amendment. From this engagement, we want to create a
positive reaction to the first amendment and build a better understanding of it. Many
Americans exercise their 1st amendment rights on a daily basis without even realizing it.
Highlighting core fundamental features of daily use of the 1st amendment has a high
opportunity to educate and raise awareness of the importance of it. Having been
educated, engaged audience members can actively exercise their 1 st amendment rights,
and by doing so continue its progression in modern communication.
For example, highlighting the positives of utilizing the first amendment on a daily basis
through deliverables will encourage our audience to exercise their rights more often.
Also educating exactly how the first amendment protects students will allow our
audience to be more comfortable with speaking out, therefore affecting their behavior.
TARGET AUDIENCES
Primary target audience: Students.
They want to know that their voice means something and that it is important to raise awareness
amongst students across all college campuses. Many students are afraid to exercise their rights
due to lack of knowledge. As a student you have freedom to do all of these things:
● Speech of anything that does not disrupts the school
● Protest on any topic without being judged by professors in any way that should affect
your grade.
● Wear whatever clothing that your trend follows, as long as it does not disrupt the school.
Secondary target audience: Friends, Family, Faculty (influencers of primary target)
Others: Cardi B, etc.
KEY MESSAGES
The main points you want your target audience to hear and remember about your organization
and their beliefs. Key messages create meaning and headline the issues you want to discuss.
● No more than 3
○ What is the First Amendment?
■ The first amendment is a blueprint of our basic rights.
■ The first amendment is freedom of speech, press, religion, assembly and
petition.
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○

●

What does the First Amendment protect?
■ Restricts only government action that infringes communication
■ Does not protect against: private parties actions against speech,
defamation, obscenity, soliciting crimes, and false advertising
○ What we can do?
■ Educate, bring awareness
What do you need audience to know (WIIFM)?
○ It’s important to know our basic individual freedoms in order to know when your
rights are being violated.

STRATEGIES
Definitions: A strategy is the approach of an overall plan, helping to organize public relations .
activities and strategic decisions around the best way to communicate.
Goals: Educate the public about the First amendment to avoid future misconceptions about
what is protected and what is not. To build understanding and support amongst the public
for the First Amendment freedoms of religion, speech, press, assembly and petition. Create
action and encourage students to understand their rights and enforce them.
Tactics
An action or strategy planned to achieve a specific goal, normally directed in promoting a
product or service.
Threats to First Amendment Freedoms
● Spread key messages and bring overall awareness by showing several examples that
could hit emotions to the public.
● Show how the First Amendment differs from others
● Hold Press Conference/event for media interest
● Utilizing social media influencers to discuss current issues in regards to the first
amendment.
● Creatives (list of suggested deliverables, see Appendix B)

IMPLEMENTATION
Timeline for PR Grant event:
● Week of March 3- 9
○ Announce event to public (press release, social media)
● Week of March 10- 16
○ Plan/film promotional video
○ social media posts
● Week of March 17- 23
○ Release video
○ social media post
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○ reminder emails
Week of March 24- 30
○ Promote on social media
○ Event (March 26)
○ Post during event
Week of March 31- April 6
○ Posts pictures from event
○ Thank yous
○ Collegian Story
○ Post about topics discussed at events
Week of April 7- 13
○ Flash backs
Week of April 14- 20
○ Apply for larger grant

●

●

●
●

Timeline for Fall 2019 event:
TARGET DATE: Constitution Day or Election Day
Pre-Event: Tie into Get Out the Vote

-

After March 26: Analyze feedback, finalize PR plan
June 1: Submission of Fall 2019 grant
August 30: Faculty and students finalize events and timeline; students begin social
media and other press relations pieces

EVENTS:

-

Monday: Speak Free! (Speech)

-

Vote/Recognize the Constitution

Wednesday: Taco ‘Bout It (Press)

-

#1ForAll

Tuesday: Constitution/Election Day (Petition)

-

Photo Booth

Tacos and journalists/Collegian supplement

Thursday: Pins and Cork Boards (Assembly)
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-

Pin the most important issues on campus

Friday: Free Spirited (Religion)

-

Religious clubs set up booths
Silent Disco Night

EVALUATION
Evaluating the campaign includes the pre/post assessment of primary research survey to
measure if we’ve built a better understanding and more support of the First Amendment through
the executed events and media creatives.
Measuring Media
First, we would need to measure the amount of other media and publication mentions that are
not our own.
Second, we need to measure reach and engagement of social media posts through keeping
track of likes, comments, shares and impressions.
Measuring Events
Measuring the events portion of our campaign means logging the number of people who
attended the event and if the attendants seem to be engaged.
BUDGET
For the larger Fall 2019 Campaign, we advise a mixture of activities to best engage our target
audience of Fresno State students.
4 page Collegian Supplement about the First
Amendment created by MCJ student

$600

Taco Truck to draw students to event

$300

Silent Disco DJ set up for Shut Up and
Dance/Silent Disco event focusing on music
previously censored

$200

Photo Booth for social media opportunities

$100

Pins and Cork Board for student engagement
and public display

$100

Total

$1300
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APPENDIX A: SURVEY SCRIPT FOR FRESNO STATE STUDENT SURVEY

Survey: Primary research for the 1 for All campaign and included a face-to-face survey
of 174 Fresno State undergraduate students, our target audience. This serves as a
baseline about student knowledge, a pre-assessment that can be compared to a postassessment after our campaign. Here is the template used for the survey:
INTRO: Conduct a First Amendment survey of at least 10 people (Fresno State
students, not MCJ majors who would have bias because of work on this project, haven't
been surveyed for this before) and report results, using this template –
1. Hi, I’m doing a quick survey for class. Do you have two minutes?
2. Are you a Fresno State student? What’s your major? Have you already been
surveyed about the First Amendment? (If MCJ or already surveyed, please
thank them for their time and not include in this survey.)
3. What is the first thing that comes to mind when you hear “The First
Amendment”?
4. The first amendment has five freedoms. How many can you name?
5. What does the First Amendment mean to you?
(Prompts if they're stuck: What does it protect? Do you feel like you exercise it? When
was the last time you've seen somebody exercise the First Amendment?)
END. That’s it. Thanks for your time. We’re working on a campaign called 1 for All
about the First Amendment and this research will help.
-----------------------------------------------------------------------------------------APPENDIX B: CREATIVES FOR USE IN THE CAMPAIGN

Possible logos and media alerts:
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Social media posts:
FREE FOOD AND TALK
Hey Bulldogs!
The MCJ 152S class invites you to the 1 For All event on campus. Come learn about the First
Amendment and your rights as we bring recognition to this important topic. Join us March 26,
12:30-2:00 p.m. at the Education Building Rm 140. FREE food will be provided!
Web content for Institute for Media and Public Trust:
#PRDogs take on the first amendment as a client to Educate Fresno State students about
their freedom of speech.
Keywords: Democracy, First amendment, Free speech

The Fresno State MCJ Department will hold a workshop on Tuesday, March 26, Noon2:00 p.m. ED 140 to educate the community of the first amendment. MCJ students will
be speaking at the event, presenting case studies about propaganda. The public is
invited.
The event is made possible by the help of the Fresno State MCJ department and the 1
for all campaign. 1 for All is a national, nonpartisan program designed to build
understanding and support for the First Amendment freedoms of religion, speech,
press, assembly and petition.
With these presentations the MCJ Department hopes to stimulate thought amongst
students, encouraging them to arm themselves with knowledge of their free rights. Also,
to create a campaign raising awareness of First Amendment freedoms and engaging
Fresno State students on the topic.
News release:
FOR IMMEDIATE RELEASE
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Date: TBD
Contact: Jim Boren jboren@mail.fresnostate.edu.

Raising the Bar: From Awareness to Action about the First Amendment
On Tuesday, March 26 students within the Public Relations Department at Fresno State will
be presenting their “1 For All” campaign regarding the First Amendment from Noon- 2 p.m.
in room E.D. 140.
This student led event will feature propaganda case studies constructed by undergraduates
in the Public Relations department in order to potentially create a platform for a better
understanding of the First Amendment on campus.
The presentation is open to all Fresno State students as well as the public. Food and drinks
will be provided.
For more information, please contact Executive Director Jim Boren from the Institute for
Media & Public Trust at jboren@mail.fresnostate.edu
About 1 For All: 1 For All is a nonpartisan program that was founded in 2007 in to educate students
on the five freedoms of the First Amendment. The program provides course materials for grades 1-12
to aid teachers in sharing the concepts of the First Amendment, and holds college campus events
across the United States. Their ultimate goal is to educate the public on their First Amendment rights.
Event Oriented posts, fill in new dates:
REQUIRED TAGS: @1forAllus & @institute_trust
If possible: @fresno_state @FSMCJDept
Campaign Hashtags = #1ForAll #BulldogsBark #TakesOneToKnow1 #FirstAmendment

1. Save the date! Tues. March 26, 12 - 2pm ED 140 (insert flyer)
2. Are you a @FresnoState student interested in learning more about the First
Amendment? Come to the "Raising the Bar: From Awareness to Action about the
First Amendment" seminar on March 26, 12-2pm in ED140! (insert flyer)
3. Check out what the #PRDogs have been up to in researching the First
Amendment, propaganda, and more! (insert flyer)
4. How much do you know about the First Amendment? Our #PRDogs have been
researching it all semester and can't wait to share it with you this Tuesday! (insert
flyer)
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5. There's a lot of misconceptions over what the First Amendment does and doesn't
protect. Our students are determined to keep the community educated with the 1
for All campaign! (insert flyer)
6. (Social Media Post) Always remember to exercise your body, AND your First
Amendment rights! #1forAll #PRDOGS
7. (Social Media Post) Did you know that 1 for All is nonpartisan?
8. Politics can be tricky. They choose not to take sides! a shared commitment to
freedom of speech, press and faith is key to unity. #PRDOGS #1forAll
9. (Social Media) Are you uncertain about what the First Amendment means to
you?
10. come check out the student-led event!
11. Raising the Bar: From Awareness to Action about the First Amendment
12. Tuesday, March 26, Noon-2:00 p.m. ED 140
13. #PRdogs #1forALL
Evergreen:

1. Sunshine Week + 1 For All = Great programs @institute_trust
#WeAreMCJstudents
2. Are you interested to hear about the First Amendment? 🤔
Check out our 1 For All campaign, Raising the Bar: Tuesday, March 26, @122p.m, Room ED 140 #PRDOGS #1ForAll
3. Eat. Sleep. Express your First Amendment. Repeat.
Like to hear more about the First Amendment, Check out our featured 1 For All
campaign #PRDOGS
4. (Twitter post) 1 for All is our featured campaign to show you the beauty behind
the First Amendment. How are YOU expressing your rights today?
5. (Twitter post) As the 25k+ students who attend Fresno State, we are lucky to be
apart of a campus that allows its students to exercise First Amendment Rights.
Let’s continue to express our freedoms together, for the better!
6. (Twitter post) #DidYouKnow the First Amendment entitles us to more than
Freedom of Speech?........
VIDEOS:
FREEDOM CLIPS: Freedom Clips will be student made 60- 90 second videos consisting of
interviews where students on campus are asked about their knowledge on the First
Amendment. This will be used as a promotion tactic for the 1ForAll campaign. For example,
they would ask “What are the five freedoms?”, “Is hate speech protected under the First
Amendment?”, “How has this amendment personally impacted you?” We have seen this
successfully done before with the “Billy on the Street” series done by Billy Eichner or the “Lie
Witness News” series done by Jimmy Kimmel. These clips will be posted on social media with these
tags and possible hashtags. This is a good way to find out and share just how much the students
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know about the First Amendment and what misconceptions they withhold. Sample tweets for the PR
campaign. Do We Really Know Our First Amendment Rights? Ag Survey for First Amendment!
Students Bark Back, Brush Up On Your Rights,

Event Graphics:
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Visuals (photos)
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Event location (to easily locate venue)
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