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Executive Summary
Our First Amendment rights are important. The First Amendment gives every United
States citizen the freedom of speech, religion, press, assembly and petition. Surprisingly, many
people do not know all of their rights. 1 for All, a nonprofit dedicated to raising awareness of our
First Amendment rights, challenged us to find a creative way to get students at Middle Tennessee
State University to learn their rights. Through primary research, we found that while 58 percent
of students know there are five freedoms, they could not name all five. In our survey, we often
saw students thinking the right to bear arms was a freedom, which is the Second Amendment.
Through secondary research, we found that zero percent of adults aged 18-49 could name all five
freedoms, according to the Freedom Forum Institute. We were up for the challenge and we were
excited to get students involved.
Our campaign lasted two weeks. The first week, we walked around campus with buttons
and the Take 5 candy bar surveying students. Most could not name their freedoms. We explained
them and then told them “Take 5 to know your five,” as it does not take that long to learn the
First Amendment. We also told them to enjoy a “Taste of Freedom.” Our second week of
campaigning consisted of driving students around campus to their classes in golf carts as part of
a game similar to Cash Cab which we called “Freedom Ridas.” We would quiz them on pop
culture trivia, common history trivia and then on the First Amendment. If they got all or most
questions correct, they received a prize. Our research proved correct as many students had a hard
time guessing their freedoms.
The response from students about our campaign was positive. They were eager to learn
their freedoms and felt bad that they couldn’t name them. We handed out 500 mini buttons that
said, “I know my freedoms” to students. The buttons also had the freedoms on it so they’d never
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forget them. We also created an Instagram account which received over 100 followers in less
than 48 hours. Through this account, we also received over 600 media impressions. We felt that
we raised awareness of the First Amendment on our campus. We were excited to do something
different and fresh that would make students want to learn.
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Introduction
According to the Freedom Forum Institute, 36 percent of Americans can only name one
of their rights guaranteed by the First Amendment. That leaves a large percentage of Americans
unsure of what their freedoms are. 1 for All is a nonprofit started by Ken Paulson, MTSU’s Dean
of the College of Media and Entertainment. The organization was created in 2007 with the
purpose of teaching people the importance of learning the five freedoms of the First Amendment.
1 for All is a nonpartisan organization that doesn’t take sides with specific political
positions. This organization takes pride in educating Americans on the importance of knowing
the First Amendment which includes the freedom of speech, religion, press, petition, and
assembly. These freedoms apply to all Americans at all ages.
1 for All provides materials to teachers from grades 1-12 that might lack the resources it
takes to teach it themselves. 1 for All also gives grants to colleges around the United States to
educate their campuses about the First Amendment. MTSU was one of the colleges chosen to
find a creative way to teach students about their freedoms.
It is imperative that college students know their freedoms as they are the future of the
country. We were excited to create a campaign that would get students involved and eager to
learn.
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Research
Primary Research:
Before we did our extensive research, we met with Dean Paulson. He talked about his
nonprofit and what he wanted us to do. He told us to be creative and we could do whatever we
wanted. He also explained to us that only 2 percent of the nation knows all of their rights. This
meeting was beneficial to us as it gave us the opportunity to talk with our client for the first time.
We met with Dean Paulson about a month-and-a-half later where we told him our ideas for the
campaign. He liked them and gave us some suggestions, such as using the bus system, to make
our campaign more successful.
Early in the semester, we created a survey on Google Forms that was distributed to 13
professors on campus—specifically within the College of Media and Entertainment. This was a
convenience sample because it was easy for us to send this out directly to our target market of
college students aged 18-24. We also suggested that professors administer the survey for extra
credit so we thought we would get a fair number of responses because students would want some
extra points. We also shared the link to the survey on all our social media pages. One group
member had a total of 25 web link clicks on her Twitter account as well as two retweets and two
likes. We received a total of 146 responses from the survey with over 75 percent of the
respondents being Caucasian females. This statistic could have been from the incentive of extra
credit available. We estimated 20 students per class, which equals 260 students. Therefore, we
are estimating a 56 percent response rate.
Our goal is to increase students’ knowledge of the First Amendment at MTSU. To our
surprise, the chart below shows 58.6 percent of the respondents are aware that there are five
freedoms guaranteed by the First Amendment. This number could be a result of the many
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College of Media Entertainment professors who administered our survey. Although over half of
the respondents are aware that there are five freedoms, the majority of them could not name all
of the freedoms in the following question. 95 percent of students named speech as one of the
freedoms. 66 percent of students were able to name speech, religion and press as three of the
freedoms.
We asked which of the freedoms they thought were most important, and freedom of
speech received the biggest response. According to one respondent, “I think the Freedom of
Speech is the most important because in a way it umbrellas over assembly and press. It also
somewhat covers freedom of religion as well because that allows a person to preach whatever
religion they believe in without government backlash.” It was also found that more than half of
the students learned the First Amendment between elementary school and high school.

Our research showed that the First Amendment is something the average person knows of
but doesn’t entirely know about. We’ve been around to question several individuals about their
knowledge on the matter, and most people have said they have forgotten some of the freedoms
that the First Amendment guarantees. The overall response that we received was that they think
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it is important to know them, but it has been so long since they reviewed them, that they forgot
them. A teacher from Reeves-Rogers Elementary School says, “There is a pattern amongst
people to suppress information that doesn’t immediately concern them on a day-to-day basis.”
However, there are some people who value the five freedoms and have a strong passion
for them. Many of these people are directly affected in some way. Some feel the freedoms could
protect them in their chosen career path and others value it to help them fight for their rights as
citizens of the United States.
After conducting our research at MTSU we found that a majority of students and even a
few staff members were unaware of what exactly their rights are. This proposes quite an issue for
Americans, as not knowing the rights of the country we reside in could propose issues in our
society and even our governing system.
When it comes to research in the MTSU James E. Walker library, we started with the
employees. First, we sent out our team survey over the First Amendment to as many library
workers as possible. We also sent out an email with the First Amendment attached. The goal here
was to raise awareness of the First Amendment and see if it would stick. After sending out the
information and giving it a little bit of time, we decided to check back and test the knowledge of
those who received the survey and the First Amendment email.
When checking back in for the results, they weren’t too great. We found that most of the
participants did not benefit as much as we hoped. We gathered a few quotes and thoughts about
the methods we used. A very popular response was, “I didn’t have enough time to look it over,”
We weren’t thrilled about the general response received, but it really opened our eyes to what
needed to be changed. However, we did receive a few positive comments and what made these
positive comments so interesting is that they came from an older age group. Whether they were
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just library workers or non-traditional students, it seemed as if the older age group gained more
from the information. Even though none of the participants could recite the First Amendment, we
succeeded in raising awareness about the general unfamiliarity.
A focus group was conducted on Feb. 28, 2019 at the Baptist Collegiate Ministries
building, 2535 Middle Tennessee State University. The focus group had 10 participants with
varying majors, such as aerospace science, early childhood education, athletic training and
journalism. The participants ranged from freshmen to seniors. The focus group lasted around 20
minutes.
The focus group was conducted to determine where students have learned their First
Amendment rights, as well as find out what type of handouts college students would like to
receive. Around 10 general questions were asked, with follow-up questions given as needed.
Some of the questions asked were:
1. Where did you learn your First Amendment from?
2. Why do you think Americans appear to not be interested in knowing their rights?
3. What is something college students would hold on to if given while walking on
campus?
4. Do you think the distance to buildings and parking lots is too far?
Most of the participants said they learned their First Amendment rights while in early
high school, but most said they could not remember them. In addition, most participants said
none of their college courses had taught them the First Amendment. The most important
information gathered from the focus group was about what to hand to college students. Many
suggested that cupcakes or cookies would be a good item to hand out, as well as donuts. They
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also said that miniature buttons are very popular on campus and that it would be good to hand
them out. This is what lead us to develop our “I Know My Freedoms” buttons.
Secondary Research:
We conducted secondary research about the First Amendment. We studied the 1 for All
website to discover the mission, history and goals for the organization. The organization was
formed in Chicago in 2007 and has evolved since then. The program is nonpartisan and provides
teaching materials to build knowledge. 1 for All focuses on all five freedoms given by the First
Amendment. We researched the extent of their organization and what resources they already
have available, such as the First Amendment Encyclopedia. The encyclopedia is a reference for
all things regarding the First Amendment, such as articles, topics and court cases.
Through our secondary research, we found that most people don’t know what their First
Amendment rights are. According to the Freedom Forum Institute, out of the 1,009 18-49-yearolds surveyed, 40 percent couldn’t name any of the freedoms. The most known freedom was
speech, which 56 percent said. Religion was next with 15 percent, followed by 13 percent that
knew press, 12 percent that knew assembly and only two percent knew petition.
The survey also found that 9 percent thought the right to bear arms, which is the Second
Amendment, is one of the five freedoms. Further research showed that 36 percent could only
name one freedom, 12 percent named two, 8 percent named three, 3 percent named four and zero
percent knew all five. Only one person out of all surveyed named all five freedoms.
We also looked into social media for our secondary research. Through primary research
and from experience, we knew that MTSU students are on social media often, so we wanted to
see which forms would be the best way to reach students. Our survey showed that MTSU
students liked Instagram the most, but we wanted to get a look at what most young people like
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on social media. The marketing firm Criteo found that Gen Z members aged 13-17 were on
YouTube the most, followed by Instagram and Snapchat. Gen Z members aged 16-24 were on
Facebook the most, followed by Snapchat and Instagram. Another website, Vision Critical, also
did a study on Gen Z and their social media use. This study found that Facebook, YouTube,
Instagram and Snapchat are the most used sites. This will be helpful for our execution as we can
share our campaign on these platforms.
Another important source of information for our secondary research we chose to look at for
our 1 for All campaign this semester was our own MTSU Fact Book for the 2018-19 school year
for our campus. The Fact Book gives us a lot of information about the different age, gender, and
people demographics about MTSU. The university has 15,511 full-time students, and 3,740 parttime students attending this year. This sounds a little discouraging to reach for our campaign this
semester with only $2,000 to spend but we planned to reach all if not a large amount of these
students. With this research, we have the knowledge to be able to see what MTSU’s students
consist of.
To get a deeper look into MTSU, we also researched more school demographics using
USNews.com. In 2018, MTSU had 21,913 students enrolled. Only 2,390 are graduate students,
so most students are undergraduate and therefore more likely to be between the ages of 18 and
23. 54 percent of MTSU students are female. MTSU also has a noticeable veteran population,
with 3.5 percent of students serving as active duty or having veteran status.
From our research, we see how many students come from a different state and what
students were originally from Tennessee. This research can also lead us to who lives in
Tennessee currently enrolled and then who goes to MTSU by taking classes online that are
enrolled. Our campaign is going to focus more on the people living on campus and students who
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attend classes on campus that commute to and from the school. We also have 865 students who
came from another country that are enrolled this year at MTSU out of undergraduate and
graduate students combined. This goes to our language demographic we would like to reach to
better personalize our campaign to different kinds of MTSU students. There are at least 39
different countries students are from.
SWOT Analysis:
Strengths: Through our primary and secondary research, we have found that while people know
the First Amendment is important, they don’t know all that it protects. Our survey showed that a
lot of students knew there were five freedoms but when asked what they were, could only name
three or four. It’s not a lost cause because most know there are five freedoms. Another strength
for our campaign is that 1 for All is a great organization and one that we could have a lot of fun
with. We also had great resources with Dean Paulson being right down the hall from us. We
went to him with ideas, questions, etc. and if we needed more information. We were also to be
creative with our campaign. Dean Paulson told us there were no limits, which was something we
looked forward to.
Weaknesses: To go off the strength, it’s unfortunate that people don’t know all five. The First
Amendment is so important, so people should know their freedoms. This was a tall task to get
the word out and get students to learn them. We also were a bit limited to our research as well as
we couldn’t do as extensive research as we would’ve liked to do, due to our $2,000 budget. Time
is also a weakness, as we only had about two months to carry out our campaign. Other
campaigns have much longer to do research and execution. We didn’t get as many responses as
we would’ve liked, but it gave us a good amount to create the best campaign possible. Our
campus is a commuter campus so some of our students aren’t on campus that much. This could
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be hard for our execution, as a good number of students may not be on campus. Because of this,
we mainly targeted those on campus during the day.
Opportunities: We can be very creative with what we do. People don’t want to see a table with
handouts talking about the First Amendment. If we make it fun and interactive, people will more
than likely remember what the freedoms are. Through our research, we have found that social
media is very popular among the younger demographic. We will use social media to our
advantage and advertise often so students know what is going on. We are also media and
entertainment students, so we know a lot of talented classmates who could help us with graphics,
advertising, etc. Finally, with it being 2019, it’s easier to reach people through the various
resources we have such as cell phones and social media.
Threats: Our campus is not always interested in what is going on. This was a little difficult for
us to figure out how to get students interested in our campaign. We hoped that our game would
draw them in and want them to get involved. Also, it was difficult to find a time to carry out our
campaign where a lot of students would be on campus and would be wanting to join in. Finally,
there were a couple other public relations campaigns classes carrying out their campaigns at the
same time as us. We had to make sure ours stands out.
Rationale:
1 for All is dedicated to raising awareness of our First Amendment rights. Dean Paulson,
who runs the nonprofit, has given us helpful information about the First Amendment that will aid
us in our campaign. 1 for All began in 2007 and had ads featuring Ellen DeGeneres, Brad
Paisley, Blake Shelton, Kesha and John Mellencamp. 1 for All also held a scholarship
competition where students could win $5,000 for tweeting about freedom.
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We are creating a campaign that will raise awareness of students’ First Amendment
rights. In our research, we found that while over half of the people surveyed know there are five
freedoms, they don’t know what the freedoms are. We will work to help students understand
their rights better. We also found that a lot of students think the right to bear arms is included in
the First Amendment. 95 percent of students know speech is included, which is expected. We
found that speech and religion are the most important freedoms to students, according to our
survey.
Finally, our target audience is MTSU students aged 18-24. This age range is a part of Gen
Z. We’ve found that they’re active on social media especially on Facebook, Snapchat and
Instagram. They also prefer visuals over written information.
We have the opportunity to help students understand their rights, as these can help them
throughout their life. These rights are important, and everyone should know what the First
Amendment guarantees.
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Goals
1. Educate 500 MTSU students about the First Amendment’s five freedoms by the end of
April.
2. Create a meaningful campaign video that gathers media attention
3. Have one story from a local news outlet written about each of our two events
4. Use various social media platforms to receive media impressions and reactions
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Objectives
1. Raise awareness of the First Amendment to 500 MTSU students by the end of April
2. Film enough of the campaign to create a two-minute long video to post online after the
campaign.
3. Create a press release and send it to two local media outlets to gather media coverage of
our two events by the end of the campaign.
4. Using Instagram, Snapchat and Facebook, cover the PR campaign to gather 2,500 media
impressions and 300 media reactions by the end of the campaign.
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Strategies
1. Hold a public event to engage with students and educate them about the First Amendment
2. Use social media to get word out.
3. Create a game show called Freedom Ridas to get students more involved and provide
incentive to learn their First Amendment rights.
4. Create a video to reach students who did not participate or were unaware of the campaign
and reach local media outlets.
5. Use social media influencers on campus to help spread awareness.
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Tactics
1. Use golf carts and utilize the campus busses to create Freedom Ridas game.
2. Contact local media outlets, such as Sidelines and MT10, to gain media coverage
3.

Hand out Take 5 candy bars to students to create a fun slogan, Take 5 to Know Your
Five, and increase awareness of the five freedoms.

4. Hand out 500 buttons to students to take with them, so that they will continue to
memorize the five freedoms, and give fellow students an opportunity to do so as well.
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Implementation
The campaign was implemented in two phases: hand outs and free rides. Each phase
lasted one week. Phase one was conducted April 8-12, and phase two was conducted during
April 15-19.
Phase one consisted of teams of two walking on campus and handing out buttons and
candy. The buttons had the five First Amendment freedoms on them. The team handed out Take
5 candy bars as well, with the slogan “Take five to know your five.” Monday and Wednesday,
we had an American flag attached on the side of a backpack, which drew more interest than
intended. The team would walk up to a student, ask them if they wanted a button, then have them
recite the five freedoms in the First Amendment from memory. As they were departing, we
would give them the Take 5.
The original plan was to have a table set up and hand out the buttons and candy.
However, the team was unable to secure a table until Friday, which is why we walked. Phase one
ended on Friday with a tabling event. We set up a table in the Business and Aerospace building,
since we knew a lot of students have classes in there. We had three dozen donuts from Donut
Country along with the buttons and Take 5 candy bars. Students wanted the donuts, but we
quizzed them on the First Amendment before they could take one. We quickly ran out of the
donuts but had a large number of students come up to table, curious about what we were
campaigning about. We also handed out a button and Take 5 to recent graduate and popular
music producer, Tay Keith. We asked him to post on his social media, but he was promoting his
own event, so unfortunately it was not on his accounts.
Phase two began the next week on April 15. Prior to this phase, we posted flyers in the
library, KUC and Student Union. This phase consisted of giving students free golf cart rides
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from the parking lot to their classes. The team decorated the golf cart by taping patriotic posters
to the golf cart, and displaying an American flag on Monday. The team would find a student who
wanted a ride to class, then ask them questions in a game-show style during travel.
The game was set up like the popular TV show, “Cash Cab.” We begin by asking
students pop-culture questions, then ask them some American history questions, then finish by
asking them First Amendment questions. If students got all questions right, or were very close,
they would receive one of the prizes. If they did poorly, we would still give them a button and a
Take 5. To get more attention on social media, we asked a student who created a viral video to
take a ride with us. She posted about her ride on her Twitter account, which received a couple
retweets and likes.
In addition to the golf carts, the “Freedom Ridas” also took to the on-campus buses. The
cash bus created a lot of buzz for the campaign. Because the team was already stationed in the
bus, people were more than willing to participate in the game since they felt less intimidated.
Once we began to ask questions, those participating in the game caused more interest, and soon
other students began to join in. The prizes we had caught many people’s attention, which also
enticed them to participate. During the game, there were times where the majority of people on
the bus engaged in some way, even if it was just paying attention. Some people even stayed on
the bus for a few laps around campus just to observe what was going on. We received a lot of
positive feedback. We witnessed a person who did not know their five freedoms when she first
played the game get them all right when asked the next day.
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Evaluation:
For evaluating this campaign, we will look back at our objectives.
Objective 1: Raise awareness of the First Amendment to 500 MTSU students by the end of
April.
We met this objective. We passed out all of the buttons we made to MTSU students. This
means that 500 people are more aware of their rights. We did this through both weeks of
campaigning. When we walked around campus and while driving them to class, we talked to
students for a couple minutes informing them of their rights. Once they received this button, a lot
of students immediately put it on their backpack. Hopefully this means more students who didn’t
receive a button will be more aware. And, we were also active on social media and received over
600 profile views of our Instagram account, which means people saw our account and could’ve
learned more about the cause.
Objective 2: Film the campaign to create a two-minute long video to post online after the
campaign.
We created the video and plan on sending it out to different media outlets such as
YouTube and Instagram. Our team filmed enough of the campaign to make a video longer than
two minutes. We enjoyed filming and seeing what students thought about the campaign. We
filmed it as if we were filming through social media. We think this helped because students felt
more comfortable if one of our team members was in the video with them. We did have some
issues with wind in our video.
Objective 3: Create a press release and send it to two local media outlets to gather media
coverage of our two events by the end of the campaign.
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We wrote an article and sent it to Sidelines. We are hopeful that it will get published. It
explains our campaign and lists the five freedoms. This article means more people who didn’t get
a chance to play our game will still learn about the freedoms. We hope to continue to get media
impressions even after our events ended. We’d also like to push our article further to media
outlets on and off campus to ensure there was no time wasted. The publication of our works on
social media and news outlets may leave a lasting mark and reminder to the public that they
know our freedoms. Also, publishing an article annually might be helpful to the 1 for All cause
in general.
Objective 4: Using Instagram, Snapchat and Facebook, cover the PR campaign to gather 2,500
media impressions and 300 media reactions by the end of our campaign.
We used many forms of social media to reach students, such as Instagram, Snapchat,
Facebook and Twitter. With our Instagram account, we hit over 600 media impressions, which is
good for the two posts we made. We also had over 65 views on each of our Instagram stories.
We were pleased with our Instagram response. We had eight people post about our campaign on
their Instagram story, which means all of their followers could go to our account. In this
campaign, media impressions played a big role as it also showed the level of engagement. We
also posted on our personal Snapchat and Facebook accounts to get more exposure. Once we saw
students feeling strong enough to get involved, we were inspired to push a little further by also
having larger MTSU influencers post. Something else that created excitement and a fasttraveling buzz was giving prizes and displaying them on those social platforms.
Overall, we felt that we were successful. We distributed 500 buttons with #1forall and the
First Amendment freedoms on them. Students were asked to put them on their backpacks to
show them off to their fellow classmates. We also gave away more than 300 Take 5 candy bars
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through our tabling event and Freedom Ridas event. After being asked a pop culture question
about recent events such as the Jonas Brothers getting back together, the student would then be
asked a U.S. history question. The third question related to the First Amendment. If the student
knew the five freedoms guaranteed by the First Amendment, then they would receive one of
three prizes. The prizes included signed Nashville Predators gear, portable Bluetooth speakers
and gift cards donated by local restaurants.
The trivia game was played on two borrowed golf carts and the MTSU buses. In total, we
were able to give 50 rides to class, which is 30 miles driven around campus.
Our Instagram account, @mtsu1forall gained 100 followers in less than 48 hours of being
online. On the account, we included pictures of who to look out for in the golf carts around
campus. We also posted Instagram stories of each person who rode with us. The post would
include their Instagram handle, which gave each rider the opportunity to post it on their own
Instagram stories. Eight students shared the stories created by our account which lead to 12,904
people potentially having the opportunity to click on our @mtsu1forall account. Our Instagram
account was one of our most successful parts of our campaign, as it gained more followers in a
shorter period of time compared to another MTSU PR campaigns class that had their account up
for a long period of time.
Also through our Instagram account, our profile received 460 views and 692 impressions
on our posts. We also got over 65 views on each Instagram story we posted. We knew social
media would help us in our campaign and our results prove that.
Aside from giving rides to class, students still came up to us during our tabling event
wanting to learn more about the First Amendment. They received buttons and candy. We believe
that people now know more about their freedoms and have them at the palm of their hand with
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the buttons. Five-hundred people around campus have the freedoms on their backpacks. We
would see students with the buttons on their backpacks throughout the week. We received
positive feedback from students who’d seen us the prior week and wanted to get a ride. Also,
when we let students know the game, they said they were going to study more about the First
Amendment and let their friends know.
Throughout this campaign, we saw positives and negatives. The positives were that we
were able to have many items donated for prizes. These prizes helped raise of local businesses
along with the First Amendment. We also had the golf carts donated and Predators items
donated. Many people on this campus are big Predators fans so it was great to have some gear
that we could give out. As mentioned earlier, we received a lot of positive feedback from
students and faculty. Students had fun guessing the freedoms and picking out their prizes. Our
team also liked how we could be creative with this campaign. We weren’t tied down with our
ideas. However, this does lead to negative aspects of the campaign. We wanted to purchase gift
cards for prizes, but issues with IRS guidelines had us searching for alternatives. We were able to
come up with a solution, thanks to our donors. Some of our time we were going to use for the
first week campaign was used trying to get donated gift cards for the second week of the
campaign. We also wanted to do a giveaway with Air Pods, but it was seen as a lottery, therefore
we were unable to buy them. Another setback was there were other PR campaigns going on
during ours. One campaign had a drawing for Bonnaroo tickets, which is a popular music festival
that many students enjoy, so students were confused if our campaign and their campaign were
together.
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Student Government Association had elections and student appreciation week the same
weeks as our campaigns. There were tabling events and other giveaways, which drew students to
them instead of us.
Finally, we planned on doing more campaigning on the final Friday of our schedule, but
it was rainy and cold, so we were unable to carry out our campaign.
In the future, we would advise this campaign would be done again but with some minor
adjustments. It would be helpful if the school could lay out what students can do with the money
given. As stated earlier, we had some issues with money and had to improvise. It would be nice
if future classes received the money at the start. There were also many extra activities going on at
the time of our campaign, such as concerts, raves and other campaigns. Perhaps it would make
more sense to do this campaign in the fall when school is starting back and more students are on
campus. Constitution Day is on September 17. It might be fun to coordinate it with that day. We
also recommend that students use social media often and early in the campaign. Our Instagram
account was very successful but if we had started it earlier, we probably would’ve received more
followers, impressions and reactions. We suggest spending part of the budget to promote the
page on social media so larger audiences see the account and learn more about the cause. Finally,
we worked with one social media influencer and it was helpful in getting more students to see
our campaign, but we recommend partnering with more influencers, such as campus athletes and
bloggers to get more exposure. Finally, we suggest that team members are active throughout the
whole campaign so the project is seen more.
In conclusion, we are pleased with our campaign. We feel that students have greater
knowledge of their First Amendment rights. If they ever forget them, the rights are on their
backpacks. We thought we were creative with our idea and felt that we were to reach the most
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students with what we were given. We found that the ride to class or their car was sometimes
more valuable than any other prize we could give them. And, we saw that students wanted to
learn their rights and had fun guessing them. We feel that with the right adjustments, this
campaign could continue to be successful on the MTSU campus.
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Appendix C.
Budget:
The campaign was allotted a budget of $2,000. We spent $688.22. In addition to the spending,
we were able to receive donations from local stores in order to hand out as prizes. The following
list is a breakdown of costs for each item purchased:

BUDGET
Buttons

Bluetooth
Speakers

Take 5's

Supplies

Donuts

1. “I Know My Freedoms” buttons: $165.61
2. Take 5s: $155
3. Donut Country donuts: $29.16
4. Speakers: $329.12
5. Items for tabling event from Dollar General: $9.33
The following list comprises the items our team was able to secure for free:
1. Two golf carts
2. Posters/flyers for the tabling event and advertisement
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3. Nashville Predators’ gear signed by the players
4. Various gift cards and coupons from local stores
The original plan for prizes during the “Freedom Ridas” game was to hand out gift cards. We
were going to purchase 50 $10 gift cards and hand those out to winners. However, IRS
guidelines considered the gift cards as cash equivalents and it would’ve been an issue if all the
cards had not been given out/used. This created an administrative burden that did not equal the
benefit of the gift card value.
This problem would be alleviated if the gift cards were donated. Thus, several of our team
members talked to local stores and asked for gift donations. We received gift cards and coupons
from Mission BBQ, Burger IM, Slick Pig, The Boulevard, Genghis Grill, Blaze Pizza and
Starbucks. We then purchased portable Bluetooth speakers from Target. Finally, one of our
group members has a close connection to the Nashville Predators. Through this we were able to
secure some signed Predators gear.

32

Appendix C.
Campaign Schedule:
Monday, April 8- acquiring supplies for tabling event/walking around campus.
Wednesday, April 10•

Seth and Abby walked around campus handing out buttons and candy

Thursday, April 11•

Morgan went to different restaurants trying to get donations.

•

Henry printed posters.

Friday, April 12•

Morgan, Abby and Elaina tabled in the BAS

•

Abby and Morgan went to more restaurants.

Monday, April 15•

Abby, Morgan and Seth drove around campus with golf carts

•

Cameron, Henry and Ogechika rode on the campus busses

Tuesday, April 16•

Morgan handed out buttons in the library and Bragg building.

Wednesday, April 17:
•

Abby, Seth, Morgan and Elaina drove on two different golf carts.

•

Cameron, Henry and Ogechika rode on the campus busses

Thursday, April 18•

Elaina and Morgan drove on golf carts.
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Appendix D.
Survey given to students:
We had an informed consent form before students took the survey
1. What is your gender?
a. Male
b. Female
c. Prefer not to say
2. What do you identify as?
a. Caucasian
b. African-American
c. Hispanic
d. Asian
e. Other
f. Prefer not to say
3. What is your age?
4. How many freedoms are guaranteed by the First Amendment?
a. 3
b. 4
c. 5
5. What do you think the freedoms guaranteed by the First Amendment are? (Ex. Freedom
of…)
6. How important is it for you to know your First Amendment rights? (Scale of 1-5
question)
7. Do you think your First Amendment rights have ever been violated?
a. Yes
b. No
c. Maybe
8. Which freedom is the most important? Why?
9. Where did you learn about the First Amendment rights?
10. Do you think the First Amendment is relevant today?
a. Yes
b. No
c. Maybe
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11. Would you be interested in participating in a focus group?
a. Yes
b. No
c. Maybe
12. Which social media platform are you most active on?
a. Facebook
b. Twitter
c. Instagram
d. Snapchat
e. Other
13. If you are interested in the focus group, please submit your school email
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Appendix E.
Article for Sidelines

Public Relations Campaigns Class Gives Students Free
Rides to Class
By: Elaina Nolan
The “Freedom Ridas” transported students to class this past week in attempt to teach
students their First Amendment Rights.
One of Middle Tennessee State University’s public relations campaigns class partnered
with MTSU’s dean of the College of Media and Entertainment, Ken Paulson’s nonprofit
organization, 1 for All. The student's campaign was called, “A Taste of Freedom.”
The students called themselves “Freedom Ridas.” They picked up other students on campus and
gave them golf cart rides to and from their classes. During their ride experience they had the
chance to answer trivia question, with subjects like pop culture and history, to win prizes. The
students were then handed a pin with their First Amendment rights. Students were additionally
given a Take 5 chocolate bar so they could, as the slogan was, “Take five to know your five.”
The five freedoms of the First Amendment are: freedom of speech, religion, press, petition, and
assembly.
"It should feel more like entertainment than education," Paulson quotes in a Daily News
Journal article from March 2019.
The “Freedom Ridas” operated from April 12-18, picking students up from far out places
on campus and bringing them to their designated locations. In total the carts drove the distance of
going to Murfreesboro from Smyrna and back. The “Freedom Ridas” also got onto the campus
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buses and asked students trivia questions for more chances to win prizes such as gift cards,
Nashville Predators gear and Bluetooth speakers.
The team also walked around prior to the events with an American flag and tabled in the
Business and Aerospace building on campus the week before the shuttling.
“This was a great way for MTSU students to get excited about the First Amendment. Our
freedoms are so important to know and it's imperative that students learn these while in school.”
says group member Abby Helper.
“Freedom Ridas” handed out: 500 mini buttons, around 35 prizes, and over 300 Take 5
chocolate bars during the events.
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Appendix F.
Team Biographies

Morgan Adcock is a senior at MTSU. She will graduate in August 2019 with a bachelor’s
degree in journalism with a concentration in public relations and a minor in marketing. After
completing a social media internship with Hannah Schneider Creative in July 2018, Adcock
knew that she had chosen the right field of study. In November 2019, she accepted a marketing
internship with Country Radio Broadcasters. Adcock is passionate about learning how new
social media advancements can impact a client’s success. After graduating in August of this year,
she hopes to continue a career in the country music industry and eventually own her own public
relations firm in Nashville, Tennessee.
Adcock is from Mount Juliet, Tennessee. She has built customer service and
communication skills through her work as a waitress at The Goat. On the weekends, she enjoys
spending time with her family, four dogs and watching college football.
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Cameron Busby is a senior at MTSU. Busby will graduate in May 2019 with a degree in
journalism with a concentration in public relations and a minor in marketing. During his time as
a college student he has become an accomplished personal trainer and production manager while
being a full-time employee at Advance Financial. Busby has become a member of the Omega Psi
Phi Fraternity Incorporated as well as the National Association for the Advancement of Colored
People.
Busby loves to spend his time to help uplift those who could use it and giving back to his
community. He hopes to one day begin his own crisis communication practice to help people out
of difficult situations. He is also a friendly and adventurous person who likes to spend his spare
time trying new things.
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Henry Greer is a journalism student currently attending MTSU. Greer will graduate from
MTSU in December 2019 with a major in journalism with a concentration in public relations and
a minor in theater. Greer graduated from Motlow State Community College with an associate of
science in 2017. He’s an active member of the Public Relations Student Society of America and
the current president of the MTSU National Honor Society chapter. In both his academic and
professional life Greer consistently strives to be adaptable. Whether he’s working on academic or
professional projects, he likes to incorporate critical thinking, problem-solving and planning
skills into his daily routine.
Through his academic career, Greer managed to accrue four years of work experience.
He worked for the City of Shelbyville and the MTSU James E. Walker Library Tech Services as
a technology assistant. While on the job he’s gained valuable professional skills such as student
services, peer counseling and instructional techniques. Greer plans to continue his education after
his undergrad. He plans to attend MTSU for his master’s degree and wants to begin his work in
nonprofit work.
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Abby Helper is a senior at MTSU. She will graduate in May 2019 with a bachelor’s
degree in journalism with a concentration in public relations and a minor in marketing. Helper is
on the dance team at MTSU and one of the captains for the 2018-2019 season. She’s been a
member of the team all four years at MTSU. Helper also interns with the Nashville Predators’
communications department. She previously interned with the Nashville Predators’ community
relations department and Bridgestone Arena’s marketing department. These experiences helped
her solidify her love for the sports industry, and she hopes to work with a professional team one
day.
Helper resides in Franklin, Tennessee. Helper joined a Vera Bradley retail store in
Franklin as an associate when the location opened in 2015. She maintains that position with the
company and has developed skills in customer service and communication. During her spare
time, Helper enjoys sports and playing with her 2-year-old Chihuahua, Newt.
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Elaina Nolan is a senior this year at MTSU. She will graduate in May 2019 with a
bachelor's degree in journalism with a concentration in public relations and a minor in marketing.
Nolan spends a lot of her time outside of school at her fulltime job at Chili’s, where she has
worked for five years. She has been working her whole way through college as a full-time
student and a full-time employee. She is Chili’s to-go specialist and quality assurer for the
restaurant. With this work background, Nolan has realized through her current job that she can
handle being under pressure. She would like to apply these skills to public relations by working
in crisis management.
Nolan also participated in the writing of her school newspaper, Sidelines, and plans to use
these writing skills she has acquired in her career. In Nolan’s spare time she likes to take her kids
out to have fun at the park, kayaking and fishing.
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Ogechika Oselukwue is a graduating senior at MTSU. She is majoring in journalism with
a concentration in public relations and a minor in political science. As a PR enthusiast,
Oselukwue likes all things related to media, government and public policy. She plans to advance
her education by obtaining a J.D. after the completion of her undergraduate program. Oselukwue
interned for Steptoe and Johnson LLC, an international law firm in Washington D.C. during the
summer of 2018. During her eight weeks there, she created drafts for their news publication,
Steptoe in the News and worked closely with their legal marketing team.
During her college tenure, Oselukwue has been involved in multiple organizations. Each
of these helped her develop her skills and make a positive impact on others. Right now, she is
involved in Alpha Kappa Alpha Sorority Incorporated where she serves as the Ivy Leaf
Reporter/Director of Public Relations. Oselukwue is also a senator for the Student Government
Association, the Public Relations Committee Chairwoman and the 2018-2019 Legislative
Liaison, appointed by the vice president of marketing.
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Seth Whitehead is a native of Tullahoma, Tennessee, but has lived in Murfreesboro the
past four years. He will be graduate from MTSU in May 2019 with a degree in journalism with a
concentration in public relations and a double minor in military science and German. Upon
graduation, he will enter military service in the armor combat arms branch. Whitehead has four
years of military training, including basic and advanced camp at Fort Knox, Kentucky, and Air
Assault School at Fort Benning, Georgia. Whitehead is a Distinguished Military Graduate,
among the top 20 percent of cadets nationwide.
During his college career, Whitehead has done public relations for two clients. Currently,
Whitehead is writing news stories for MTSU’s newspaper, Sidelines. During school, he has
developed skills in interviewing, public speaking skills, writing public relations publications and
creating media documents.
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