
FINAL REPORT
C A  4 8 6 :  S T R A T E G I C  C A M P A I G N S  



TABLE OF CONTENTS
B A C K G R O U N D

 

 
What is 1FORALL?
Situational Analysis
What is Speak Up South?

1
 

S W O T  A N A L Y S I S
 

2
K E Y  P U B L I C 3

Opinion Leaders
Motivating Self Interests
Viable Communication Channels

T H E  B I G  I D E A 4
Brand Identity
Brand Kit

A C T I O N  P L A N S 6
Objectives
Strategies

M E E T  T H E  T E A M 7

C A M P A I G N  C A L E N D A R 1 4
P R O M O  M A T E R I A L S 1 5

Merchandise
Publications
Radio Spot 



TABLE OF CONTENTS
P R E R E S E A R C H

 Pre-Survey Analysis
Pre-Survey Conclusion
Pre-Survey Fun Facts

1 8

D I G I T A L  M A R K E T I N G 2 8

F I N A N C E  S U M M A R Y

Social Media Overview
Social Media Analytics

C A M P A I G N  E V E N T S 3 1
SUS Pop-Up #1 Overview/Summary
SUS Pop-Up #2 Overview/Summary
SUS Forum Overview/Summary

P O S T  S U R V E Y

4 0
Financial Overview
Estimated Spending
Actual Spending
 

4 2
Objective #1
Objective #2

5 3

5 5
6 1
6 4

E V A L U A T I O N

A P P E N D I X  A
A P P E N D I X  B
A P P E N D I X  C
A P P E N D I X  D
A P P E N D I X  E

6 5
6 8



WHAT IS 1 FOR ALL?

1FORALL is a non-profit, non-partisan group

geared toward the respect and awareness of the

5 freedoms outlined in the First Amendment.

1FORALL looks at the problems surrounding the

First Amendment and uses that to provide

educational material to students in hopes of

expanding the understanding of the 5 Freedoms.

   SITUATIONAL ANALYSIS 
There are rarely conversations about our First

Amendment Freedoms happening on college campuses.

According to a survey conducted by the Freedom Forum

Institute*, nearly 40% of college students cannot name

any of the First Amendment Freedoms. 1forAll is

breaking the silence on college campuses across the US to

spark the conversation and get students familiar with

their First Amendment Freedoms.

WHAT IS SPEAK UP SOUTH?

Speak Up South is a student-led, faculty

advised  campaign designed to raise on-

campus awareness of the First Amendment

rights at the University of South Alabama.

BACKGROUND

1

on and get students familiar with

t Freedoms.

?

1*The Freedom Forum Institute, headquartered in Washington, D.C., is the education and outreach partner of the Freedom
Forum and the Newseum. (www.freedomforuminstitute.org)



STRENGTHS: 

SWOT ANALYSIS
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WEAKNESSES:

THREATS:

OPPORTUNITIES:

Our strengths going into this campaign were that we were a new, fresh
organization that was talking on a new subject on The University of
South Alabama’s campus. Students need and want to learn about their
rights on campus. We give them an opportunity to do so.

Much like our strengths, our weaknesses were that we are new. We had
to prove ourself to be knowledgeable and gain the trust and support of
our fellow students.

We have a huge opportunity to make a difference because we are the
first to talk about this topic on campus. We had the chance to be bold
and take the lead to start up this conversation.

Our greatest threat is time. Given that we only have a semester, we
were concerned about how much of an impact we would actually
make in 15 weeks.
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CURRENT KEY PUBLIC
- Ages 18-24

- Interested in knowing their rights

- University of South Alabama students, faculty and staff

POTENTIAL KEY PUBLIC
- Ages 18-24

- Male or Female

- All races

- University of South Alabama students, faculty and staff 

- Interested in U.S. History

- Interested in learning about the limitations of First Amendment freedoms

- Interested in learning to exercise their First Amendment freedoms on campus

 OPINION LEADERS
- Citizens of the United States

MOTIVATING SELF-INTEREST
- To gain knowledge on the First Amendment 

- To know your rights on campus

 COMMUNICATION CHANNELS
 

 

KEY PUBLIC

-  Instagram

-  Bulletin  Boards

 

 

-  Word-of-mouth    

-  Surveys    

 

-  Radio   

-  E-mail   

 

-  University Radio

- University Newspaper 



BRAND IDENTITY
During the beginning stages of creating the big idea we had to put

ourselves into the minds of our target audience. While we were

targeting faculty and staff at the University of South Alabama, we

understood that the larger portion of our key public were students. 

 College students are constantly bombarded with homework and tests

so we didn't  want the campaign to feel like just another class.

 

When creating the campaign name we wanted it to have a bold tone that

would roll of the tongue and spark excitement. "Speak Up South" is a

statement within itself, encouraging the campus to be

 bold and proud of their freedoms. In any promotion

 of the brand we wanted to carry that warm and 

friendly tone to make our agenda less like a history 

lesson and more like a friendly conversation.

 

Many find the Constituion of the United States intimidating

as there is much involved and it can be difficult to remember. 

Speak Up South is here to simplify the subject matter to not 

only make the First Amendment freedoms easier to learn 

but fun in the process.

is a

be

n

dating

ember

THE BIG IDEA

4

THE BIG IDEA



THE BIG IDEABRAND KIT

COLOR PALETTE

SELECTED LOGOS

When considering brand fonts

the Speak Up South team

wanted to select those that

embodied a trendy yet editorial

tone that  gained attention while

being appealing to the eye.
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SELECTED FONTS

League Spartan

#737373 #15415B#FFFFFF #FFCC49

When selecting the following colors

we wanted to keep the brand tone

in mind which included being warm

and upbeat (yellow), savvy and

editorial (gray), while maintaining

the essence of the University's

colors (navy blue and white).

 We came to the conclusion that we not only wanted to encourage students, faculty, and staff

to know their First Amendment rights but to speak up and utilize them! The megaphone

represents our desire for our key public to do just that. The hashtag was included with the

campaign name to increase the awareness of our social media presence and overall brand.

The paw placed on the megaphone represents are school's mascot (the Jaguar) correlating

our brand's goals with school spirit and pride.

PRIMARY LOGO

ALT LOGO

LOGO
ELEMENTS



OBJECTIVES

Build awareness and an understanding of the

First Amendment freedoms to the student body

of South Alabama.

Increase brand awareness in a 

 

     5 month time frame.

THE BIG IDEA

STRATEGIES
Promoted brand awareness digitally by creating a

“#SpeakUpSouth” Instagram account to reach desired

target audience.

Promoted brand awareness traditionally through

strategical, creative flyers.

Promoted events hosted by the #SpeakUpSouth committee

through digital and traditional marketing.

Conducted incentive driven surveys to  increase brand

message and awareness.

Partnered with faculty and students to participate in events

and spread campaign awareness.
6

ACTION PLANS



THE BIG IDEA
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MEET THE TEAM

 BEHIND THE CAMPAIGN

"IT'S BETTER TO HAVE A GREAT TEAM
THAN A TEAM OF GREATS."



THE BIG IDEA
PAOLA ARELLANO

MEET THE TEAM

Paola is a senior strategic
communication major and a
marketing minor. 
She is the Director of Finance
and is a member of the
Administration Committee for
Speak Up South.

LORETTA BUREMS

Loretta is a senior strategic
communications major and a
composite science minor. 
She is a member of the Public
Relations and Creative
Committee for Speak Up South. 
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THE BIG IDEAMEET THE TEAM
RAEGAN COBB

Raegan is a senior strategic
communications major and a
sociology minor.
She is a member of the Finance
and Public Relations Committee
for Speak Up South.

JAYMEE DAVIS

Jaymee is a senior strategic
communications major and a
marketing minor. 
She is a member of the Finance
and Creative Committee for
Speak Up South. 
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MEET THE TEAM
AUDREY DUREN

Audrey is a senior strategic
communications major and a
sociology minor.
She is a member of the Finance
and Public Relations Committee
for Speak Up South.

NOELLE HOWERIN

Noelle is a senior strategic
communications major and a
marketing minor.
She is a member of the Logistics
and Creative Committee for
Speak Up South.
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CHRISTOPHER PHENGSISOMBOUN
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MEET THE TEAM

Chris is a senior strategic
communication major and a
marketing minor. 
He is the Logistics and Public
Relations Director for Speak Up
South.

TYRIELLE NICHOLS

Tyrielle is a senior strategic
communications major and a
Spanish minor.
She is the Public Relations
manager for Speak Up South.
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JESSICA SILVA
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MEET THE TEAM

Jessica is a senior strategic
communications major and a
general business minor.
She is a member of the Finance
and Public Relations Committee
of Speak Up South.

TAYLOR SOUCY

Taylor is a senior strategic
communications major and a
sociology minor. 
She is the Creative Committee
Director and also a member of
the Administration Committee.
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JARVIS TUNSTALL
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MEET THE TEAM

Jarvis is a senior strategic
communications major and a
history studies minor. 
He is the Logistics manager and
also a member of the Public
Relations Committee for
 Speak Up South.

SYDNEY TAYLOR

Sydney is a senior strategic
communications major and a
management minor.
She is the Creative Committee
Manager and is also a member
of the Public Relations
Committee for Speak Up South.
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CAMPAIGN CALENDAR
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T-SHIRTS 

 

   

For the campaign, the team wanted to purchase merchandise that could be given
away at events and on social media and used for promotion. Various ideas for
merchandise included t-shirts, cups, tumblers, koozies, buttons, phone grips, metal
straws, stickers, etc - based on research of previous campus events & student
wants/needs. After financial consideration, the team chose to buy t-shirts, koozies,
and tumblers as the most sufficient and effective use of funds.

MERCHANDISE

 

   

60 shirts for $546
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PROMO MATERIALS

KOOZIES

 

   

TUMBLERS

 

   

100 koozies for $147

100 tumblers for $250



THE BIG IDEA
SPEAK UP SOUTH PUBLICATIONS

 

   

100 tumblers for 

Ebonee Burrell, Editor in Chief of

The Vanguard* wrote an article on

Speak up South to help spread the

word about the campaign and forum

held on November 20th. As of Dec.

2 the article received 79 views in 15

days.
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PROMO MATERIALS

Lauren Barksdale, News Editor
of The Vanguard covered the
forum created to promote First
Amendment rights. As of Dec. 2
the article received 123 views
9 days.

*See Appendix E for full-length articles

*The Vanguard is the official student newspaper of the University of South Alabama, serving the University's
student, staff, faculty and campus community since 1965.



THE BIG IDEA
SPEAK UP SOUTH RADIO SPOT
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PROMO MATERIALS

Jarvis and Ty were interviewed by Ben Morris
from The Prowl (The university's radio station)
to promote the pop-up shops and the forum.



THE BIG IDEA
PRE-SURVEY ANALYSIS

To gain a better understanding of the current condition of the

marketing climate, SpeakUpSouth conducted a survey distributed

via an institution-wide daily newsletter. The following conclusions

and statistics are based off of a pool of more than 300 participants.
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PRE-RESEARCH

 

The majority of participants were students 84.10 %

15.9% of participants were faculty and staff at the University of South Alabama.

 



THE BIG IDEA
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PRE-RESEARCH

 

The majority of participants claimed to be SOMEWHAT familiar with the

32.88%  of participants claimed to be VERY familiar with the First Amendment.

Only 2.96%  of participants claimed to be NOT AT ALL familiar with the

     First Amendment: 45.88%
 

 

     First Amendment.

PRE-SURVEY ANALYSIS CONTINUED
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PRE-SURVEY ANALYSIS CONTINUED
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The majority of participants claimed to have learned about the First
Amendment in middle school, between 7th and 8th grade: 40.7% 

15.2%  of participants claimed to have learned about the First
Amendment from parents or entities outside of school.

31.2% of participants recalled learning about the First Amendment in
Elementary of Grade School.

 

 

PRE-RESEARCH
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PRE-RESEARCH

 

The majority of participants could correctly identify THREE of the five freedoms
listed in the First Amendment: 24.8% 

Only 15.9%  of participants could name all FIVE of the freedoms listed in the
First Amendment.

9.7% of participants had misconceptions about the First Amendments or were
completely unable to identify one of the five freedoms. 

 

 

 

The majority of participants were most familiar with the Freedom of Speech: 90.8%

Participants were least knowledgeable in regard to Freedom of Press: 15.6%
 

PRE-SURVEY ANALYSIS CONTINUED
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PRE-SURVEY ANALYSIS CONTINUED
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PRE-RESEARCH

 

The majority of participants agree that the exercise of the First Amendment
freedoms (On-Campus) is encouraged by the University of South Alabama: 49.87% 

25.07%  of participants were indifferent in regard to this question.
 

 

 



THE BIG IDEA
PRE-SURVEY ANALYSIS CONTINUED
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PRE-RESEARCH

 

The majority of participants disagreed that First Amendment freedoms were
limited on-campus at the University of South Alabama:  38.81% 

38.54%  of participants were indifferent in regard to this question.
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PRE-SURVEY ANALYSIS CONTINUED

 

 

The majority of participants were aware that they exercised First Amendment
freedoms everyday 51.48% 

5.66%  of participants believed they do not exercise their First Amendment
freedoms.

12.13%  of participants were under the impression they only exercise these
freedoms a few times per month.
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PRE-RESEARCH
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PRE-SURVEY ANALYSIS CONTINUED

 

25

PRE-RESEARCH

 

The majority of participants are interested in learning more about limitations of
First Amendment freedoms: 53.12% 

44.72%  of participants are interested in learning how to exercise their First
Amendment freedoms on campus.
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PRE-SURVEY ANALYSIS CONTINUED
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PRE-RESEARCH

 

Most participants were between 18-24: 75.07% 

5.42%  of participants were over 45+
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PRE-SURVEY CONCLUSION

 

 
The average participant was a student at the University of South
Alabama between the ages of 18 and 24. They learned about the First
Amendment in Middle School, between 7th and 8th grade, and claimed
to be still somewhat familiar with the Amendment and its freedoms.
Based on that knowledge, they were able to identify at least on of the
five First Amendment freedoms, with three being the average. Freedom
of Speech was the most familiar to this sample, and Freedom of the
Press was the most unfamiliar. Most of this sample believed that the
University encourages the exercise of the First Amendment freedoms,
thus does not limit them. Half of this sample was aware that they
exercise their First Amendment freedoms everyday and hoped to learn
about any existing limitation for these freedoms.
 
 FUN FACTS

 

of this sample was aware that they
t freedoms everyday and hoped to learn

or these freedoms.
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PRE-RESEARCH

 

Not all faculty and staff
participants were able to name all
five of the First Amendment
freedoms.

There were several
misconceptions that confused the
preamble to the Constitution and
the Second Amendment with the
First Amendment 
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SOCIAL MEDIA
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DIGITAL MARKETING

In order to reach the target audience and garner a substantial following,
Speak Up South decided to launch a social media campaign via Instagram
on September 12, 2019. Continuing until November 20, 2019, this
campaign featured a variety of different content including First
Amendment definitions, quotes, and fun facts. Additionally, this campaign
was used as a means of introducing the Speak Up South team to  consumers
as well as keeping consumers up-to-date on all current events revolving
around the First Amendment. Please see examples below.

For a complete list
of all Social Media
content please see

Appendix A.



THE BIG IDEA
SOCIAL MEDIA ANALYTICS
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DIGITAL MARKETING

Content Design and Scheduling  for Instagram were based on the following
(averaged) insights obtained via Instagram Analytics on a weekly basis



THE BIG IDEA
SOCIAL MEDIA ANALYTICS

 

*For a complete list of all Social
Media content the social media
calendar please see Appendix, A & B
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DIGITAL MARKETING

Content Design and Scheduling  for Instagram were based on the following
(averaged) insights obtained via Instagram Analytics on a weekly basis
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SPEAK UP SOUTH POP-UP-SHOP #1

 
 
The pop-up was  the first event for the campaign. The purpose of the first
pop-up was to spread awareness about Speak Up South and test students
and faculties' knowledge about the First Amendment. We also used this
event to pass out merchandise and increase our following on the Speak Up
Instagram page.
 
 
Thursday, Oct. 17th, 2019 11:00 am-1pm, Set Up  began at 9:30am to
allow time for the games and popcorn machine to be set up.
Approximately 40 people came to the pop-up. 
 
 
The first pop-up took place in front of the student center. Set up included
two balloon columns and a tent with two tables. The tables had the
popcorn machine with a choice of seasonings, merchandise, candy and a
box for questions and comments. There were three games: corn hole,
football, balloon pop, and trivia. The Prowl, South Alabama cheerleaders,
and South Paw (mascot) were present for additional promotion.

31

CAMPAIGN EVENTS

PURPOSE

 

DETAILS

 

 

DESIGN AND SET UP

 



THE BIG IDEA
 POP-UP-SHOP #1 PHOTOS
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CAMPAIGN EVENTS
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SPEAK UP SOUTH POP-UP-SHOP #2
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The next pop-up was the second event for the campaign. The purpose of this campaign

was to continue spreading awareness throughout the campus and spread knowledge

about what the First Amendment is and how it is important for everyone. By asking

people questions, answering questions, and offering merchandise , we were able to

spread the word of our campaign’s purpose and gain more Instagram followers. 

 

 

 

This pop-up took place Wednesday, November 13th, 2019 from 11:00 a.m. -1:00 p.m. in

the main entrance of South Alabama’s Student Center. Members of Speak Up South ’s

campaign began setting up around 10:00 a.m. At this event we offered free hot

chocolate and candy to attract the crowds. We also offered games like balloon darts

and ball toss for a chance to win merchandise items including t-shirts, koozies, and

tumblers. People were able to play the games if they followed our Instagram page and

could answer a couple of general knowledge questions about the First Amendment.

About 30-40 people attended this event and followed our Instagram page. 

 
 

 

For the pop-ups, the financial committee estimated that we would spend around $130

for games, printing, decor, and other miscellaneous items. In the end, we spent $234.30

on items for both the pop-up events, about $100 more than estimated. This increase in

price resulted from the addition of food and snacks to give away to students that visited

the booths. We spent $88.07 on popcorn and hot chocolate. We were able to stay

under budget for the games because one of our members had access to outdoor games.
 

POP-UP-SHOP 1 & 2 FINANCE SUMMARY

 

CAMPAIGN EVENTS

PURPOSE

 

DETAILS
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POP-UP-SHOP #2 PHOTOS
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CAMPAIGN EVENTS

 



THE BIG IDEA
SPEAK UP SOUTH FORUM
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CAMPAIGN EVENTS

 

The forum is the concluding event for the campaign, designed to reinforce the

information about First Amendment rights provided throughout its duration, and to

offer a safe space for open dialogue about events and issues related to them. The

overall goal of the forum is to encourage students to think critically about the

importance of the First Amendment and how they exercise their rights with a

conversation guided by a moderator and mixed panel of students and faculty.

 

 

The forum took place Wednesday, November 20th, 2019 6 p.m - 8 p.m. at the

Communication Building in room 161. The doors opened at 5:30 p.m. to allow time for

drinks and refreshments to be served. 

 

 

The forum took place in a large, team-based learning classroom with tables large

enough to accompany 5-8 people. The maximum occupancy was 60.  Set up included a 

 podium for the moderator and a projector and screen for the powerpoint slides.

Separate tables were used for the panelists, giveaways, food and refreshments, and

sign-in tables respectively. It also included a free speech board.

 

 

 

The actual spending for the forum event was significantly higher than the estimated

budget. When we first planned the budget for the forum, we expected to have nearly all

of the food donated by local businesses. After further planning, we decided that we

needed to buy more food than we had donated. We spent an additional $470.49 for

food, drinkware, and foodware for the event. Fortunately, the actual money spent on

decor and gifts for speakers stayed within the estimated budget.
 

PURPOSE

 

DETAILS

 

FORUM FINANCE SUMMARY

 

DESIGN AND SET UP 
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FORUM GUEST SPEAKERS
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CAMPAIGN EVENTS

Chris Phengsisombounm  is a senior
and Strategic Communications major
born and raised in Mobile,  AL. He is
the South Regional Administrative
Coordinator for the Recording
Academy/GRAMMYs in the
Department of Membership Services.

Dr. Lorraine Ahearn, an assistant
professor  at South Alabama with a BA
and MLA from the University of North
Carolina at Greensboro, and a PhD
from UNC-Chapel Hill--where she was
a Park Fellow in the School of Media
and Journalism with a focus on media
history and self- representation by
marginalized communities.
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FORUM GUEST SPEAKERS
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CAMPAIGN EVENTS

Sara Boone, a senior strategic
communication major from Biloxi, MS.
She has been the Editor-in-Chief of
Due South, USA's student lifestyle
magazine, for three years--where she
combines her passions for writing,
photography and graphic design.

Issam Ghobar, a student at South
Alabama from Bethlehem,
Palestine. He moved to the States
to escape war. He is now in the
pursuit  of happiness through
medicine and entrepreneurship.
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FORUM SPONSORS

 

FORUM VENDORS
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CAMPAIGN EVENTS
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 FORUM PHOTOS
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CAMPAIGN EVENTS
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FINANCE SUMMARY

We were allotted $2,000 for the Speak Up South Campaign. When

beginning the campaign, we made an estimated budget. We estimated that

we would come to a total of $1,665.00. At the end of the campaign, our total

money spent was $1,860.07. The tables below show the expenses broken

into categories. 

FINANCE OVERVIEW

 

ESTIMATED SPENDING
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FINANCE SUMMARY
ACTUAL SPENDING
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POST-SURVEY
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POST-SURVEY



THE BIG IDEA

44

POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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POST-SURVEY
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EVALUATION
OBJECTIVE #1

Someone who is unfamiliar with the brand would be

able to easily identify #SpeakUpSouth and the First

Amendment freedoms. 

Host two pop-up shops in October and November,

including asking students questions about the First

Amendment to receive prizes. Both pop-up shops

should increase awareness of the First Amendment

freedoms and #SpeakUpSouth brand.

Using incentive driven surveys to track knowledge

and awareness of the First Amendment freedoms.

Overall objective for the #SpeakUpSouth campaign

was to build awareness and an understanding of the

First Amendment freedoms to the student body of

South Alabama. 

 

CRITERIA

 

TOOLS
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OBJECTIVE #2

Increase Instagram Followers by 20% after each

pop-up shop.

Have at least 150 followers by the end of the

campaign.

Following Instagram analytics

Requiring someone to follow social media at pop-ups

Doing giveaways of merchandise throughout the

semester to increase following.

Increase overall brand awareness in a 5 month time

frame.

 

CRITERIA

 

TOOLS
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EVALUATION

Overall Speak Up South was able to increase social media analytics by 50% in 8% of
the time that Due South and The Vanguard did. 
 
 Due South          followers: 639  following: 576
The Vanguard  followers: 793  following: 686
SpeakUpSouth followers: 194  following:  200
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APPENDIX A : INSTAGRAM POSTS
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APPENDIX
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APPENDIX A : INSTAGRAM POSTS (CONT.)
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APPENDIX
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APPENDIX A : INSTAGRAM POSTS (CONT.)
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APPENDIX
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APPENDIX A : INSTAGRAM POSTS (CONT.)
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APPENDIX
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APPENDIX A : INSTAGRAM POSTS (CONT.)

 

59

APPENDIX
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APPENDIX A : INSTAGRAM POSTS (CONT.)
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APPENDIX

*All Instagram posts  above are placed in the order of
Appendix B along with their publishing date and time.

VISIT @ SPEAKUPSOUTH ON INSTAGRAM
FOR A CLOSER LOOK!
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APPENDIX

 

APPENDIX B : INSTAGRAM CONTENT SCHEDULE 

 
According to our Instagram analytics the prime time that our key audience was online was
between 3 -5 pm therefore we scheduled our posts accordingly to gain the most engagement.
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APPENDIX

 

APPENDIX B : INSTAGRAM CONTENT SCHEDULE
(CONT.) 
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APPENDIX

 

APPENDIX B : INSTAGRAM CONTENT SCHEDULE
(CONT.) 



THE BIG IDEA

 

64

APPENDIX

 

APPENDIX C : ORGANIZATION CONTACT LIST

 
Pre-Law Society   

College Republicans 

Indian Student Association

 Political Science Association

 Muslim Student Association

Criminal Justice Association

 Student History Society 

College Democrats 

BSU 

Collegiate 100

 Women of Excellence

NAACP

 Abekneefoo Kuo

Spectrum

Campus Outreach 

American Association for UW

First Year Council

Sustainability Committee

Jaguars for Liberty
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APPENDIX D: E-MAIL TEMPLATES (CONT.)

 CAMPAIGN INTRODUCTION
 
Subject: #SpeakUpSouth-Invitation
 
CC: team instructor
 
Greetings (Name of Contact),
 
The Jags of the Communications Department invite you and members of  (Name of Org) to
participate in our campaign, “#SpeakUpSouth”, created by students to increase awareness of the
First Amendment freedoms on our campus. We are working on behalf of “1ForAll” which is a
national, non-partisan organization designed to build the understanding of the First Amendment in
the United States.
 
We ask that you and your members please follow our
 Instagram @speakupsouth for news and updates about 
future events happening on campus, as well as giveaways! 
We would love to collaborate with your organization for 
our pop up shops and forum
--our Partnership Guide is attached as well.
 
Please feel free to contact us with any questions 
you may have!
 
We look forward to hearing from you soon,
 
Thank you,
 
(Your Name)
SUS Public  Relations
 University of South Alabama
**Insert Partnership guide
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   FORUM UPDATE E-MAIL 
Subject: #SpeakUpSouth-Forum
 
CC:  Team Instructor
 
Good morning (Name of Contact),
 
We hope this message finds you well! We just wanted to update you with the information for
our Forum! It will be held on Wednesday Nov. 20th on the first floor of the Communication
Building Rm. 160. (Team Based Learning Classroom). Doors will open at 5:30 to allow students
time to get food and refreshments.
 
 Below, we've attached an event schedule.
 We are also able to accommodate your 
organization with its own specia
l table upon request.
 
Please let us know if you are interested 
andfeel free to contact us with any 
questions you may have!
 
Thank you,
 
(Your Name)
SUS Public  Relations
 University of South Alabama
**Insert Forum Schedule
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APPENDIX
APPENDIX D: E-MAIL TEMPLATES (CONT.)
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APPENDIX

  
FORUM  CLASS PARTICIPATION INVITATION 
Subject: #SpeakUpSouth-First Amendment Forum 
 
CC: Team Instructor
 
Greetings (Name of Contact),
 
The Jags of the Communications Department invite  the members of  your (Class name) to
participate in our campaign,, “#SpeakUpSouth”, created by students to increase awareness of the
First Amendment freedoms on our campus. We are working on behalf of “1ForAll” which is a
national, non-partisan organization designed to build the understanding of the First Amendment
in the United States.
 
We will be hosting a forum event next week, Wed. Nov. 20th from 6-8 pm in the Communication
Building Rm. 160. A panel composed of students and faculty will be leading the discussion on First
Amendment freedoms and how they apply to students. Doors open at 5:30 pm to allow time for
refreshments. 
 
This is a great opportunity to offer extra credit for class participation! We will have an instructor
sign-up sheet available as well as an attendance monitor.
 
Please let me know if you're interested or have any questions!
 
Thank you,
 
(Your Name)
SUS Public  Relations
 University of South Alabama
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THE VANGUARD: NOVEMBER 19TH
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THE VANGUARD: NOVEMBER 26TH

 




