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Abstract 
Thirteen students enrolled in COMM/JOUR 328 Public Relations class Fall 2019 semester 

worked on a semester-long campaign designed to increase campus wide student awareness 
of the five First Amendment freedoms. The class was divided into three teams: research and 

evaluation, which conducted pre and post campaign awareness levels among the student 
body; social media and written tactics, which used Slack, Hootsuite and Instagram along 

with posters, flyers and emails, and; special events and promotions, which held three on-
campus events with food, giveaways and prizes. Students reported an increase in nearly all 
benchmark data points, with a 10 percent increase in respondents’ ability to name the first 

five words in the First Amendment and more than 50 percent of respondents able to 
correctly identify the campaign theme. Additionally, the campaign Instagram account 

accrued 200 followers and the three events had more than 150 total participants. 
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1 for All Campaign 

On the first day of class, students were introduced to the 1 for All campaign, a national 

nonpartisan and nonprofit educational effort to build understanding and respect for the five 

freedoms of the First Amendment. This campaign is overseen by the Free Speech Center at 

Middle Tennessee State University. Students received a $2,000 grant to create an on-campus 

campaign focused solely on raising awareness of first amendment rights. The budget of $2,000 

was kept track of by Dr. Payne and the special events and promotions team. The class was 

separated into three teams, each having different tasks to complete throughout the duration of the 

campaign. The three groups were: research and evaluation, social media and written tactics, and 

special events and promotions. Students were also given a weekly timesheet to document the 

hours they spent working on the campaign.  

 

Research and Evaluation  

 

Question One: 

 

The Bill of Rights Is … 

A. What police must read to you when you are arrested. 

B. The first paragraph of the Declaration of Independence. 

C. The first 10 amendments to the U.S. Constitution. 

D. 10 words of advice from George Washington. 

 

Initial Survey Responses: 
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A. 1.15% 

B. 5.15% 

C. 93.70% 

D. 0% 

  

Final Survey Responses: 

A.  0.79% 

B. 4.72% 

C. 94.49% 

D.  0% 

As a group, we strategically chose the questions that we did in order to get baseline data 

on the overall awareness of the First Amendment from the students at Virginia Wesleyan 

University. We chose to ask what the Bill of Rights is in order to determine whether or not the 

students were able to make the connection between the First Amendment and the Bill of Rights. 

This helped us understand where we needed to seek improvements for the campaign. 

For the initial survey, 1% of the students incorrectly chose answer option A, 5% 

incorrectly chose answer option B, 94% correctly chose answer option C, and 0% chose answer 

option D. This data determined that 94% of the students at Virginia Wesleyan University were 

able to make the connection between the First Amendment and the Bill of Rights. The data of the 

final survey showed that below 1% of the students incorrectly chose answer option A, 5% 

incorrectly chose answer option B, 95% correctly chose answer option C and again 0% chose 

answer option D. There was little to no increase in the number of students who answered 
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correctly. This data shows that there was very little to no movement of the students connection 

between the First Amendment and the Bill of Rights.  

  

 

 

Question Two: 

 

How Does the First Amendment Begin? 

      

A. “The U.S. Government m...  

B. “The following ideas shall… 

C. “U.S. citizens will always… 

D. “Congress shall make n… (Correct Answer) 

 

We chose this question to test people’s basic knowledge on the first amendment and to 

see if they were able to correctly identify how the first amendment begins. By asking this 
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question, we were trying to see how much people knew about the first amendment. By giving 

various options to choose from, we were able to see if people got the first amendment confused 

with something else. By looking at the survey results we were able to see that the majority of 

people chose the correct beginning of the first amendment. Having this simple question allowed 

for us to see people’s general understanding of the first amendment and help us get our baseline 

data. After looking at our post-survey results we were able to see that the number of people who 

correctly identified the first amendment increased. This helps us to see that our campaign did 

reach people and people’s knowledge on the first amendment increased.  

 

Pre-Survey Responses we received:     

 A- 3.24%  

B- 20.99%  

C- 16.22%  

D- 59.54%  

Total: 524  

   

 

Post- Survey Responses we received: 

2-Answers: 

A- 1.97%  

B- 16.93%  

C-11.02%  

D- 70.08%  

Total: 245 

 

 

Question Three: 
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How many Freedoms are protected under the First Amendment? 

 

 This question was an independent answer question, which gave participants the 

ability to answer strictly based on what they know, as opposed to using answers given in a 

multiple choice questions to their advantage, even if it happens subconsciously. In the pre-

survey, 43.3% of people answered incorrectly, while on the post survey 29% of people answered 

incorrectly. 29% on the post-campaign survey answered incorrectly. When looking at our post-

survey responses, we noticed we were not specific enough in the question. This question gave 

participants the freedom to write whatever felt led to, instead of just writing a number. For 

example, some of the responses we received were “five” and others wrote out “5” while some 

people typed out each of the five freedoms. This led to some struggle internally in our group on 

ways to scale the responses. In the end, we chose to comb through each of the answers, and pull 

out all of the answers that were “five”, “5”, or written out five. This is something that if we got 

the chance for a re-do of this campaign, or something similar, we would definitely be more 

specific with the wording of our initial question, to make sure that participants were better able 

to understand and respond to the question. Even though the question was slightly flawed, it still 

showed a 14.3% increase from pre to post survey.  

 

Question Four: 

 

Identify all First Amendment freedoms from the list below: 

● Gay Marriage 

● Speech 
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● Life 

● Press 

● Pursuit of Happiness 

● Religion 

● Bear Arms 

● Assembly 

● Protection from Quartering Soldiers 

● Petition Government 

 

We chose to allow participants to select as many options as they felt were correct. By  

including many options that were not correct, we had the ability to get baseline data on the 

knowledge of the First Amendment of participants,  before we hosted any of our events on 

campus. This information gave us the ability to understand areas of focus that we needed to push 

more, through our social media posts, and events we hosted. When looking at our pre campaign 

survey responses, most people selected correct answers with “speech” being the  strongest area 

of correctness, of the five correct answers at 97.33%.  This then gave us the ability to see exactly 

which of the five freedoms of the First Amendment needed to be pushed more than others. When 

looking at our post campaign survey responses “Speech” was also the strongest area of 

correctness, at 97.64%, which is a 0.31% increase from pre to post campaign survey.  The 

second amendment with the strongest amount of correctness was “Press” which had 86.83% in 

the pre and 90.94% in the post campaign survey, which is an increase of 4.11% from pre to post.  

Pre-Survey Responses Post-Survey Responses 

● Gay Marriage: 2.48%  13 people 

● Speech: 97.33%   510  People 

● Life: 20.80%   109 People 

● Press: 86.83%   455 People 

● Pursuit of Happiness: 21.56% 113 

People 

● Religion: 85.50%   448 People 

● Bear Arms:17.37%   91 People 

● Gay Marriage: 0.79%  2 people 

● Speech: 97.64%   248  People 

● Life: 16.54%   42 People 

● Press: 90.94%   231 People 

● Pursuit of Happiness: 19.29% 49 

People 

● Religion: 87.40%   222 People 

● Bear Arms:13.39%   34 People 
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● Assembly: 86.64%   454 People 

● Protection from quartering soldiers: 

8.40%   44 People 

● Petition Government: 63.36%   332 

People 

● Assembly: 89.76%   228 People 

● Protection from quartering soldiers: 

6.30%   16 People 

● Petition Government: 64.57%  164 

People 

 

Question Six: Former NFL Quarterback Colin Kaepernick is known for being a political 

rights activist by kneeling for the National Anthem at numerous NFL games. Regardless of your 

feelings toward Kaepernick, do you feel his actions were justified under the First Amendment? 

 

The intent of this question was to test people’s knowledge of the First Amendment 

freedoms. Former NFL star, Colin Kaepernick was widely known for his political activism of 

kneeling for the National Anthem. The National Anthem is played at the start of every sporting 

event under these organizations: National Football League, National Basketball Association, 

National Hockey League, and Major League Soccer, and NASCAR. This tradition has been 

around since the late 1800’s.  

According to the First Amendment, Kaepernick’s actions are completely justified. When 

kneeling for the Anthem, he is exercising his freedom of the right to peacefully protest. One’s 

answer to this question shows their First Amendment knowledge. If a participant were to select 

“No” as their answer, it is likely that he or she does not have a good understanding of the five 

freedoms under the First Amendment. If the participant selected “Yes” it would show that he or 

she has some sort of knowledge of the five freedoms under the amendment.  

 The crux of the question is in the phrase, “Regardless of your feelings toward 

Kaepernick,” This phrase was added to the question in an attempt to alleviate any opinion based 

answers. For example, participants who; strongly dislike the San Francisco 49ers, are veterans, 

have family members who have served in the military, or exercise patriotism may have 
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responded by saying “No” because of their feelings rather than through the lens of the First 

Amendment.  

The goal of this question was to see a decrease in the number of participants who chose 

“No” (Kaepernick’s actions were NOT justified under the First Amendment) as their answer, and 

an increase in the amount of participants who chose “Yes” (Kaepernick’s actions were justified 

under the First Amendment) as their answer. The pre-campaign survey (see Figure 1.) sent out 

on September twenty-second presented benchmark data which allowed us to learn students’ First 

Amendment knowledge prior to learning any information from the Takes1toKnow5 campaign. 

The post-campaign survey (see Figure 2.) was to display the impact of the Takes1toKnow5 

campaign where the goal was to observe an increase in the number of correct answers chosen. 

Figure 1. 

In the pre-campaign survey, 87.60% of respondents chose “Yes” and 12.40% chose 

“No.”  
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Figure 2. 

On the post-campaign survey, 89.37% of respondents chose “Yes” while 10.63% chose 

“No.”  

There was 1.77% increase in the number of respondents who chose “Yes” showing that 

the Takes1toKnow5 campaign did increase First Amendment knowledge in regard to 

Kaepernick’s political activism 

 

Question Five:  

 

Which of the following is NOT an example of people using the First Amendment 

rights correctly? 

A. Protesting in a park about the need to update park playground equipment. 

B. Coming to Virginia Wesleyan, no matter what religion you believe in, and being able to 

talk freely about your religion. 

C. Shouting “FIRE” in a crowded movie theater. 

D. Voicing your opinion at a community meeting about local kids breaking into cars. 
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The options were were Protesting in a park about the need to update park playground 

equipment, Coming to Virginia Wesleyan, no matter what religion you believe in, and being able 

to talk freely about your religion, shouting “FIRE” in a crowded movie theater or, voicing your 

opinion at a community meeting about local kids breaking into cars. The correct answer to this 

question is shouting “FIRE” in a crowded movie theater. In the Supreme Court Schenck V. 

United States, It was decided that free speech is not protected under the First Amendment if it 

creates a clear danger. Justice Holmes who was one of the Justices that presided over the case 

stated “The most stringent protection of free speech would not protect a man falsely shouting fire 

in a theater and causing a panic” Your First Amendment right does not give you the right to 

cause harm to others and we wanted to highlight that in our campaign. We put this question in 

the initial survey to see if people could identify a person using their First amendment rights 

correctly and establish a baseline of their understanding. In the initial survey (See figure 1) 

94.85% of the respondent answered the survey correctly. 1.91% of people choose Protesting in a 

park about the need to update park playground equipment. 2.48% of people choose Coming to 

Virginia Wesleyan, no matter what religion you believe in, and being able to talk freely about 

your religion. 0.76%  Voicing your opinion at a community meeting about local kids breaking 

into cars. That means only 5.15% of people answered the question incorrectly. This means there 

was not a lot of room for improvement in the post survey We still wanted to see if the campaign 

improved people's response in the post survey because this question was asked in the 

Takes1toKnow5 events. In the post survey 94.49% (See figure 2) answered correctly and 5.51% 

answered incorrectly. That data shows that there was not a significant change in the pre and post 

survey. 
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(Figure 1) Pre- Campaign survey 

 

 

(Figure 2) Post- Campaign survey 

 

Question Seven: 
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Final Survey Data: 

Event 1 (Five Freedom Trivia): 39.36% 

Event 2 (Freedoms for Cookies): 60.64% 

Event 3 (Know to Throw): 32.98% 

This question was added to the final survey in order to determine how many students 

attended any of the three events for our campaign. 61% of the students attended the second 

event,  Freedoms for Cookies, 33% of the students attended the last event, Know to Throw, and 

39% of the students attended the first event, Five Freedom Trivia. This was a check all that apply 

question which allowed the students who attended more than one event to check off those boxes. 

This data shows that over half of the survey participants attended the Freedoms for Cookies. This 

event allowed students to write anything they wanted to in return for an Insomnia cookie. This 

event was held by the rock climbing wall in Batten which made the event stand out to the 

students who were walking in and out of Batten. This question was asked to show which of the 

events people attended which allowed us to gather feedback on which of the events were 

successful or not. 

 

 

 

Question Eight: 

Which theme do you recognize to be apart of the 1ForAll campaign? 

A. Five Freedoms 

B. Freedoms First 

C. Takes1ToKnow5 
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D. Figuring out your Five Freedoms 

 

Survey Responses: 

A-23.58% 

B- 15.09% 

C- 51.42% 

D-9.91% 

Total Responses- 212 

We wrote this question for the purpose of seeing how many people our campaign reached 

and if they could recognize our campaign theme. By asking them to identify which theme was 

ours, we could see how many people actually paid attention to what our campaign was and what 

we were trying to do. The majority of people were able to correctly identify our theme. Which 

allowed for us to see that we did in fact reach people through our campaign based on their 

knowledge of our campaign theme. This question was not included in the first survey we did 
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because we wanted to add it to see how successful our campaign was and if we actually reached 

people through it. 

Question Nine: If you did not attend any of the events, how did you learn about this 

campaign? 

This question was only in the post-campaign survey. The purpose of question 9 was to 

gain an understanding of how students learned about our campaign. This was simply to find out 

which of our tactics worked best in raising awareness of the Takes1toKnow5 campaign. Answer 

choices included, Instagram, word of mouth, survey, posters/flyers around campus, and none of 

the above. See Figure 1 for results. 

 

 

Figure 1.  

48.31% of respondents listed that they learned about the campaign via the surveys which 

was sent out via email, 22.03% selected Instagram, an additional 22.03% selected word of 

mouth, 13.98% chose posters around campus, and 27.54% chose none of the above. 
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Social Media Report 

Summary: 

After receiving a $2,000 grant our team became in charge of the social media and written 

tactics portion of our Takes 1 to Know 5 campaign to spread awareness of the First Amendment 

and the five freedoms that are protected under it.  To do this we used a variety of tactics.  

Instagram was our main social media outlet and we used programs such as Hootsuite, Canva, and 

Slack to help enhance our account.  We chose Instagram because as a team we learned that this 

was the most popular form of social media.  We felt we could reach the most amount of people 

through this source.  We struggled to gain followers at first but used word of mouth to fix this 

problem.  Once we gained followers we began posting regularly from the beginning of October 

to early December.  Our posts aimed to educate and create conversation amongst the VWU 

community about the First Amendment.  To incentivize people to participate in learning about 

the First Amendment we gave away a variety of prizes that included: campaign t-shirts, phone 

chargers, water bottles, an Amazon Fire Stick, and a Bose Speaker that could only be won by 

participating in the campaign.  

Outside of social media we created posters and fliers.  Along with the help of other 

classmates we created these things for the special events that took place throughout the semester.  

We hung our posters at each of the events and had the fliers hung ahead of time to help create 

awareness of the event.  Through the use of social media and written tactics we were able to 

successfully make more people aware of the First Amendment.  

 

Objectives: 

1.     To gain at least 150 Instagram Followers by Thanksgiving Break 

a.     Strategy 1: Promote our social media page throughout the campaign at 

special events 

                                               i.  Tactic 1: Hand out cards with our Instagram 

account to all participants at special events 

                                             ii.  Tactic 2: Have participants sign in at events 

using their Instagram name in addition to their first and last name. 

b.     Strategy 2: Post regularly on Instagram to promote participation in the 

campaign 

                                               i.  Tactic 1: Offer giveaways throughout the 

campaign through our Instagram account to followers only 

                                             ii.  Tactic 2: Use Canva to create graphics to 

use on Instagram account 

                                           iii.  Tactic 3: Use Hootsuite to schedule posts at 

times they are most likely to be seen by followers 

 

 

Tools n’ Tactics: 

 In the Takes 1 to Know 5 campaign, we choose Instagram as our one and only 

social media platform to reach our intended audience of Virginia Wesleyan University students. 

The popularity of Instagram has grown increasingly each year. The various options it allows us 
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to engage our audience were really ideal. When we post photos and our followers comment, 

instagram allows other followers to comment on each other’s comments, allowing for discussion 

to take place. Instagram is a very engagement friendly platform that fits perfectly for our 

campaign needs! We ended up reaching our goal of 150 followers and overshot it by 50, with a 

grand total of 200 followers! 

 

 Hootsuite was another tool we used for our campaign. Hootsuite helped keep our 

content scheduled at regular intervals. This app also allowed for us to look up photos for posts 

were looking to schedule. It also allows for us to add 

captions and scheduling the post to our desired post 

date. Hootsuite also allows us to stream our account 

so we could see which post received however many 

likes it gained.  

  

 

Slack 

was another 

tool we used 

that was a 

great choice 

for our 

campaign. Slack is a workspace communication platform 

that serves as a communication server for our 

campaign’s members. We used it to send photos, updates 

from the three different groups in our Takes 1 to Know 5 

campaign. Slack worked perfectly for us as we were able 

to stay in touch with each other without having to meet 

up in class! 

 

 Canva was a helpful tool as we needed to create content for our social media 

account. Canva allows for you to select a template, then allows for editing it so it's custom for 

you. You can change the hue of the background colors, font sizing, accurate spacing and the best 

part of all, its free for us! Canva really helped with our Hootsuite scheduling. 

  

For the rest of the tools, we created posters, flyers (with 

the help of Dr. Payne of course) and our most notable prize, our 

giveaway prizes. The reasoning for our posters and flyers was to 

attract attention from the passersby. The Flyers helped promote 

our campaign’s events to help assist the Special Events team in 

getting a high attendance. The giveaway prizes were our secret 

weapons. Who doesn’t love giveaway prizes? We gave phone 

chargers, a flask water bottle, an Amazon Firestick and our 

biggest prize, the Bose Speaker. The bigger the prizes got, the 

more followers and engagement we got from our audience. 
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Instagram Account: 

 From Then (October 2019):  To Now (December 2019):                       

            

Instagram Analytics: 

         Our Instagram account for the campaign was @takes1toknow5_vwu. Our account 

reached a maximum of 202 followers. Currently, the account has 200 followers. The decrease is 

probably due to the campaign reaching its end. In this section of the report, we will be going into 

the details of the analytics of our page exploring audience reached, number of impressions, likes, 

and comments on posts. 

Audience Analysis: 

·      Countries Reached: 

o   United States: 99 percent 

o   India: 1 percent 

o   Canada: Less than 1 percent 

·      Cities Reached: 

o   Virginia Beach: 50 percent 

o   Chesapeake: 12 percent 

o   Norfolk: 6 percent 

o   Portsmouth: 3 percent 

o   Dover: 2 percent 

·      Ages Reached: 

o   13-17: Less than 1 percent 

o   18-24: 77 percent 

o   25-34: 14 percent 

o   35-44: 4 percent 

o   45-54: 4 percent 

o   55-64: Less than 1 percent 

o   65+: 1 percent 
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·      Genders Reached: 

o   66 percent Women 

o   34 percent Men  

Screenshots of Audience Reached: 

·      Top Locations Reached: 

o   Top- Countries Bottom-Cities 

      
·      Ages and Genders Reached: 

o   Top- Genders Reached Bottom- Ages Reached 

                                  
Audience Summary: 

         The key audience of our campaign was the college students of Virginia Wesleyan 

University. Based on the information provided via our audience analytics, we were successful in 

reaching our key audience of the campaign. This is evident by the majority of our followers 

being age 18-24 and in the Virginia Beach area. It is also noted that we did obtain a few 

international followers in India and Canada. 

Total number of Impressions and Reach: 

·      Total Number of Impressions on All Posts: 7,051 Impressions 

·      Average Number of Impressions per Post: 285 Impressions 

·      Average Number of Accounts Reached per Post: 155 Accounts Reached 

·      Highest Number of Accounts Reached on a Post: 241 Accounts Reached 

·      Highest Number of Impressions on a Post: 452 Impressions 

Times/Days When Followers Were Most Active: 

·      Monday is the day where our followers were the most active. The times our 

followers were most active varied by day. On Mondays, the most active time was after 9 
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p.m. On Tuesdays, the most active times were between 3 p.m. and 6 p.m. as well as 

between 6 p.m. and 9 p.m. On Wednesdays, the most active time was between 6 p.m. and 

9 p.m. On Thursdays, the most active time was after 9 p.m. On Fridays, the most active 

time was after 9 p.m. On Saturdays, the most active time was between 6 p.m. and 9 p.m. 

On Sundays, the most active time was from 6 p.m. to 9 p.m. 

How We Adjusted Our Approach Based on This Data: 

·      We did four giveaways of different items throughout the semester which will 

be explained in more detail in the next section of the report. We first started with our 

giveaway posts being posted on Tuesdays (October 29th and November 5th), but as time 

went on we noticed that we were not getting the participation we had expected in the 

giveaways. We decided to check our analytics to see what we could do gain more 

participation. We saw that the day our followers were most active was Mondays. We then 

decided to change our remaining giveaway posts to Mondays. This seemed to positively 

impact the participation in the remaining giveaways. We also noticed that the time our 

followers were most active on most days was in the evening. This caused us to post in the 

evening for the majority of our posts.  

Most Successful Posts: 

● Most Liked Post (59 Likes), Most Commented-on Post (28 Comments) and Most 

Impressions on a post:  

                                  
●     Most Accounts Reached by a Post: (241 Accounts Reached) 
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● ·      Other Successful Posts:

 
● Less Successful Posts: 

 
Summary of Posts: 

●      What worked and what did not?   

○ After looking back at the analytics of our posts throughout the campaign, it is 

obvious that the posts that either were giveaways for our biggest items (Bose 

Speaker and Air pods for the Research’s team survey) and posts that contained 

pictures of event participants were the most successful.  Some of our least 

successful posts were our posts that included informational graphics about the 

First Amendment. If we could redo our posts throughout the semester, we would 

include more pictures and videos of event participants and less informational 

graphics.  
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Giveaways: 

To incentivize the VWU community to participate in our campaign we gave away a 

variety of prizes through our Instagram account during the month of November.  As the prices of 

our prizes increased, the more participation we required.  All winners had to be following our 

Instagram account.  To pick the winner of each prize, the participants were given a number and 

then were put into a random number generator.  Our first giveaway was three, ten-foot chargers 

that were priced at $8.98.  To be eligible to win this prize, participants had to comment on a 

particular photo their favorite First Amendment freedom and why as well as tagging two friends 

in that comment. We had a total of seven people entered into win this prize at the end of the 

week.   

           Our second prize was a Hydrapeak water bottle that was 

priced at $14.45 along with a campaign t-shirt.  To be eligible for this 

prize, participants had to comment on a certain photo a location on the 

VWU campus where they were able to practice one of the five freedoms 

and why they believed that place is perfect for that freedom.  By the end 

of the week we had a total of ten students eligible for the prize.  

           In our third week, we gave away an Amazon Firestick 

priced at $34.99 along with our campaign t-shirt.  

To be eligible for this prize, students were required 

to attend our Freedoms for Cookies event that took 

place in the Marlin Grille.  Once they participated, 

they were able to sign a sheet that allowed them to be entered into win the 

prize.  We had over sixty students eligible for this giveaway after the 

event.  

Our fourth and final giveaway was a Bose Speaker priced at $79.99 

along with a campaign t-shirt.  To be entered into win this prize students 

had to: 1. Like our photo. 2. Tag two friends in the photo. 3. Stop in on our 

Know to Throw event.  Once students did this, they were able to win the 

Bose Speaker and campaign t-shirt.  After checking over the requirements 

we had twenty-seven students eligible to win this prize.   

Overall, we spent $138.41 on our giveaways which allowed us to help incentivize the 

VWU community to learn more about their First Amendment freedoms.  

 

 

Strengths: 

When we first started this project, we knew that we were in a good place, location wise,  

to get the campus community aware of the First Amendment. Social media on the campus of 

Virginia Wesleyan University are used daily. The main application that students like to use more 

is the Instagram app. By using the Instagram app, we are able to not only connect with the 

campus community but we are also able to get the information of the first amendment to the 

student body easier. With us being students as well at the University, we found that we 

understand the way the student body uses the app. By us having this knowledge, we are able to 
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post postings on our takes1toknow5 Instagram page around the time of when students are using 

the Instagram app.  

Another strength that we found to be helpful in our project was that we were able to use 

was the Hootsuite app. This app allowed for us to post different things that we needed to post on 

the takes1toknow5 Instagram page whenever we needed it. We scheduled many different 

photographs to be posted at different times so that we could keep the page going with content for 

people to look at on a weekly basis. We used this app also to post our giveaways and prizes and 

to keep out followers up to date on what the takes1toknow5 project was all about.  

With advertising comes organizing and that was what the slack app helped us to achieve. 

Slack is an app that we used to keep in touch with the different teams for this project. When we 

needed to get in contact with a specific group, we could just used the slack app to contact them 

directly. This app helped for the Social Media team to stay up to date on what the other groups 

were up to and allowed us to not only help us to gain content for our page but, to also promote 

different events, prizes, giveaways and ideas that the other group in our project came up with. 

 

Weaknesses: 

 

When starting this project we came across a lot of complications that could have hindered 

us from continuing our success in the takes1toknow5 campaign. One of the complications we 

came across was the use of what social media we would try and use as our main source of 

connecting to the campus community. We thought about using many different social media apps 

such as Twitter, Facebook, Snapchat; all which are used by majority of the campus community. 

With so many different sources to connect with the Virginia Wesleyan University community, 

which one would be the one we used to reach more people and gain more followers?  We met a 

couple times before we actually came to a conclusion on what to use. Another weakness we 

found out more and more as the campaign went on was that many students and faculty did not 

want to get involved with politics. Some find it as an argument starter, while others just did not 

want to participate because they personally do not like politics as a whole. With this campaign 

speaking more on getting people to know more about their First Amendment rights, we also 

found that many students have no clue as to what their First Amendment rights are and by them 

not knowing, they did not want to participate in the events, sending of photos to the Instagram 

page, or even signing a wall because of commitment to staying silent about politics.  

With there being weakness of getting individuals to participate in the campaign, we also 

had issues with getting started. When we started off the Instagram page, we were barely able to 

get followers. To help us get followers we used two apps: Hootsuite and Canva. When we first 

started using these particular apps, we were only allowed a specific “trial period” for using them. 

In order to get the apps full potential, we would have had to pay for an upgraded premium 

version. This made us only use the free version which did not have all to offer like the premium 

version did.  

When we used the specific app, Hootsuite, we were having technical issues with getting 

our posts posted in a specific amount of time. When we would set up a post to upload, the post 

would never be scheduled on the app; thus, not allowing for the post to actually upload on time. 

We then individual would post content on the Instagram page manually instead of through the 

app. This was a weakness due to us not always having that extra time to post content onto the 

page. When we were going through this trial, we ended up losing followers and had to 

understand how to use the Hootsuite app.  
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Conclusion: 

 

 As the social media and tactics team, we were able to reach our objective of 

gaining 150 Instagram followers by Thanksgiving break.  We used Instagram as our main 

platform of communication along with creating posters and fliers.  Spreading awareness of the 

First Amendment is an important subject matter that our group took pride in.  As a group we 

were able to use the five freedoms of the First Amendment to help spread knowledge of this 

amendment to the VWU community. 
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Special Events and Promotions Report 

 

1 for All Campaign 

On the first day of class, students were introduced to the 1 for All campaign, a national 

nonpartisan and nonprofit educational effort to build understanding and respect for the five 

freedoms of the First Amendment. This campaign is overseen by the Free Speech Center at 

Middle Tennessee State University. Students received a $2,000 grant to create an on-campus 

campaign focused solely on raising awareness of first amendment rights. The budget of $2,000 

was kept track of by Dr. Payne and the special events and promotions team (Figure 13). The 

class was separated into three teams, each having different tasks to complete throughout the 

duration of the campaign. The three groups were: research and evaluation, social media and 

written tactics, and special events and promotions. Students were also given a weekly timesheet 

(see Figure 1) to document the hours they spent working on the campaign.  
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Figure 1 

One of the first 

assignments that the special events and promotions team was responsible for was the campaign 

name. After a few days of brainstorming, our team decided that the name of the campaign would 

be “Takes 1 to Know 5”. This is because it only takes one person to know their five freedoms. 

Our group also created a logo (see Figure 2), which was used as the main design for both stickers 

and t-shirts (Figure 3). MarKaysha Bryant, one of our teammates, was the main point of contact 

for the special events and promotions team. Over the course of a month or two, she 

communicated with the t-shirt vendor, Billy Weems, owner of Simply Sales Inc., and they 

discussed the team’s budget, design, and the timeline for when we would need our products. 
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Figure 2 

 

 

 

 

 

 

 

 

 

 

 

Figure 

3 

The goal of the campaign was to increase engagement with and awareness levels of the 

five First Amendment freedoms on campus. Our measurable objective was to acquire at least 40 

participants for the first event and increase the number from that point forward at each event.  

The main strategies for this campaign were flyers, word of mouth, and social media.  The 

tactics we used for the campaign were prizes, giveaways, and raffles. We planned three different 

events throughout the semester. For each event we had to fill out a form to tell the student 

activities board what, how, and why we were doing each event. Our measurable objective was to 
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get at least 40 participants to participate in our first event, with the number of participants 

increasing with each event. Ultimately, the groups measurable objective was met. 

Event one: Five Freedom Trivia 

Strategy: The strategy for this event was to get students to participate in First Amendment 

Freedom trivia.  

Tactic: The tactics used for this event were pizza and donuts.  

 Success rate: The strategies and tactics used for this event were successful, resulting in over 40 

students participating.  

On October 8, 2019 in the Marlin Grille from 11am-12pm the first event we came up 

with was called Five Freedom Trivia. As a group we wanted a time where a lot of students 

weren’t in class and  a place where a lot of students go to in their free time during the power 

from 11am-1pm. This event was a test trial to see where the students awareness lies with their 

knowledge of the First Amendment. For the event, we made up a series of questions to ask the 

students. if answered correctly they got to pick a food item. By keeping track of how many 

students attended and participated in this event  

For the first event we wanted to test things out and see if any of the students on campus 

knew anything about their First Amendment Rights. We came up with the idea of a trivia 

because it would allow us to analyze the different answers we received from students whether 

they got the question right or wrong. Our group the special events and promotion team, came up 

with 25 questions about the First Amendments Rights for students to pick from blindly and 

answer it. In order to draw students in we came up with the idea to incorporate food with the 

event. To come up with what food or snack we would have at this event took some thinking. To 

avoid any kind of mess, we decided on pizza and donuts. With that being said we ordered a total 
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of 12 boxes of pizza for $97.00 and 5 dozen doughnuts for $39.83 which was picked up the day 

of the event. 

 The flyers, posters and, small business cards that were created by us to pass out and draw 

attention to our campaign. After the participants received their food they were asked to write 

their name and Instagram name on a sign-up sheet in order to see who attended the event in order 

to gain more followers on social media. 

On the day of the event, the group met 15 minutes before the start of the event. Dr. Payne 

and Markaysha went to get the pizza and doughnuts from their respective places.  We sat up the 

table with the pizza and doughnuts, hung up posters and passed around the flyers and business 

cards to people to bring them to our table to tell them what we were doing. Class peers were 

walking up to students and welcoming them to our table to answer a question and get either pizza 

or doughnuts and to follow our Instagram page to learn more about our campaign and be updated 

on giveaways and other events (Figure 4). 

Figure 4 

 

 

Event two: Freedoms for Cookies 

Strategy: To get students to use their right to 

freedom of speech, by writing on our freedom 

wall. 

Tactics: The tactics used for this event were our Takes 1 to Know 5 t-shirts, and 105 Insomnia 

Cookies. 
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Success rate: The strategies and tactics used for this event were successful, resulting in all of our 

t-shirts being handed out, and over 50 students participating.  

     On November 14, 2019 from 12pm-1pm in the Grille, the Takes 1 to Know 5 campaign 

hosted their second event: Freedoms for Cookies. The special events and promotions team, had 

the idea to create a freedom wall ( see Figure 5). In the center of the wall we wrote the entire first 

amendment, beginning with, “Congress shall make no law”. Students were encouraged to write 

something on the freedom wall in order to exercise their first amendment right, which in this 

case was the freedom of speech. 

  In return for students writing on the freedom wall, they received a cookie from a popular bakery  

called Insomnia Cookies (Figure 6). Students also had the opportunity to answer trivia questions  

from a pool of 50 questions in return for one of our fabulous “Takes 1 to Know 5” long sleeve  

T-shirts(Figure 12).  This was the first event that we had the opportunity to hand out the shirt that  

we made. 

  Coming up with the idea for the first event was difficult. After doing some research, our 

group decided to use one of the ideas from the 1 for All campaign website. We decided to mimic 

an event that Florida Tech hosts annually on Constitution Day. The materials that we needed 

included: plywood, sharpies, and Insomnia Cookies. We spent a total of $268, at Lowes we spent 

$70.00, and at Insomnia Cookies we spent $198.00 (105 cookies).  
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Figure 5                                                                                               Figure 6 

 

Event three: Takes 1 to Know 5: Know to Throw 

Strategy: To get students to answer advanced trivia questions through a fun activity, alternative 

cornhole.  

Tactic: The tactics used for this event were raffles, Chick-fil-A,  and $95 worth of dollar tree 

prizes.  

Success rate: The strategies and tactics used for this event were successful, resulting in over 60 

students participating.  

On November 21, 2019 from 12pm-1pm in the CMAC, we launched our third and final 

event, “Takes 1 to Know 5: Know to Throw”. The special events and promotions team decided 

to put together a trivia corn hole tournament, and gave participants the opportunity to win prizes 

and raffles ( See figures 7-9 ). The plan for this event was to combine a popular game played 

around campus by students and trivia about the five freedoms of the First amendment.  

We wanted to make students more aware and familiar with their five freedoms and what 

they mean for us individually and for our country. Most students usually are not willing to 

participate in trivia games, however doing it in a way that makes it fun and entertaining at the 

same time, allowed the students to participate and have a good time.  
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In order for students to have the opportunity to earn bean bags to THROW, they had to 

KNOW, the answers to the trivia questions regarding the first amendment freedoms; which they 

choose randomly from a basket containing over 75 questions. Our class and team created real 

world situations that require you to understand the five freedoms of the First Amendment to be 

able to answer them correctly. 

 If students answered correctly, participants were then granted the opportunity to toss 

three bean bags onto the board from a certain distance. If at least two of the three bean bags 

landed in the hole cut out on the board, the participant automatically won a large prize” from our 

gift table which includes items such as electronic accessories, LED TV lights, health and beauty 

products, candy, food, and drinks ( Figure 11). If the participant only got one on the board, they 

were awarded a smaller prize from our gift table such as lip balm and smaller packages of candy. 

If a participant did not make any bean bags on the board, they were given the opportunity to try 

again with new trivia questions.  

In addition to being able to play the game and win prizes, anyone came to the event and 

participated in the game was able to enjoy Chick-Fil-A breakfast. We ordered three 40-count 

chicken mini trays, 2 gallons of lemonade, 1 gallon of sweet tea, and 6 count cookies for our 

guests to enjoy. Our group spent a total of $95 worth of prizes from the Dollar Tree, that Makiah, 

Markaysha, and Dr. Payne went to go purchase.  

The biggest part of this event was the raffle at the end. MarKaysha created 3 raffle 

baskets that students wearing our “Takes 1 to Know 5” shirts and participates, were able to enter 

to win. To make our prizes more interesting, our group came up with themes for each raffle 

basket: movie basket, self-care basket, and college accessible basket.  
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Figure  7                              Figure 8                                           Figure 9  

 

Our winners were announced via Instagram and they were shouted out in the caption of 

the basket that they won. We wanted this event to be our biggest one because it was our last one. 

Providing Chick-Fil-A breakfast, drinks, and the chance to win prizes made it easier for us to get 

people to come and interact with our event (Figure 10). We had a solid turnout and got positive 

feedback and a lot of followers from our last and final event.  

                                                                                              Figure 11  
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Figure 10 

 

 

 

Figure 12  
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Figure 13  

 

 

 


