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I. EXECUTIVE SUMMARY

It is not every day that a DECA Chapter is asked by John Walsh, the long-time host of America’s
Most Wanted, to do a public relations campaign on internet safety. On September 1, 2011, that is just what
happened during a meeting with John Walsh, his associates and his partners from Cox Communications.
Although the Wichita Northwest DECA chapter could have pursued any issue of choice, this campaign,
“Wonder Who’s Watching” (WWW), was chosen based on three main points of criteria; a continually growing
World Wide Web, a rapid increase of online predators and an alarming number of people with insufficient
knowledge about how to be safe online. Seeing how widespread technology is within our community and
hearing about how both children and adults are becoming victims to online crimes, the Wichita Northwest
(WNW) DECA Chapter felt fortunate to be given the opportunity to help inform the community about ways to
be safe while using the internet : ‘ ,

Campaign Theme:

~wonder who's watching
Campaign Objectives:

* Raise awareness in the community about internet safety.
Educate children about being safe online and provide resources available for more
information.

»  Teach parents about internet safety and give them tips on how to monitor their children.
Spread awareness about NetSmartz and the National Center for Missing and Exploited
Children.

Target Markets: _
Primary: Children (7-18)
Secondary: Adults (19 and older)

Accomplishments:
* Created a radio commercial which aired on two radio channels KIBB-FM and KVWE-FM in the
Wichita and surrounding areas.
* Handed out 5,000 Tip Cards to students, adults and local businesses in the Wichita area with tips and
resources available for internet safety. ‘
*  Talked on morning shows of two popular FM radio stations explaining the WWW campaign.
¢ Created and aired a radio commercial featuring John Walsh, host of the popular television show
America’s Most Wanted. :
¢ Created a TV Commercial, which reached over 3,244,690 people on different child orientated TV
stations
* Posted a billboard at Intrust Bank Arena and at Mel Hambelton Ford which were both on US 54 that
provided substantial reach from daily drivers that encouraged drivers to “Wonder. Who’s. Watching,”
* Held in an informational night during a sold out basketball game at Northwest High.
o Educated 4® and 5% grade students at two different elementary schools and 6% and 8 gradersata
middle school
* Had over 1,100 streams on GoGrizzTV which featured the campaign’s commercial each time.
*  Created a Facebook Fan Page full of vital information, which has over 121 fans.
* Saturated the community with the campaign’s theme, “Wonder. Who’s. Watching.”
Evaluation and Recommendation: The Wonder Who’s Watching campaign reached an estimated 9,332,284
people in both the primary and secondary target markets. This campaign has initiated a new thought process
for adults and children who are active on the internet. The key to reaching the target audience in a campaign of
this magnitude is networking with local businesses, educating your audience with live presentations and
having passion and believing in the campaign’s message you are publically relating.




II. CAMPAIGN THEME OR FOCUS

A. Statement and description of the issue to be addressed

The Internet can be used for nﬁmerous positive activities; however, individuals also face
serious risks, such as cyberbullying, online predators, and the dangerous consequences of
releasing too much information online. These risks may take place during daily online activities
such as updating their social networkjng pages, chatting with friends or even school research. As
the Internet continues to grow and become a powerful, yet dangerous tool, being safe while using
it becomes a relevant topic. Netsmartz was created to influence and educate individuals about
Internet safety. The NetsmartzKids website helps make surfing the Internet a. safer experience for
children and adults. On it, dhildren will learn about bo;th Internet and real-world safety risks and
how to avoid them through interactive activities. NetSmartz Workshop is an interactive,
educational program of the National Center for Missing & Exploited Children that provides age-
appropriate resources to help teach children how to be safer on and offline. The program is
designed for children ages 5-17, parents and guardiéns, educators, and law enforcement. With
resources such as videos, games, activity cards, and presentations, NetSmartz entertains while it
educates children about online safety.

NetSmartz Goals:

* Educate children on how to recognize potential Internet risks

* Engage children and adults in a two-way conversation about on- and offline risks -

. Empower‘ children to help prevent themselves from being exploited and to report

victimization to a trusted adult
The National Center for Missing and Exploited Children was formed to assisf individuals in

. crimes against children. The center is strongly supported and was started by John Walsh,




producer of the popular televisiqn series, America’s Most Wanted. The Center for Missing and
Exploited Children has created a website called MissingChildren.com. Tools such as Amber
Alert, Report A Sighting, CyberTipline, and Get InVolved are all incorporated within their
website for children and adults that are victims or associated with a victim of crimes against
children.
The organization has been extremely successful in achieving their task at hand. The _
following story ﬁoﬁ the CyberTipline within MissingChildren.com comes from an online sexual
predator:
“On June 9, 2009, the CyberTipline, a tool within the website of The Center for Missing
and Exploited Children, received a complaint froni a concerned citizen, who reported that
he had been in contact Wlth adult male making sexually suggestive comments about
underage females. During their three-hour chat session, the suspect stated that he
“preferred” nine to 15-year-old girls. The reporting person provided the full chat log,
along with crucial information about the suspect, including his full name, age, location,
and email address. Through various internet searches, an analyst with the National Center
for Missing & Exploited Children's Exploited Children Division (ECD) located two
onliﬁe profiles for the suspect, as well as a public database record match that helped
confirm his identity and generated an address in North Augusta, South Carolina.”
(missing kids)

With the help of the National Center for Missing and Exploited Children and Netsmartz, parents

and children have access to an abundant amount of information regarding how to be safe online.

With these resources children know who to avoid online, what information to keep to themselves-

and how to use ask for help in certain situations. Parents also learn how to take charge, monitor




and communicate with their children about Internet safety, and in the process, also learn how to

protect themselves from danger.

B. Rationale for selecting the issue

During the 2010-2011 school year, the Northwest DECA chapter created a campaign

entitled “Prevent Cyberbullying.” The “Prevent Cyberbullying” campaign reached a large

audience and made headway in Washington DC. In late August of 2011, the Northwest DECA

chapter received a phone call from John Walsh, the long time host of America’s Most Wanted.

He, along with his colleagues, had heard about
the campaign and asked to have a lunch
meeting to listen to a presentation presented by
the Northwest DECA chapter about the success
that came from the campaign. After a lengthy
conversation following the presentation, Mr.

Walsh offered an opportunity to the Northwest

|

Meeting with John Walsh,

ng Hne bost of Ameriea’s Mo

|
st Wanted,

- Left to right: Jokn Walsh, Maddie Bazzelle, Aley Waspi,

Broc Cramer, Mr, Jeff Darr

DECA chapter to work closely with the National Center for Missing and Exploited Children,

also known as the NCMEC to create a public relations campaign focused on Internet safety.

The Northwest DECA chapter conversed and decided to take on the opportunity

presented by John Walsh and create a campaign based on internet safety. After careful

consideration the campaign was officially created, and would be known as the Wonder Who’s

Watching Internet Safety campaign. Following the decision, a conference phone call took place

with the NCMEC staff and their associates and they immediately offered to help in any way they

could, especially providing the chapter with the use of tools on their internet safety awareness

website for children ages 5-18, Netsmartz.

Jomve e —_:




Once the Wonder Who’s Watching (WWW) campaign was started, the Northwest DECA
Chapter started scheduling meetings with local businesses for support, mentorship and
sponsorship. From these meetings, the chapter formed relationships with the following
businesses and organizations:

Mel Hambelton Ford, Sullivan Higdon & Sink, Cox Communications, Cox Media,
Entercom Studios, USD 259, Wichita Police Department, Big Corner Creative, DonLevy
Lithograph, Domino’s Pizza, Intmst Bank Arena, KAKE news, Conno‘isseur Media and KSCW.

The Northwest DECA chapter feels that the issue of internet dangers' is prevalent in
today’s society with not only children but adults és well. Most people use the internet to share
pictures, blogs, comments, videos and gaming. The internet also consists of texting via cell
phones and even picture mail. According to NetSmartz, 73% of teenagers aging twelve to
seventeen have profiles on popular networking websites. A majority of children and adults do
not realize the dangers of posting personal or inappropriate information on the internet.

In November of 2011 in Topeka, Kansas, senior Emma Sullivan from Shawnee Mission
East, traveled with her class to listen to Governor Sam Brownback speak. While sitting in on this
rather rare opportunity, Sullivan tweeted about Governor Brownback, typing a controversial
Tweet that Would soon cause uproar. The Governor’s office consequently read the tweet written
by Sullivan and quickly notified her school. Before she had a grasp of what was occurring, her
tweet had made national headlines. According to Kansas.com, she stated, “I’'m mainly shocked
that they would even see that tweet and be concerned about me,” and she went on to say she “had
only about 60 followers and was “pretty anonymous’” or so she thought (Wichita Eagle)..

While children are posting information online, most do not stop and think about who

could potentially be seeing what is posted. This can not only cause physical harm by predators,




but could cause the loss of a college scholarship, sports opportunity, or possible employment
with a company. Because the members of the Northwest DECA chapter have been in school the
last thirteen years, it is easier to watch how their classmates act and educate others on how to
appropriately act in specific situations. The Wonder Who’s Watching campaign was created to
help give people a different thought process when they were posting any information on the
internet. Because of these possible lifelong consequences, the chapter firmly believes that people
must always remember to wonder who could be watching their every move on the Internet.

C. Deéoription of the target population (such as community, school, etc.)

Wichita is the largest city in Kansas with a population just over 380,000 residents.
Wichita, known as the Air Capital of the World, is also known for its superb entrepreneurial
background. Koch Industries, Coleman, Pizza Hut, and White Castle are a few of the businesses
that were founded in Wichita, and have grown
to be exceptionally successful. In a study
coﬁducted by Famers Insurance, Wichita
ranked as the seventh most secure place to live

in the United States in 2011 (Davies). Each and

every year, Wichita and the surrounding

S suburbs are building attractions to help make
A skyline view cﬁf the city of Wichita, Kansas.

the city tourist friendly and help the local economy. Cabela’s, Kansas Star Casino, the

Ambassador’s Hotel, and the Redbud’s Bike Trail are a few of the tourist attractions that are

aimed to help make Wichita a tourist friendly city. Intrust Bank Arena, located in downtown

Wichita, which ranked 22™ in a Pollstar’s Top 50 Area Venues list, has dozens of large




performances each and every year, such as George Strait, Taylor Swift, Brad Paisley, and Dave
Matthews Band (KAKE).

The Unified School District 259 includes all of the public schools in Wichita, Kansas. In
2011, the school district had an(all time high enrollment of 50,103 students (WPS). Based off of
the 2011 state assessments, fofty-ﬁve USD 259 schools received the Standard of Exceéllence
awards in math, feading and science. USD iz
259 provides students with numerous

extracurricular activities, such as AVID

(Advancement via Individual Determination),

Debate and Forensics, Orchestra, DECA and eceszjf:n’ss;s;r éamnz;a;s;smmmﬁmm

after s 16 year dry spell fora Wichitaschool vietory,
Drama club. In addition to academics, students in USD 259 have the ability to be involved in a
variety of sports. In 2011, Wichita Northwest High won the 6A State Soccer Championship. In
the 2010-2011school years, Wichita Heights won first place in the 6A State Championship for
Men and Women’s Basketball, Football, Wrestling and Girls Bowling. While academics and
sports have had an outstanding record for USD 259, these students, along with students across
the United States, are setting all time records on social networking websites. According to
NetSmartz, 93% of teens go online (NetSmartz). This number is only predicted to grow as
technology enhances throughout the world. ‘

The primary target market for the WWW internet safety campaign are students ages 7-18

in USD 259 and the surrounding suburbs. Most students in this age group are unaware of the
dangers of the Internet and do not have an adequate understanding of the precautions necessary

to help keep safe on the World Wide Web. A majority of children in the primary target market

are also unaware of the severity of information becoming public as it reaches the internet. The




eérlier these cin'ldren are aware of both the dangers and the reality of the internet and the
necessary precautions to make, the longer these children can stay safe 0nlin§ and build a positive
reputation for future employers, colleges and anyone else that searches fo£ ﬁem. The secondary
target market for the Wonder Who’s Watching campaign is adults aging nineteen and older. The
members of the campaign felt that it was feasible to educate the primary target market, the
adolescents, by educating the secondary target market so that they would then educate their
children. A_lthough the campaign teaches both children and adults about the dangers of the

internet, the focus was on the primary target market, both direct and indirectly.

1I. LOCAL MEDIA AND OTHER PROMOTIONAL POSSIBILITIES
A. Local print and broadcast média available

Asa promotional campaign, the objective of Wonder Who’s Watching is td reach the
greatest number of people possible within the community. In order to accomplish this objective,
the campaign had to take advantage of the numerous media opportunities that the Wichita area
has to offer. With a limited budget and seemingly endless possible media options, the campaign
hﬁd to select a promotional mix that would reach the target audiences. The below promotional
poésibilities are available in the Wichita area:
* Print Media:

There are various forms of print media in the Wichita area, which include newspaper
advertisements and write-ups in local magazines. The primary local newspapetr, The Wichita
Eagle, is highly regarded and reaches people across Kansas. The following is the number of

people that read the Eagle:

e 210,800 people read The Wichita Eagle daily (Ménday-Saturday)




e 304,800 readers on Sunday

Local magazines across the Wichita area are also very prevalent. The following local magazines -

and their distribution are listed on the following page:

| .johrnal T *the local and natlonal

[EETNCRS economy

Naked City Wichita Peopié}»;ith interest 10,000 " https//www nakedeitywichita.com/
in fine arts

CSplurge 7 College Baucafion/ 20,000 hitprisplurge.inspiredkoncepts.com/ |
R SRR M1ddleclassand ‘ : : ‘ , S
'N_&_above ‘‘‘‘‘

‘Sports affiliated/ fans 60,000  http-//ihigh.com/centralkansas/ -

“Broadeast Media:

Having four major news stations and countless radio stations in the area, Wichita is full

of broadcast media opportunity. The Northwest DECA Chapter felt
that television commercials could be a very effective tool for the

campaign and would be very useful in targeting specific audiences. In

order to accomplish the task of television commercials, however,
: Cox Commumcatlons

some type of sponsorship would be necessary. o ATT&TU-Verse

Numerous radio stations target not only Wichita, but also

: i the suburbs surrounding the city. Radio is very inexpensive in

CURICT 950 '
 KZCH96.3

KSKU97.1

" KRBB97.9 ‘ produce, it has many advantages. Not only is it inexpensive, but

KVWF 100.5 e

Iéuz?ggl 11?)12 3; 5 itis alsq extremely effective in targeting specific markets in the

KFBZ 1053 . -

| comparison to television advertising and is much easier to




area. Radio is a very popular media choice in Wichita for adults and parents, which could be
extremely effective to the campaign. Popular local radio broadcast options and their target
audiences are listed on the table to the left.

Outdoor Advertising:

Outdoor media often provides a great reach. Many people driving have the opportunity to
pay attention to large outdoor advertising because of its placement. The majority of outdoor
advertisements that are on highways are still vinyl, but technology has created an evolution bn
the outdoor adverting industry by iﬁtroducing and implementing electronic signs which are far
more practical for any use. Although the WWW campaign has no sufficient budget, advertising
on outdoor electronic signs that would be sponsored by businesses is a considerable opportunity.
Internet: |

The internet provided many opportunities for advertising the Wonder Who’s Watching
campaign. Most social media websites are free so this equips the campaign with a targeted,
effective promotional tool at no cost.

B. Other possible promotional activity(ies)

Cominunity Events:

Community events are a great 'Way for the WWW campaign' to interact with the public
and to make people aware of the pressing issue of internet dangers. Community_events could
include parent nights, school presentations, and presenting or interviewing at sporting events in
the corﬁmunity. Community events offer a restricted audience and are a perfect way to help the

public learn more about the Wonder Who’s Watching campaign.




School Announcements:

School announcements for a week would be a great way to get the entire student body at
Northwest High échool involved with the WWW campaign. The announcements are daily so this
allows the Northwest DECA chapter the ability to make students outside of DECA aware of the
dangers of technology and the internet. On the announcements, the chapter could share daily
facts with the 1,500 students at Northwest, along with the 100 faculty members.

Tip Cards: |

Tip cards could be a valuable tool for the WWW Campaign to produce. The cards would
include the WWW logo, contact information,Aand facts about being safe online. Tip cards could
be distributed to local elementary and middle schools, along with area businesses. This woﬂd be
a great way to get more parents aware of the dangérs that many of their children are facing on the
internet and to provide children with a card that could be referenced at any given point. These
would also allow both parents and children to keep a physical piece of paper at home for fuulfe
reference incase it was needed at a later time. Tips cards could include information such as:

e 75% of children are willing to share personal information online.
e 4,000,000 people post content on the web daily.

e 58% of people post information about where they live.

Pizza Box Tops:
Placing informative fliers on pizza box tops would be an advantageous way to reach .
“multiple people at once. This flier would gam the attention of the consumer and hopefully
change the thought process of posting information on the internet. The shocﬁng information on
the vast amount of unaware people on the internet would c;aptivate the attention of people in

homes, making them more likely to pass the word along to others within the community. This

s e o : - - . e ek A A S Y A e 2o
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marketing concept is low cost, yet still has the ability to make an impact a substantial amount of
people with the Wonder Who’s Watching message. |

C. Media mix and rationale for media and other promotional activity(ies)

Through the process of selecting what media to use for the WWW campaign, the

. Northwest chapter utilized as many of the possible media opportunities that Wichita has to offer.

When deciding what media mix would be best for the campaign, a budget was not an option.
Although funding did present the campaign with a challenge that had to be overcome, the
Northwest chapter utilized numerous business connections and took advantage of every
6pportunity possible. The following criteria for selecting.the most effective media mix were
created to help spread the WWW campaign’s message:

» Create partnerships with businesses and organizations who could help create opportunities for
growth.

» Effectively spread the WWW campaign’s message through promotional activities with a zero
operating budget.

¢  Gain community involvement through promotional activities by efficiently spreading the
campaign’s message to the primary and secondary target markets.

e Used social media websites as a centralized location for the public to be able to communicate,
learn and post additional resources regarding internet safety.

Northwest chapter members met with over 560 children from area schools. During these
school presentations, chapter members asked several questions, some of which include:

What is Internet Safety?

Have you heard of cyberbullying before?
What information is safe to share online?
What are the dangers of the Internet?
How do you identify a predator on the
internet?

After asking these questions, campaign members

used a PowerPoint, created and donated to the

Bbseve picture shovws Northuvest Stedents presenting o
WWW campaign by NetSmartz, to help educate 4% s 57 grade students 3t Kenster Elementary.
> - .

the youfh about the internet and the potential risks that the internet can pose. This Netsmartz

12



presentation helped explain to kids what can be shared on the internet, who to share it with, and
what is not appropriate to be doing online. The school presentations presented by the WWW
campaign were a crucial part of the campaign because it specifically reached out to the primary

target market with a high impact, personal message.

Members of the Northwest DECA Chapter also distributed Tip WA o

WOHIET WD

Cards (shown on the right), donated by DonLevy Lithograph, to the e

Interniet safaty seynpaign

Eid you new

children that listened to the presentations. Tip Cards are exceedingly

# FBE OT RS g ishine

beneficial to the campaign because it provides the audience with contact % of et are wiing

O A0 Pfaal BIOmETEOn Sdin

information about the campaign and the recipients can also share the Tip

Cards with family members and friends. The Tip Cards also went out to

area businesses such as Wendy’s, Pizza Hut, and Freddy’s Frozen

Custard in order to reach out to a larger segment of the population. This

PersHAL sIMaTon

Tip Card was possible with the generosity of Sullivan Higdon & Sink and ey st o

Lontact U7

¥ Ra
&

their willingness to donate their time and skills to help create the design

for this promotional print media.

Wonder Who’s Watching primary sponsor, Mel Hambelton Ford, worked with the
campaign and provided many broadcast opportunities that allowed for substantial reach to the
primary and secondary target markets. Through this sponsor, the campaign Waé able to
participate in a radio interview during the Kansas 6A State Football Semi-Final game on 98.7
FM and 1240 AM. They also helped the campaign produce a radio commercial that played on
various radio stations that were specifically tailored to the primary and secondary target markets.
Along with Cox Media, Mel Hambélton Ford helped with the production of a television

- commercial that aired on a variety of cable stations, playing at various times throughout the day.
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In addition to providing numerous resources and contacts, Mel Hambelton Ford also donated
space on an LED billboard on the outskirts of their parking lot, reaching a substantial amount of
highway traffic on US 54.

~ Another substantial opportunity presented itself when the WNW DECA Chapter made
contacts with the Intrust Bank Arena, the premier concert venue in Wichita. Inside the arena, the
campaign message was posted on the large 30’ by 30° LED sign in the atrium of the a:?ena. This
advertisement, spdnsored by the Arena, was very beneficial in reaching families and many adults
that visited the venue in the month of December.

The chapter also pursued one other form of broadcast media with the belp of John Walsh,
the children’s advocate for the National Center for Missing and Exploited Children. John Walsh
donated his time and talents to do a voice over for a radio commercial that the WWW campaign
created. With the help of local businesses, the John Walsh radio commercial aired numerous
times in the Wichita area.

School announcements also provided the important opportunity to reach out specifically
to the students within Northwest High school. The announcements ran for 5 school days,
reminding students to stay safe online, and to always remember to wonder who is watching them
on the internet.

Whether it is listening to the radio, watching television, or seeing the Wonder Who’s
Watching message on a billboard, the campaign exposed people across the Wichita area to the
. message of staying safe online. With the help of many businesses and outside tools, the selected
promotional mix for the WWW campaign effectively reached both its primary and secondary

target markets.




IV. CAMPAIGN ORGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement and job description

Before each promotional activity could be implemented, several stei)s were taken to
ensure that there was adequate man power to successfully perform each and every activity. In
order to do this, the WWW campaign developed a list of volunteers that were willing to help
achieve the activities and a business or sponsor that would be willing to donate their time and
efforts to help make the promotional activity successful. The Wonder Who’s Watching campaign
was divided into three different sections: television/radio commercials, print press/other, and
radio interviews. A manager was assigned to each of the three sections that helped oversee those
specific promotional activities. Th¢ following section describes a brief job description of each
activity that was carried out:

Television/Radio Commercials — Alex Wespi

John Walsh Radio Commercial: This task involved communicated with John Walsh and his

- affiliates and Entercom Studios and created a script that would be ready by both John Walsh and
the campaign managers.
Radio Commercial on KIBB-FM (BOB) and KVWF-FM (W OLF): This radio commercial
was thought of, scripted, and produced with the help of Paul Wyckoff and Big Corner Creative.
This commercial was produped on site at Mel Hambelton Ford.
TV Commercial: With the volunteering from Cox Media and Mel Hambelton Ford, the WWW
éampaign produced a TV script and aired it live on location at Mel Hambelton Ford.
GoGrizzTV: The campaign’s TV commercial and John Walsh radio commercial was played
numerous times on seven different broadcasts which reached both the campaign’s primary and

secondary target market.




USD 259 TV Commercial: During a school presentation, the school district came out and
filmed the campaign talking to the students. The school district made a segment and showed it on

their personal television channel numerous times.

g

=

Crikt Press/Other — Taryn Thomas

Intrust Bank Arena & Mel Hambelton Ford Billboard: This activity was thought up by the
Northwest DECA Chapter and with the help of Sullivan Higdon & Sink and Big Corner
Creative. Once the billboard was created and finalized, it was then sent to Intrﬁst Bank Arena
and Mel Hambeltoﬁ Ford to be put on their LED screens.

Wichita Northwest High Morning Announcements: With the help of two Northwest DECA
chapter members, five separate scripts were created that informed the school about Internet
safety and interesting quotes that related to the Internet.

Wichita Northwest AHigh Awareness Posters: Four different awareness postérs were created to
be hung around Wichita Northwest High School. These posteré were a great informative tool that
got the attention of thousands of students in high volume hallways.

Peer to Peer Educators: Link Crew chair members met with the WWW campaign and agreed |
to have a specific meeting to educate Link Crew leaders about the campaign. The trained leaders
then proceeded to talk to classrooms of freshman at Northwest High about how to be safe online.
Tip Cards: This promotional activity was developed by the campaign but had assistance from
Sullivan Higdon & Sink. Once the mock up was finalized, DonLevy Lithograph donated five
thousands cards for distribution.

Facebook Page: A Facebook page was created and monitored with the help of several WNW
DECA students. This Facebook page played a key role in educating and creating awareness to

the primary and secondary target markets of the campaign.
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Mass Communication: The campaign created a press release informing the press about the
campaign and a school presentation that was being held the following week. It was sent out to six
different television and radio stations around the city of Wichita. This press release was created
by the campaign and was proof read by Big Corner Creative.
School Presentations: The campaign visited three different schools in the USD 259 school
district. At Benton and Kensler Elementary school, the WWW campaign talked to 4™ and 5™
graders, and at Hadley, 6™ and 7% graders were educated over ihtemet safety. The power-point
presentation was given to the campaign by NetSmartz.

Radio/Television Interviews — Broc Cramer
Pre/Half Time Interview @ Semi-Final Game: Looking into the primary and secondary target
markets, this game was a prime promotional activity. Mel Hambelton Ford helped the campaign
interview on a pre and half time radio show during the game.
KIBB-FM (BOB) and KVWF-FM (WOLF) Radio Interview: This activity was conducted
with the help of several WNW students. Once a script was written and produced, Connoisseur
Media played the commercial as a Public Service Announcements. Mel Hambelton Ford also
sponsored the radio commercial to play on prime time spots.
Weekend Crew TV Interview: Presented the‘ campaign to the Weekend Crew television show.
This interview aired on KWCH Channel 12 and KSCW Channel 6.
GoGrizzTV: The WNW DECA Chapter was able to talk live on several live broadcasts during
GoGrizzTV. |
KAKE News Interview: The WNW DECA Chapter sent out a press release invi’;ing media to
attend a school presentation. KAKE news filmed the campaign talking and posted us on their 5

& 6 o’clock news and on the website for two weeks.
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B. Description of the campaign and documentation

-The information Night was held during a basketbali game at Wichita Northwest High School. T-Shirts were given out for students and
parents to take home and to have information about Internet safety and the WWW Campaign whenever they might need it (far right). The
WWW Campaign interacted with the sold out basketball crowd by passing out t-shirts and candy (far left) and with a tri-fold poster board

at a booth, the campaign was able to hand out Tip Cards, candy and t-shirts (middle)

The Wichita Northwest
DECA Chapter worked to
achieve personable
relationships with the
students of Wichita
Northwest High School and
surrounding Wichita Schools
while educating them about

Posters were displayed throughout Wichita Internet Safety. The goal Students and faculty were given reminders each morning
Northwest High School for students and faculty. was to educate and inform from the DECA chapter about Internet Safety and the

The posters provided awareness regarding Internet . . WWW Campaigh through the school's morning
Safety and information on the WWW Campaign Chlldl'en, the prinary tar get anncuncements

market, about being safe on
the Internet with methods
such as:

e Informational Night
during Basketball
Games

e Presentations/Assem
blies

e Interaction during

The Wonder Who's Watching Campaign reached out to school activities
surrounding elementary and middle schools such as
Benton and Kensler Elementary along with Hadley The WWW Campaign involved other Northwest High
Middle school. Campaign affiliates gave informational School students by teaching them about Internet Safety

presen;ations to students. Presentations included . and having them glve presentations to the freshman during
interactive activities, video clips and testimonials. An school.

interview with the campaign affiliates and a selected
few children from the listening audience was conducied
preceding the Kensler presentation by a local news
station.
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Left: 5,000 Tip Cards were handed out to students,

Wender adults, and community members. These Tip Cards played
Wonder who rright see viat you a key role in the WWW campaign because it allowed its

pEE post onlie; ilentity thetves, future target markets to keep a Tip Card with resources and
wonder whe's watching employers, eoncemed parente, facts regarding the internet.
predsiors and your pesss, .
Below: Four posters were randomly dispersed throughout
Northwest High School in high saturated hallways. These
posters reminded students daily about the importance of

Intemet zafely compaign Whe exmclly is watching vour every
TAgve o Ihe berent?

. . te; safe
Tid you kriow: i Internet safety
R

= 93% of teenz go cuiling Watching witen you pos richies,

+ 4000000 children post contert on finks, videos, and
. personal infonmation.
fhe web dally
75% of chitdren are wiling ,
« 7o of chitdren are wiling Stay safe orling.
b shue pevaorial informstion online
Cantast Us:

HE b oM
1§ swratan el
TRl

~ ODECA

LT

N —

These three billboards were designed specifically for each location. The billboard on the left is the WNW High School
billboard which can be seen by the students and parents walking down a highly saturated hallway. The billboard seen in
the above middle picture is a billboard on the comer of Mel Hambelton Ford’s parking lot. This billboard received
substantial reach from US 54 traffic. The billboard on the left was donated to the WWW campaign from Intrust Bank
Arena. This billboard was seen by audience members that attended several events that took place during the duration of the
billboard.
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campaign has created two different radio commercials that were
broadcasted on numerous radio stations. The first radio commercial was co-
recorded with John Walsh, long time host of America’s Most Wanted. He agreed
to use a script the WWW campaign created and did an audio recording with three
of the campaign’s members to create a radio commercial that would inform the
community about cyber safety. The second radio commercial created was co-
recorded with Jeff Horning, general sales manager at Mel Hambelton Ford. Both
of these commercials had substainal reached and did an excellent job at making the
community aware of the dangers of who is on the internet.

Left: The WWW campaign made an appearance on the Weekend Crew
television show that aired on two different channels three times. This television
interview was guided towards the secondary target market and helped spread
the campaign’s message to the city of Wichita. Bottom Right: In the month of
December, Wichita Heights and Derby High played in the 6A State Semi-Final
Football Championship. The WWW campaign had a pre-game and half- tlme
interview during a radio broadcast of the
game. This interview targeted both
andiences in the campaign and created a
lot of talk throughout the stands about
the internet and the potential dangers.
= ' e Not Shown: During the daily morning
rush, the WWW campaign was a special guest on two different radio stations,
KVWEF (the Wolf) and KIBB (Bob). Both of these interviews took place durmg the
prime morning rush and reached primary the primary target market.

C. Estimated impact on the t&get population

When the WWW campaign began promoting through different media outlets, paperwork
and details of each and every activity was filed. After a promotion was thought-out and the
specifics were determined, the WN'W DECA chapter contacted a company to donate their time
and services to help the campaign implement'a specific promotion. After that promotional
-activity was implemented, the quthwest DECA chapter talked with the company who assisted
the WWW campaign and asked for an approximate reach for the number of people that saw,

read, or listened to the promotion. All of the numbers used in this campaign have been provided
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by companies specific to that promotional activity and are the most accurate figures obtainable
for the chapter’s campéign.

Due to two of the WWW campaign’s largest promotional activities being billboards, the
reach figures were obtained by a traffic count put together in 2009, which was provided by the
Kansas Department of Transportation. The WWW campaign had two billboards which copld be
seen on US 54 from bypassing vehicles. These figures were vital in accurately determining how
successful the billboards were for the campaign.

Within the Wonder Who’s Watching campéign, the primary target market are children
aging from seven to eighteen while the secondary target market are adults aging nineteen and
older. Because a majority of the promotions the WWW campaign used were aimed at both
children and adults, specific promotional activities were selected that would reach both target
markets with the same advertisement. By educating the secondary target market about internet
dangefs, this would not only educate those in contact with the campaign’s meésage, but would
also be an indirect method of educating the primary target market of those who were related to
the adults who were familiar with the campaign. This was ideal because of the limited budget
that both the WN'W DECA chapter and the WWW campaign were either given or had access t0o.

The main reason for the campaign was to help initiate a new thought process for adults
and children While being active on the Internet. The Internet is still relatively new to people and
is continually growing beyond anyone’s control and because it’s continually growing, it becomes
dangerous for uninformed individuals. Many adults do not realize the dangers of the internet and
how simple things can hurt their safety or their reputation. The campaign stressed the importance
to people to “Wonder Who’s Watching” their moves on the Internet. All activities ranging from

blogs, to pictures and wall posts will forever be stuck on the Internet and once it’s posted,
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anyone in the world may see it. The supporters of the WWW campaign encourage Internet users.
not to stop using the Internet but merely be aware of what is posted. There are thousands of
resources and tools that offer support and pleasure whether it is for school, work or fun. The
Wonder Who’s Watching campaign encourages people to not be afraid of the htemet, but to
monitor and thmk before posting anything online; and to wonder who’s watching you online at
all times.

The WWW campaign encouraged people of all ages to ‘like’ a Facebook page that was

created for the sole purpose

of education and safety tips

concerning the internet.
Facebook page “fans” e :
. - . . = “’f‘,ﬂ—ﬂ‘ﬁm’% ﬁf'
would read statuses, links,
videos, and information
P ' R o T

provided by the campaign to

Thisgraph shows a steady increase in the reach on the WWW Facebook page.
help understand the dangers of the internet if not taken seriously. Weekly emails were sent to our

* campaign which showed data from the previous week regarding the campaign’s Facebook page.
The campaign’s page has over 121 fans and it is continually growing due to school and parent
presentations, TV and radio commercials, Vand numerous other promotions. With the people not
affiliated with Facebook, they can still have the ability to access the Facebook page and réad the
information posted, without having to sign up for the social networking website.

The following charts show an in-depth look at how certain promotional advertisements
were unique to certain demographics for the WWW target markets and the total approximate

reach for each promotional activity:




Radio Commercial —- KIBB.FM 224

3,047.790

commercial & Live Interviews

& KVWF-FM _ —
2 713,244,690
GoGrizzTV - Radio . 950

2,648,006

Facebook Page

Press Release

Derby Semi-Final Football

Game Pre/Half Tlme Interwew e

‘Weekend Crew Television
_InteereW

“Benton, H

USD 259 Webs1te/Television - 6 Days on Web51te/ 14 days on " 196,000

Channel Television
KAKE News 2 news broadcasts, 14 days on 92,500

Interview/Website website

Total Reach

Target Audience Approximate Reach per

Promotional Activity

- - Category‘
 Students'- ~ -: 15,560 N

Adults 32328

:Community - .~ 9,284,092:

Presented facts and tlps durmg chhlta Northwest ngh School

‘Morning Anhouncements. . :
. -Posted Posters with mformatlon about Internet safety on the walls of

WNW High’ School
Peer-to-Peer Educators presented to WNW H1gh School Freshman ‘

- Presented to 4% and 5t graders at Kensler Elementary School. '
A -Presented to 4th and 5%, graders at Benton Elementary School
" Presented to 7th and 8th grade students at Hadley Middle School

Had aWWw Blllboard at Intrust Bank Arena with reach dunng
various events.

Pré/Half Time Interview at Helghts/Derby Seml—ﬁnal 6A State '
Football Game. ™ - - o

« ' Billboard reach during fhe Intrust Bank Arena Events

. ‘, E Blllboard at Mel Hambelton Ford .
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. Exposed over 3, 244 690 people with the Telev1s1on Corrnnerc1al
“e - Exposed over 1,339, 500 people with the Radlo Commerclal on . ’

KIBB-FM (BOB FM) -
» . Exposed over 1,708,290 people W1th the Radlo Commerc1a1 on
: 'KVWEF-EM (WOLF) - S
. Exposed over 20 000 people w1th the Rad10 Commerc1a1 w1th J ohn -
- Walsh - :

) Handed out 5, OOO T1p ~Cards to students and adults. -
. Informed both students and parents via the campalgn s Facebook‘ :
page.
e 'Had an estimated reach of 2 700 people w1th the Radlo Interv1ew :
.. {(100.5.the WOLF) - :
»  Had an estimated reach of 3 ,000 people W1th the Radlo Interv1ew :
(97.1 the WOLF) , o
e  Gained an esnmated reach of 24, 780 adults and chlldren on three e
different broadcasts of the Weekend Crew TV Interview "
"o ~Was featured front page on the USD 259 school district website for -
. six days reaching over 21,000 people | per day.
e Received media attention from KAKE news on both the ﬁve and s1x
' o’clock news and on then' personal website. : »
e Was interviewed on GoGrizzTV and had both the TV commerc1al
- and John Walsh tadio commercial play during seven live broadcasts.

‘Total Reach: 9,332,284

V. EVALUATION AND RECOMMENDATIONS

A. Evaluation of the process

In a presentation and luncheon with John Walsh, the idea of pursuing a campaign
regarding Internet safety was decided. Walsh contacted the WNW DECA Chapter after recent
success with last year’s Public Relations Campaign. Stemming from John Walsh, the “Wonder
Who’s Watching” project took on help from Avery Mann, a public relations manager for John
Walsh, and also NetSmartz.org, a website which educates individuals about Internet Safety and
is directly related to the Center for Missing and Exploited Children. After developing the idea,
businesses and mentors such as, Mel Hambelton Ford, Entercom Radio Studios and Cox
Communications jumped on board by sponsoring the WWW Campaign’s halftime interviews,
billboards, and also television and radio commercials. Sullivan Higdon and Sink was involved in
helping with the design of the visual media distributed for the project and aided in branding our
logo and media for it to be identified tllroughout the public. The media, which included radio and

television comrnercials, billboards, halftime interviews, presentations with schools and

BTt 0 N e e e ” e R
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advertising, was chosen with the hope of being efficient in reach and content. The Wichita
Northwest DECA Chapter bélieves that the>advertised media was well saturated in the
community because it was heard, read, and seen over nine million times throughout Kansas. The
production of thls substantial amount of media was possible due to the amount of contacts which
were developed, communication between mentors and effort put in by the cha_p;cer itself.

Even with all of the help frorﬁ businesses and mentors, an effective message was needed.
In order to have an effective public relations campaign, a precise message which people can
remember and identify easily. For the Wichita Northwest DECA Chapter’s public relations
campaign, the message “Wonder Who’s Watching” was developed to identify a project
explaining that an individual never knows who is watching them online. The chapter believes the
Wonder Who’s Watching campaign was effective in communicating a message regardij:;g
Internet Safety with our primary and secondary target markets because of the numerous face to
face promotional activities as well as the other promotions that were carried out.

B. Recommendations for future campaigns

The Wonder Who’s Watching Intemet Safety campaign incorporated hundreds of
students, teachers aﬁd community members not only in Wichita, Kansas but also residents
residing in all parts of the United States. Media promotions such as radio commercials, television |
commercials, billboards, in-school presentations and much more have been utilized to promote
. being safe on the Internet. The Northwest DECA chapter transformed the campaign from being
solely informational to a genuine message sent to parents and adults about being safe online. The
WNW DECA chapter believes the WWW Campaign has achieved its objectives, due to the fact
that the message is extremely vital; it is essential that future chapters continue to reinforce our

inessage. Although the chapter believes this campaign has been successful, there is potential to
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improve techniques and introduce more media publicity. The following recommendétions have
been created by the WNW DECA chapter With‘hopes that they will be achiéved in the future to
assist further awareness in the community.

Recommendation 1: Reach out and contact schools througil Peer-to-Peer advising more

efficiently.

e Information is more valuable coming from individuals closer in age, pre-teens are the
most influenced by their peers and chapter members can be role models for these
students. |

* Students in middle school education are able to develop safety habits on the internet
during their early stages of using the internet.

Recommendation 2: Further promote internet safety on popular social networking websites.

* Remind users about the Wonder Who’s Watching campaign and to be aware on the
internet.

o Utrge membc;rs to be careful on what they say online and how it can impact them later on
down the road.

* Purchase advertising space on these websites promoting our Facebook page.

The public relations project has developed many connections throughout the community and
created numerous media oﬁtlets. A positive pdrtion that can be utilized by future campaigns
includes strong resources and an influential message that educates adults and children about
being safe online. It is the chapter’s hope that this campaign has impacted many individuals and
has the- ability to save the lives of individuals by teaching the message of being safe on the
Internet. With these recommendations, future campaigns can play a part on Intefnet Safety with

the Wonder Who’s Watching Campaign.
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VII. APPENDIX

nghschool Students Cyberbullymg Campaign - chh:ta KS.

3% HVWDECA <wdeca@gmail.com> o _ - : S © L Th, Sep 15, 2011 at 3:03 PM
To Avery. Mann@a\erymannprcom y Salot ’ o . : . - ) R v

-—uﬂ I R=Dly fo all | Ferward ] F’nnt] Dalete 1 “hc‘v '*ngmsl R

Avery,

We would like to take this opportunity to thank you and Mr. John Walsh for allowing us the tremendous experience of presenting our "Control, Alter. Delete.,”
cyberbullying campaign during our lunch at Cox Communications in Wichita, Kansas It s not every day that a group of high school students get an opportunity like
this and we are very grateful.

During our funch conversations, Mr. Walsh made the suggestion that we do our DECA Public Relations campaign this year on the National Center for Missing and
Exploited Children. We would fike to take on this opportunity to promote such & worthy organization. John also suggested that we could come to his studio in
Washington, DC to film and preduce professional quality television and radio commercials for the campaign. if this is still a possibility, we would like 1o take
advantage of this opportunity to promote the purpose of the National Center for Missing and Exploited Children. Having Mr. John Walsh as our spokesperson for
this campaign would give it 2 fremendous credibility thet would be hard to find elsewhere. We would be willing to raise funds, find sponsors, pay out-of-pocket, etc.
to fly to Washington, DC with our teacher, Mr. Jeff Darr to produce the commercials and learn more about the National Cenger.

If Mr. Walsh would still be willing to allow us this opporiunity, or even the opporiunity to communicate with us, we would be very grateful. You can email me, Alex
Wespi, back on this emall, nwdece@gmail com, or my teacher, Mr. Jeff Dar, at idarr@usd259.com.

With appreciation,

Alex Wespi
Taryn Thomas, Broe Cramer & Alex Wespi
Public Relations Project
Istplace in Kansas DECA 2011
Sth place in the World 2011
Wichita Northwest High School

ECA

Above: An email that was sent from our campaign to John Walsh’s manager, Avery Mann, thanking them both for
their kindness and willingness to meet with our team while they were in Wichita, KS. Below: An email from Laurie,
with NCMEC, informing us about NetSmartz being the appropriate organization to work with.

| Alex,

-Great ic hr=arthat you Have thosen to focds an lnternet safe*y‘ 1 mailed you some respurces earlier this week that do ;nclude online safety matenais from Netsrnar!z “The
,onlme safety educa’non program of NCHEC |sNetSmar‘z, soyou wit probally be re)ymrr on these resources most heavlly

Please Jat us know ifyou have any additional questions.

Kifid regards,

taurie -
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Northwest High School DECA
Contact: Alex Wespi
316.208.4060
nwdeca@gmail.com

Jan. 19,2012
FOR IMMEDIATE RELEASE

Wonder Who’s Watchirig You?

WICHITA, XS — An 18-year-old girl tweeted about Governor Sam Brownback in November during a high school
field trip. Little did she realize this tweet was seen by the Governor’s office staff, which raised controversy with her,
her school, and the Governor. This thoughtless tweet became viral, making international headlines.

Beginning in September 2011, three Northwest High DECA School students created an internet Safety campaign
after being contacted by and having lunch with American’s Most Wanted host, John Walsh, due to recent success
from last year’s Cyberbully Prevention Campaign.

The Wonder Who’s Watching Campaign has planned an elementary school presentation to educate children about
the dangers of posting information online. The elementary school presentation will be held at Kensler Elementary

. School located at 1030 Wilbur Lane, Wichita, KS 67212 on Wednesday, January 25 at 9:45 am. This presentation
will be held in the school gym.

What most people do not realize is that while they are posting information on the internet, future employers,
colleges, and scholarship programs have the ability to review the applicant’s entire online history.

The Wonder Who’s Watching Internet Safety Campaign has promoted through several activities, the importance of
being careful online and monitoring personal information posted online. This campaign stresses that phone numbers,
addresses and even pictures can be dangerous when used incorrectly on the internet. The WWW Campaign has
launched a billboard at Intrust Bank Arena, a billboard at Mel Hambelton Ford, spoken on both 100.5 the Wolf and
97.1 Bob FM, has both a radio and television commercial that is currently circulating Wichita and has been
promoted through several different other outlets. This campaign has had an estimated reach of over 7.2 million
people and with additional promotional activities will continually increase.

The tweet seen by Governor Sam Brownback’s office from Emma Sullivan is a crucial reminder to children that
once information is posted online, anyone in the world is capable of seeing it and it will never be permanently
erased. “What you put on the internet is there forever,” said Gabi Hardiman, a junior at Northwest.

“Children must be aware of what information they are putting online because you never know who is watching your
every move. Relinquished personal information can lead to severe consequences both mentally and physically” said
Broc Cramer, a Co-founder of the Wonder Who’s Watching campaign.

For more information, call 316.208.4060, or e-mail nwdeca@gmail.com
Hit

Above: This was the press release that was sent out to seven local news/radio stations regarding an upcoming
presentation that was held at Kensler Elementary School. One news crew covered the presentation because of this
: Press Release.
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PUBLIC RELATIONS PROJECT

Olentangy DECA Chapter
Olentangy High School
- 675 Lewis Center Road
Lewis Center, OH 43035

- Bri McCabe
Deborah Song
Sophie Tran

April 22, 2013



L EXECUTIVE SUMMARY

The Olentangy DECA chapter selected the issue of body image as the subject of the 2012-2013 Public
Relations Chapter Project due to several factors: personal experience with classmates suffering from
poor self-confidence, incidents of bullying having to do with body image at Olentangy High School, a
pop culture idolizing a certain body type, and national recognition of negative body image spreading
across the country, The chapter conducted interviews, surveys, and focus groups that confirmed the
severity of the issue in the Olentangy community. Thus, the “Beyond the Bod” campaign was created
to encourage students to appreciate themselves and each other for more than just their physical
appearance.
Campaign Objectives

% Educate the Olentangy community about the media’s influence on the body image of teens.

% Involve the entire student body in promoting a positive body image in others through Operation
Beautiful®.
Decrease bullying among students involving physical appearances.
Advocate for the students at OHS to have a positive body image for themselves.
Leave a lasting impression of positive body image on the school for years to come.

Target Audience

The primary tatget market of the “Beyond the Bod” campaign was Olentangy High School students
between the ages of 13 and 18. Students enrolled in Olentangy’s middle schools, ages 11-14, serve as the
secondary target market.

9, L/ *.
LS X 0‘0

Campaign Execution
The members of the Olentangy DECA Chapter decided to take on the challenge of promoting positive
body image throughout the school and community with a public relations campaign called, “Beyond the
Bod.” The slogan “Beyond the Bod” was chosen to encourage target markets to look beyond physical
features and extinguish the unrealistic standards set by the media for teenagers regarding body image.
After designing the logo and outlining the promotional events, campaign managers executed the
organized plans to successfully implement the positive body image campaign.

Beyond the Bod Week

Taking place November 27-30 2012, “Beyond the Bod Week” raised awareness and educated the
student body on the spreading issue of negative body image in the school and community.
Specialty Items

Campaign t-shirts were handed out during special events as prizes and personal copies of

Confidence Pledges served as reminders to promote positive body image.
Operation Beautiful©®

Teaming up with Caitlin Boyle and her nationally-known Operation Beautiful© program, “Beyond
the Bod” expanded positive body image with anonymous encouragement in the form of post-its, gaining
recognition from NBC4i Columbus.
Media

School and community print and broadcast media, social networking sites, outdoor media, banners,
and posters were utilized in the process of this campaign to further awareness, promote events, and

encourage positive body image.

Evaluation and Recommendations
By achieving the goals stated above, the “Beyond the Bod” campaign was deemed a success. 302 students -
pledged to be more confident in themselves and their abilities. Over 200 students participated in
Operation Beautiful. The campaign was able to reach the entire central Ohio community through
features on NBC4i Columbus and the Olentangy Valley News. This campaigh also received positive
feedback from the students, staff, and community members of Olentangy. Recommendations for future
campaigns are to focus on time-management, financing, flexibility, and to enjoy making a difference in
‘people’s lives.
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has even been the case in American history. During the Great honest flashiness of form."

Depression, being slightly plump was seen as being well-fed and wealthy. This trend is seen again in the
Baby Boom Era of the 1950’s in the U.S. when the importance of fertility was a main concern for America.

A more curvaceous frame became popular again, as child bearing became more popular.’ Since then, ideal

beauty has fluctuated between being rail thin and curvy.

Today in America, the media has adopted a negative “ideal” body iinage for men and women.*
Women are portrayed in magazines and on TV as having unobtainable, small waists and large busts. Men
are seen with bulging biceps and sculpted abs. The reality is that most magazines airbrush and Photoshop
pictures to hide blemishes and cover up flaws. Magazines, like Teen Vogue, have documented cases of
using teenage models that are altered with Photoshop and airbrushed, ot they are underweight and
unhealthy’. But to the teens that are exposed to these images, they see these models as one thing: a goal.

Due to the unachievable standards the media sets for Americans,

7
o

41 % of males ages 13-19 are dissatisfied with their bodies.*

* 54% of females ages 13-19 are dissatisfied with their bodies and want to lose weight.*

In a survey of adolescents in grades 7-12, 300 of females and 250 of males reported being teased
by peers about their weight. ~

<&
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2 httpy/ /wwwrthebeautybiz.com/ 78/ article/history/ beauty-through-ages-renaissance
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Men and women try to make their bodies mirror those they see in the media, which leads to low

self-esteem and confidence problems, and in severe cases, eating disorders such as Anorexia Nervosa and

‘Bulimia Nervosa. It can also lead to depression and anxiety disorders.’

This is a concern in the Olentangy community as teens say they feel the pressure of the media to
look a certain way. To research this issue further, the Olentangy DECA Chapter conducted a preliminary
survey, focus groups, and interviews. By educating teens about the corruptive manner in which the media
pottrays beauty, the Olentangy DECA Chapter aims to influence the students in the Olentangy
community to be at peace with their physical appearance and to accept themselves and others for who they
are by signing the Confidence Coalition Pledge® and participating in Operation Beautifule,

The objectives of the campaign are as follows:

% Educate the Olentangy community about the media’s influence on the body image of teens.

% Involve the entire student body in promoting a positive body image in others through Operation
Beautifule. '

% Decrease bullying among students involving physical appearances.

% Advocate for the students at OHS to have a positive body image for themselves.

% Leave a lasting impression of positive body image on the school for years to come.

To begin appealing to our primary target audience, students at Olentangy High School, a unique
and memorable slogan was devised, which will be displayed in all aspects of the campaign. This slogan,
“Beyond the Bod,” is verbal as well as visual. As the first belt is cinched but the second is not, this portrays

the focus of the campaign: looking beyond the physical appearance, -

Logo used throughout the campaign.

S http://ap.psychiatryonline.org/article.aspxParticleid=50181




B. Rationale for selecting the issue

STUDENT SURVEY

The Olentangy DECA chapter first conducted a preliminary survey to ensure that a problem existed
in regards to negative body image at Olentangy High School, Notable findings from z11 student surveys
include:

74% of males at OHS are currently unhappy with their weight.

70% of females at OHS want to lose weight.

539% of students at OHS have suffered or know someone who’s suffered from an eating disorder.

60% of students at OHS admitted to judging people based on their appearance.
74% of students at OHS say they have felt judged based on their appearance.

VVVYVYY

From our findings, we concluded that a majority students at Olentangy High School are not
satisfied with their physical appearance. Results also show that a large percentage of students also feel

pressured to look a certain way.

FOCUS GROUPS

To further investigate the issues, 20 focus groups were held with Olentangy High School students.

These focus groups were separated by gender and were asked questions that required more in-depth

responses.

QUESTION 1: What do you notice first about the opposite sex?
Male Response: A surprising amount of males ~ Female Response: Some females said they notice a
said that when seeing a female for the first time, male’s face or sometimes “his height” first.
they notice her face first, more specifically her Although, a large number mentioned “muscles”
“eyes and teeth.,” The majority, however, said or build when looking at a male.

they look at a female’s curves.

QUESTION 2: What part of your body are you most insecure about?

Male Response: Female Response:

“My arms.” Senior Male “My boobs.” Senior Female.

“Muscles.” Freshman Male “My stomach.” Senior Female.
"}“My height.” Junior Male ' “Thighs, for sure.” Junior Female

“My abs.” Senior Male “Stomach.” Sophomore Female.




QUESTION 3: Where do your insecurities stem from?

Male Response: “I guess it’s from seeing all the

thletes on TV. They all look so ripped and I just
don’t look like that.” Senior Male

“I guess people like Ryan Gosling... all the girls
love him because he has ‘the best body’, No one

talks about me like that.” Junior Male

Female Response: “The Victoria’s Secret Fashion

show. I always want to go work out and eat celery
after watching it.” Senior Female

“Guys see those girls on TV and expect us to look
like that. And when we don’t, they judge us.”

Junior Female

QUESTION 4: Have you ever changed your appearance based on someone in the media? If so, elaborate.

Male Response: Many
students answered “yes,”
to this question. For

example, multiple male

HEW AHGLES.
ONPECGROWTH

groups idolized

professional athletes, such

Adrian Peterson, running
‘back for the Minnesota

e as “Adrian Peterson” or
Vikings

“Ryan Lochte” because they have “huge muscles.”

Image from muscleprodigy.com

Female Response: Every
focus group mentioned the
Victoria’s Secret Fashion
Show and how it reminds
them of “what we should be

aiming for.” One female

Miranda Kerr in the 2012
Victaria’s Secret fashion

student said she changed her
show

hair and makeup to resemble Taylor Swift

because “she is flawless.” Image from nydailynews.com

Students believe that negative body image at OHS is a problem and that people set “ridiculous
goals” for themselves in regards to how they want to look. The focus group results provided more insight
on negative body image being a rising problem at Olentangy High School with both females and males. We
discovered that the pressure to look a certain way comes mainly from personal insecurities caused by media
standards, instead of pressure from the opposite sex. However, the pressure that does come from the
opposite sex stems from the same offender: the media. The media causes people to not otily set unrealistic

"~ expectations for themselves, but for members of the opposite gender as well.




INTERVIEWS

Finally, to gain professional opinions and knowledge of the topic, interviews were held with

7Olentangy High School psychologist, Kara Corpman and Dean of Students, Brad Henry.

With Mrs. Corpman, we discussed how negative body image affects self-esteem and how they tie
into eating disorders and depression. She told us that self-esteem is “directly related to negative body
image.” If teenagers “continuously set the high standards they see in the media for themselves, and they
aren’t meeting them over and over again, that’s when they start feeling bad about themselves.” We
discovered that personal insecurities linked with body ima ge start with the media, “especially at a young
age.” Eventually, this low self-esteem can lead to “some of the most common disorders in America.” With
§3% of our students linked to eating disorders, we concluded that this is a relevant problem at OHS,

To gain knowledge on how negative body image affects the interactions between peers, we talked
with our Dean of Students, Mr. Henry. He has seen cases at Olentangy whete “students bully other

students based on their appearance.” He believes that negative body image among teens is “a growing

Eproblem” and that the media is to blame. He talked specifically about one instance he experienced where a
girl at OHS was “being made fun of by her peers for her weight.”

After both primaty and secondary research was conducted, a problem with negative body image has
been brought to the attention of the Olentangy DECA Chaptér. The chapter seeks to help solve this
problem with a proactive public relations campaign.

C. Description of the target population

PRIMARY TARGET MARKET

The Olentangy Local School District is one of the fastest growing school districts in America.’
There are currently three high schools, five middle schools, and 15 elementary schools within the district.
Delaware County is not only the fastest growing county in Ohio, but one of the fastest growing in the

_ mation,” Olentangy High School is located in the city of Lewis Center, in southern Delaware County, and

6 httpy/ fwerw olentangy.kaz.oh.us/ohs/files/2012/ 03/ ClentangyProfilezorzvz.pdf
7 http://www,.co,delaware.oh.us/




A,

resides approximately 20 miles north of Columbus, Ohio, the state capital. There are 1,379 students enrolled
at Olentangy High School between the ages of 13 and 19. By targeting this age group, the “Beyond the Bod”
ampaign will attempt to stop body image issues when they are at their peak. According to school
psychologist Kara Corpman, high school students are at the age in which they are the most susceptible to
negative body image. The students of Olentangy High school serve as our primary target audience because
they allow us to focus on the people specifically pertaining to our data and the age level where these issues
are most prevalent.
SECONDARY TARGET MARKET

Our secondary target market consists of the students in the five middles schools of Olentangy Local
School District: Olentangy Berkshire, Olentangy Hyatts, Olentangy Liberty, Olentangy Orange and
Olentangy Shanahan. A strong focus will be put on Olentangy Shanahan Middle School, as it is the only
middle school in which all students will feed directly into Olentangy High School. The “Beyond the Bod”

Campaign will indirectly target the middle schools by doing a trial at the high school. If it is successful,

- recommendations will be developed to be implemented at earlier grade levels in order to prevent negative

body image issues as they arise.
ITI, LOCAL MEDIA AND OTHER PROMOTIONAL POSSIBILITIES
A. Local print and broadcast media available
A variety of media options are available in Delaware County. Selections were made based on the
accessibility of these resources and the market that they reach. The chapter made decisions with a limited
budget in an effort to maximize exposure to target markets.

School Print Media

The Beacon: Olentangy High School’s news publication that is sold monthly to students and
staff for one dollar. '

The Golden Arrow Yearbook: Olentangy High School’s award-winning yearbook.
Community Print Media

The Delawate Gazette: Newspaper of Delaware County that is printed and issued on
weekday afternoons and Saturday mornings

ThisWeek Newspaper: Weekly newspaper that focuses on events in the Olentangy School
District as well as the surrounding community.
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¢ The Columbus Dispatch: A daily newspaper that contains community news, sports, health,
and political issues.

School Broadcast Media

e Tangy Today: Morning news show that aits every morning during second period and

informs students and staff about current school announcements.

Community Broadcast Media

¢ 97.9 WNCI Radio Station: A well-known radio station in Columbus, OH that primarily
plays Top 40/Contemporary Hit Radio music.
¢ ABC6 News Station: Informs people about current local and state issues.
e NBCy4i News Station: An informative news station that holds the highest ratings for their
morning, evening, and Sunday programs.
Internet Media

e Facebook: A worldwide social networking website used by individuals to create groups and
share pictures, videos, ideas, and current events.

o Twitter: A top social network used to share thoughts and pictures through “tweets.”
Individuals can tag people or groups in posts and “retweet” things they enjoy.

¢ Instagram: An online photo-sharing network where one can edit pictures with various filters
and post them for others to see.

¢ Youtube: A worldwide website used to share and watch videos with opportunity to comment
on those videos being available.

¢ Olentangy High School home page: Updated with information concerning the high school for
parents and students to see.

Qutdoor Advertising

e High School Marquee; A communiqué located at the main road of the high school. The board
posts current events and announcements and is subject to a high trafficking area.

o High School Rock: A large boulder in front of the school that students are free to paint. Used
to promote clubs, sports, events, and other school related activities. It is seen by a large

portion of the student body every day.

B. Other possible promotional activity(ies)

Speécial Events

Special events are used to raise awareness in larger groups. If executed correctly, they can involve
the entire student body and leave an impact that extends beyond the school and into the community. These
include school assemblies, spirit weeks, competitions, raffles and events held during lunch periods at

school.




Business Sponsorship

Sponsorship by a business is a way to gain further resources and materials in order to raise

of the campaign outside of school.

Fl_ve_rs, Signs, Banners

These are inexpensive methods of advertising that can be strategically placed to target large

audiences. They are used to inform and raise awareness of the campaign’s message and its future events.

Specialty Items

Giveaways are items that raise awareness, create support, and provide a link between the campaign

and miembers of the target market. These may include ribbons, tee-shirts, cookies, candy, bracelets, etc.

wareness. This is also an effective way to collaborate throughout the community and spread the message

C. Media mix and rationale for media and other promotional activity(jes).

Print Media

School Media

The Beacon
The Golden Arrow Yearbook
Community Media

This Week Newspapers

Broadcast Media

Tangy Today
Community Media

NBC4i News Station

Internet Media

Facebook
Twitter

Outdoor Media
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High School Rock




Beyond the Bod Week
Tuesday-Life Size Barbie® exposed

Wednesday- Caricatures drawn by art students
Thursday& Friday—- Sumo Wrestling
Operation Beautiful

Special Events

Twitter Competition
Wigwam Post-its
Challenge Day®

Pledge banner hangs in the school

Banners and Posters i , )
Promotional bannets for the campaign

Posters promoting Operation Beautiful®

Special ty Tterns Hershey’s Kisses© given to those who pledged

Campaign t-shirts given to DECA members

* ¢ S| 5 G| O ¢ & & ¢ & &

Personal copies of the Confidence Pledge

AR,

When selecting media and promotional activities, the goal was to inform the student body,
promote a positive body image, and leave a lasting effect, In order to achieve this goal, the media choices
had to suit the primary tatget market.

With high school students Eeing the primary target, the focus was on OHS media options,
which were the most available and inexpensive promotional opportunities. Banners and posters with body
image statistics were hung throughout the school, promoting “Beyond the Bod Week”. An atticle in The
Beacon featured the purpose and plans of the campaign. Tangy Today broadcasts were used to inform the
student body about “Beyond the Bod Week” and Operation Beautifule. Outdoor advertising, such as the
school rock, were employed to promote the campaign and events. “Beyond the Bod Week” was also
featured in This Week Newspapet. Operation Beautiful gained recognition through NBC4i. With all these
media choices, we sought to connect students to the campaign and inform them about having a positive

body image.
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IV. CAMPAIGN ORGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement and job description

To accomplish such an immense project, teamwork was needed. The campaign was divided into three areas
to distribute responsibilities evenly. The three areas chosen were campaign design, high school events and media, and
community events and media.

Assigning managets who possessed special qualities would aid in procutring success. Each campaign manager
was responsible for selecting appropriate contacts and overseeing the activities for their respective areas.
The DECA Chapter at Olentangy High school and members from the community were successfully

involved in promoting and creating the campaign.

< “Beyond the Bod” Cémpaign)
“ ' N

High School Media and
Events Manager
Bri McCabe

” Campaign Design

Managet
Deborah Song

Community Media and
Events Manager
Sophie Tran

High School Contacts
Teresa Shawberry
Sarah Zwick

Print Media Contacts
Jessica Roads

Hannah Laubenthal
Metcy Loyo

Print Media Contacts
Brett Knuckles
Jeung Song

Community Contacts
Joe Smith

Steve Davis

Broadcast Media Contacts
Cabot Rea
Ellie Merritt

Broadcast Media Contacts
Bri Molitor
Trent Boucher

Outdoor Media Contacts .
Emily Watson Special Events Contacts

Jasotr Schmidt
Caitlin Boyle

Courtnhey Row -

Special Events Contacts
Eric Wells
Tom McDonnell

11
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Campaign Design Manager: Creator of all things visual in the campaign including t-shirts, banners,
posters, and flyers. The manager designed the “Beyond the Bod” loga and was responsible for executing all
design plans throughout the campaign.

High School Contacts: Contacts provided materials and time to aid the campaign design manager with
designing.

Community Contacts: Contacts were responsible for executing the campaign design manager’s plans,
specifically with the t-shirts and the posters.

High School Media and Events Manager: This position required advertising strategies that would
specifically target high school students. She was responsible for planning events for the high school,
communicating with scl';ool related media outlets, and creating a marketing plan that v}ould appeal directly
to students while achieving the goals of the campaign.

High School Print Media C.ontacfs: Contacts were responsible for interviewing appropriate sources,

writing newsworthy material about the campaign, and distributing all print media throughout the school.

“ These individuals represented the school’s newspaper, The Beacon, and kept constant contact with the
High School Media and Events Managet to confirm facts and quotes.

High School Broadcast Media Contacts: Contacts were responsible for creating videos that informed the
student body about the campaign and advertised events and promotions being held at the hiéh school.
These contacts were affiliated with the school’s broadcast program, Tangy Today.

Outdoor Media Contacts: This contact was responsible for all outdoor media promotions, such as the rock,
which she accomplished by being a part of Student Council.

High School Special Events Contacts: Contacts were high school officials who administered approval for
all events and promotions in the campaign and were responsible for providing materials and resources.
Community Media and Events Manager: She was responsible for keeping in contact with all community

connections and organizing events, promotions, and media advertising for the “Beyond the Bod” campaign.

. -“"‘Comrnunity Print Media Contacts: This contact was responsible for all printed media in the community

and keeping the Community Media and Events Manager updated.
12




Community Broadcast Contacts: Contacts were responsible for scheduling time to film with the

Community Media and Events Manager and promoting the message of the campaign to the community.

pecial Events Contacts: These contacts sponsored the campaign and donated resources for events and

promotions within the school and the community.

B. Description of the campaign and documentation

To create a successful campaign, organization, distribution of responsibilities, and strategic planning
were employed. A calendar of events, meetings, and participation from all members of our DECA Chapter
were necessary to accomplish this goal. The following mass media and special events were used to aid the

“Beyond the Bod” campaign progression:

Meetings with School Officials

Dean of Students, Brad Henry- Focus points (INovember 6, 2013)

¢ Approval of initial survey for the student body
¢ Approval of the “Beyond the Bod” Campaign

\ Principal, Tom McDonnell- Focus Points (November 15, 2013)

¢ Approval for sumo wrestling in the cafeteria
¢ Dates of “Beyond the Bod Week”: November 27-30, 2013
¢ Approval for Operation Beautiful and dates: February 4+8, 2013

Principal, Tom McDonnell- Focus Points (February 4, 2013)

¢ . Approval for NBCai to film at OHS on February 8, 2013
+ Approval for the follow up survey with the student body

Research Methods

STUDENT SURVEYS

Objectives:
¢ Determine if negative body image is a serious problem affecting Olentangy High School.
¢ Acquire relevant statistics regarding the number of students who are affected.

Approximately 300 students at OHS were surveyed for initial data. The results of the surveys were

helpful in raising awareness within the school.

FOCUS GROUPS
s ._Obiectives:

¢ Understand student opinions on the effects of negative body image.
¢ Discover how females and males perceive each other physically.
¢ Determine the source of negative body image in teens.

13




Twenty focus groups consisting of 5-6 students were conducted to gain each gender’s perspective on

the problems teenagers face with body image. The focus groups were helpful in gaining personal

experiences and planning how “Beyond the Bod” would target students during the campaign.

INTERVIEWS

Objectives:

¢ Gain a professional opinion on how negative body image develops and leads to low self-esteem.
¢ Gain a professional opinion on how negative body image relates to bullying among peers.

Interviews were held with Dean of Students, Brad Henry, and school psychologist, Kara Corpman,
to gain expert experience and knowledge pertaining to negative body image. We talked to Mrs. Corpman
about how negative body image and pressure from the media leads to self esteem. The interview with Mr.
Henry focused on negative body image and its correlation to peer pressure and bullying. Both interviews

were extremely helpful in understanding how negative body image issues affect students.

Campaign T-Shirts

T- Shirts were donated by Worthington Industries® to the Senior class
of the Olentangy DECA Chapter, featuring the new “Beyond the Bod” logo.
The purpose of the t-shirts was to associate the campaign with a visual that

students could recognize. DECA members wore their shirts during events and

“Beyond the Bod” t-shirt.

promotions for the campaign. T-shirts were also given as prizes during “Beyond

the Bod Week” from November 27-30, 2012.

Wearing a “Beyond the Bod” shirt during a special events.

Senior DECA class wearing their “Beyond the Bod” shirts.
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Posters

In order to spread awareness throughout the school, 20 posters that
displayed statistics about negative body image were hung. Some of the statistics
involved the nation while the majority pertained to the data acquired from the

OHS Student Survey. Ten of the posters were placed around the first floor of

the school in high traffic areas, such as bulletin boards and water fountains. The
A poster displaying an
other ten were placed in a similar fashion on the second floor. OHS statistic.

Qutdoor Media

THE ROCK

Painting the rock that resides in front of OHS is a tradition
that began with the school. It is painted for various reasons,
including announcing upcoming events, promoting sports teams, and

showing school spirit. The rock is placed in front of the junior

parking lot and is seen by a large majority of students and staff who The painted rock in front of the school.

pass by it going to and from school each day. By using this opportunity Ewe were able to connect with a
large audience in spreading the word about “Beyond the Bod.” The side of the rock facing the road featured
the message “Confidence is beauty.” This method of outdoor media is the most effective because it is
placed in a high traffic area of the school campus, unlike the marquee which is situated at an entrance that

only a fraction of the population of student drivers use.
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Beyond the Bod Week

One of the special events decided on for the

campaign was “Beyond the Bod Week.” The week
consisted of various confidence building activities \
that promoted positive body image. The goal was to

spread confidence and inform the student body of

Banner announcing the events of “Beyond the Bod Week”

“Beyond the Bod.” This event took place during
November 27-30 in the commons of the OHS.

TUESDAY
The first day of “Beyond the Bod Week”, Get Real Day, was devoted to

exposing the media. A proportionally accurate, life-size Barbie® and
corresponding facts were displayed during lunch periods in the commons of

. OHS. The goal was to reveal how grotesque and unobtainable Barbie’s® body

really is. Also displayed during lunch, was a slideshow of the process a picture | Life-Size Barbie in the
cafeteria

undergoes in Photoshop to be magazine-ready.

WEDNESDAY

During the second day of “Beyond the Bod Week”, students from the OHS
art program drew caricatures during lunch periods. The drawings were hung

up on the walls of the commons during the rest of the week., The caricatures '

were a way to accentuate the students’ best features such as eyes or smile. The " '
Caricatures drawn by OHS

art students,

caricatures used to involve more of the student body and provide a confidence

boost for the students at OHS.
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THURSDAY & FRIDAY

On Thursday and Friday of “Beyond the Bod Week”, students were invited to participate in sumo
wrestling. Students signed up with a friend and were given one minute to “duke it out.” The start and end
of each one minute time sl;t was signaled by a gong, which was borrowed from the OHS Band. The idea
behind the sumo wrestling was to involve a large portion of the student body in a positive, confidence

building activity. The sumo suits let students feel silly and have fun in a safe way.

The sumo wrestling iri the commons Getting sulted up for sumo wrestling. The gong that signaled the end of a

during “Beyond the Bod Week.” round.

THE PLEDGE BANNER

During “Beyond the Bod Week,” a pledge banner was displayed
iri the cafeteria. Through collaboration with the Confidence
Coalition®, “Beyond the Bod” received a custom pledge tailored
to the goals of the campaign. Students were encouraged to sign

their names, pledging to “be more confident with myself and my
abilities.” Students who sigtied received a Hershey’s Kiss®, Each The pledge banner for “Beyond the B:Od Week”

day of the week a random signature was chosen and that person received a free “Beyond the Bod” t-shirt.

Operation Beautiful©

Operation Beautiful® is a nationwide campaign created by Caitlin Boyle. It started as a motivational
blog for women in Florida and has now impacted the nation. The goal of Operation Beautiful® and

operationbeautiful.com is to “transform the way you see yourself, one Post-It Note at a time,” We thought

a great way to get the student body involved in “Beyond the Bod” was to bring Operation Beautifule to

-

Olentangy High School.

17




THE CONTEST

The first Operation Beautiful® activity was a contest. Students would

put positive notes in public for strangers to find, and then post a picture
of each note they created to the OHSBeyond TheBod Twitter feed or
Facebook page. Caitlin Boyle “retweeted” two of the posts, exposing
“Beyond the Bod” to her 6,687 followers. At the end of the competition,

for every post they made, students were placed into a raffle drawing,

The winner received three donated gift cards from various local )
One of the notes posted in the

community,

establishments, such as Chipotle and Steak and Shake. The purpose of

this contest was to motivate students to make a change in the community.

THE WIGWAM WALL

Another piece of Operation Beautifule at OHS took place in the school store, the Wigwam. Students were

™ encouraged to fill up the Wigwam with positive notes during their lunch periods. This event was meant to

inspire confidence and positive body image within the school. Eventually, it became so popular that notes

were showing up all over the school and 1ot just the Wigwam.

Cabot Rea’s note on the wall in Orie of the notes posted ih the Wall of notes from students in
the Wigwam, school, the Wigwam.
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THE OP_ERA’I!‘ION BEAUTIFUL BOOK

To supplement the contest and the notes in the Wigwam, Caitlin Doyle sent
the Olentangy DECA Chapter an autographed copy of her book, Operation

Beautiful: Transforming the way you see yourself one Post-It Note at a time,

To leave a lasting impression for generations to come we donated the book to A ——
The baok on display in the GHS
library.

the Olentangy High School Library. During the week of Operation Beautiful,

‘it was in display on the counter in the library.

Challenge Daye

Challenge Day® is a program made famous by MTYV that strives to
eliminate stereotypes and unite students in schools actoss America. Students
participate in team building activities and listen to each others’ testimonies about

problems in their lives. The mission of this program is “to provide youth and their

communities with experiential programs that demonstrate the possibility of love

Challenge Day® logo.

and connection through the celebration of diversity, truth, and full expression.”® On February 20, 2013, Challenge

Day® took place at OHS in the auxiliary gym, including 100 students and 25 staff members. One of the main focuses
of the day was overcoming differences and accepting each other, ultimately addressing the bullying concern in this

country and at OHS. Afterwards, students said they felt “changed” and “moved.”

Broadcast Media

COMMUNITY

NBCui is a branch of NBC that broadcasts to Cohimbus, Ohio and the

surrounding suburbs. In order to reach a large audience in the community,

this news station was contacted. Anchor Cabot Rea agreed to do a story on

“Beyond the Bod” and meet with our DECA Chaptet at OHS at the end of

the Operation Beautiful event. On February gth 2013 he and his crew came

e

\ “Beyond the Bod” featured on -
NBC4i news station’s website.

8 httpy//www.challengeday.org/mission-vision.php
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and filmed the Wigwam wall of notes, the Operation Beautiful book in

the library, the “Beyond the Bod” posﬁers, the painted rock in front of

the school, and the pledge banner. He also interviewed members of the

chapter and our marketing advisor, Eric Wells. The “Beyond the Bod”

“Beyond the Bod” featured on NBC4i
story was featured in NBCai’s Battle Against Bullying segment on news station.

Thursday, February 21™ at 5:30 p.m.

SCHOOL

Tangy Today is Olentangy High School’s broadcast news show that airs every morning at approximately
810 a.m. It is created by students in the Advanced Broadcast course and is seen by the entire student body
and the staff of OHS. To inform the students at OHS about upcoming “Beyond the Bod” events and

promotions, commercials were made by Advanced Broadcast students.

Print Media

COMMUNITY

ThisWeek Newspaper is a local newspaper with a circulation
consisting of “25 communities in and around Columbus, Ohio.”® To
reach the community and inform them on the issue of negative body

image being a prevalent issue facing teens, it was decided to contact

“Beyond the Bod” featured in ThisWeek

this newspaper. Journalist Brett Knuckles wrote a story about

Newspaper.

“Beyond the Bod Week” called “Students: School’s halls shouldn’t be catwalks” that was featured in the
December 8% ; 2013 issue of ThisWeek Newspaper.

SCHOOL

The Beacon is Olentangy High School’s school magazine/newspaper. It

comes out once a month and is sold for a dollar. All aspects of The

Beacon are designed, written, and financed by the Advanced Journalism

Py

“Beyond the Bod” sidebar
? http://www.thisweeknews.com/content/sections/services/aboutus,html article in the February Beacon.
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course at OHS;, To inform the students at OHS about “Beyond the Bod” and ,f‘ T b ]

DECA seniors wage Wor dgging - 4|
negatve bodyirnage

e

i

the problems affecting theit own school, an article was written by staff writer
*Mercy Loyo. The “DECA seniots wage war against negative body image”

article appeared in the November 2012 issue of The Beacon. “Beyond the Bod”

was also featured in The Beacon’s February 2013 cover story, “Sexting: the dirty

truth,” as a sidebar source. Another form of school print media used was The “Beyond the Bod” article in the
November Beacon,

Golden Arrow Yearbook. Beyond the Bod gained recognition throughout the
school and earned a page in the Olentangy’s yearbook, which will be designed by Hannah Laubenthal,
member of the yearbook staff. The 2012-2013 edition of The Golden Arrow Yearbook will be published in
the fall of 2013. This will allow “Beyond the Bod” to affect students even after they graduate and for many
years to come.

C. Estimated impact on the target population

By using the media selections and corresponding promotional events mentioned above, “Beyond

‘the Bod” received much positive feedback. Both students and staff commented on the great effects the

campaign was having on the school. During the Operational Beautiful© contest on Twitter, one student
tweeted, “Attention all OHS students: this [Beyond the Bod] actually makes me feel better!” With so
many students currently affected by negative body image and low self'estee;tl, “Beyond the Bod”
successfully raised awareness on the issues at hand and created ways for students to overcome them. A
follow up survey was distributed to students to gatige their reaction to “Beyond the Bod.” Notable survey
results include.

¢ 97 % of students have heard of the “Beyond the Bod” Campaign.
¢ 32/3 of the student body agreed that “Beyond the Bod” left a positive impact on the
students at OHS

The goal is to eventually eliminate bullying involving physical appearance entirely and ensure
that in the future students are satisfied with their bodies and embrace and celebrate the physical differences
of others. With the success at Olentangy High School, implementing the program at the middle school

level in years to come should also receive a positive response and prove to be successful.
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V, EVALUATION AND RECOMMENDATIONS

A. Evaluation of the process

In order to evaluate the success of the “Beyond the Bod” campaign and put forward

recommendations for future campaigns, a careful reassessment of the campaien’s primary goals was
gns, gn s p V8

necessary.

2.

Educate the Olentangy community about the media’s influence on the body image of teens.
¢ Special events, advertising, and the media mix were all chosen based upon the target
audiences. .
¢ Statistics were provided for the target audience through posters and school broadcasting to
ensure that they were aware of the issue. '
¢ Revealed the shocking effects of Photoshop in the media through school broadcasting.
¢ Appeared on community media, NBC4i, for their Battle Against Bullying segment and in
This Week Newspaper to display that negative body image is a problem that can be found
beyond the walls of OHS.
Involve the entire student body in promoting a positive body image in others through
Operation Beautifule,
¢ Operation Beautiful was conducted throughout the school and community to promote
encouragement and positive body image in others,
¢ A Twitter account was created that often tweeted positive quotes to boost self-confidence.
Decrease bullying among students involving physical appearances.
¢ “Beyond the Bod” was featured on NBCyi's Battle Against Bullying segment.
4 OHS hosted Challenge Day in which the goal was to overcome differences and bullying.
Advocate for the students at OHS to have a positive body image for themselves.
¢ A Confidence Pledge was available for all students to sign pledging to “be more confident
in themselves and their abilities.” :
¢+ Students were given their own personal paper copy of the large pledge banner they
signed.
¢ During “Beyond the Bod Week” various confidence building activities were presented.
Leave a lasting impression of positive body image on the school for years to come.
¢ Caitlin Boyle’s book is now a part of the OHS library and is available to be checked out
by students.
4+ “Beyond the Bod” will be featured in the 2012-2013 Golden Arrow Yearbook.
¢ Notable findings from the student follow up surveys include:
0 97 % of students have heard of the “Beyond the Bod” Campaign.
0 2/3 of the student body agreed that “Beyond the Bod” left a positive impact on the
students at OHS
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MEASURING SUCCESS

® 302 signatures on the Confidence Pledge banner.

e Opver 200 positive notes posted in the Wigwam.,

¢ Reached the central Ohio community through the Anti-Bullying Segment on NBC4i Columbus.
o Influenced the Olentangy Community through the article in ThisWeek Newspaper.

e Two weeks of promotional Beyond the Bod events at Olentangy High School.

e 2/3of students at Olentangy High School were pdsitively affected by the campaign.

¢ Operation Beautiful book remains in the OHS library for the future of Beyond the Bod.

B. Recommendations for future campaigns
The “Beyond the Bod” campaign was successful in educating the students at OHS and the
community about the media’s negative influence on teens. The campaign was also successful in inspiring a
positive body image. Due to the campaign’s achievement at the high school level, we recommend for it to
be further implemented at the middle school level. Activities and promotional messages should be altered
to prevent, rather than remedy, negative body image.

Management of a strenuous workload was necessary from all group members in order to

7 complete a Public Relations project of this extent. The following are a few suggestions for future

campaigns:

% Formulate a calendar at the beginning of the campaign with specific dates, assigning deadlines
for group members to follow.

% Leave a considerable amount of time in between events in case unexpected complications occur,

% Obtain as many sponsors as possible early in the campaign to avoid budget concerns.

% Take advantage of all available resources.

RS

% Be flexible when approached with any obstacles.
The most valuable advice in executing a successful campaign would be to try and accomplish every
¢

goal with the best effort possible. Be constantly reminded of the differences being made in the lives of

others. Even if just one person has taken something away from the campaign, it has been successful.
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VII. APPENDIX

EYON

Purpose Statement: This survey Is being conducted to gather data for a campaign promoting positive body
image at Olentangy High School, Please answer honestly and seriously. All answers will remain anonymous
and confidential,

Beyond the Bod Survay
Gender: M £ Grade!
CIRCLE ONE:

1. Areyou satisfied with your body?
YES NO

2. Have you ever wanted to look like someone in the media (ex: TV, magazines, etc.)?
YES NC

3. Have you ever changed your physical appearance because of someaone in the media?
YES NO

4. How happy are you with your body, 1 being the least and 5 being the most?

1 2 3 4 ’ 5

5, Ifyou had to pick one part of your hody that you are most unhappy with, what would it be?

6. What do you notice first when you see the opposite gender?

7. Inthe past year, what have you changed to improve your appearance? {circle all that appiy}.
Diet Exercise Hairstyle Makeup Tanning Nothing Other

8.  Finishthis sentence: | would like to... (Circle one}

Lose 1-5 Ibs Gain 1-5 Ibs Stay the same
Lose 6-10 Ibs Gain 6-10 Ibs
Lose more than 10 s 1 Galn more than 10 Ibs

9, Have you or anyone you know ever suffered from an eating disorder?

YES NO
10. Have you ever judged someone based only on what they look like?
YES NO

11. Have you ever felt judged based only oh what you look like?
YES NO

Thank you for cornpleting this survey.
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BOYS

FOCIJS GROUP QUESTIONS

What do you rotice first about the opposite sex?

Which part of your body are you most insecure about?

Where do these insecurities stem from?

Do you usually wear makeup to school?

Would you feel comfortable coming to school without makeup?
Have you ever been on a diet? And if so, describe it.

Have you or anyone you know ever had an eating disorder?

Have you ever changed your physical appearance because of someone in the media (TV, Magazine, etc.)? If so, elaborate.
Do you ever judge bays based on their body?

Do you ever feel judged about the way you look? Elaborate.

What is the most important physical feature you lock for in 3 guy?

Is It true, that the more muscular the guy, the better? Why or why not?

What do you notice first about the opposite sax?

Which part of your body are you most insecure about?

Where do these insecurities stem from?

Have you ever been on a diet? And if 5o, describe it.

Haveé you or anyone-you know éver had an eating disorder?

Have you ever changed your physical appearahice because of someone in the media {TV, Magazine, etc.)? if so, elaborate.
Da you ever feel judged about, the way you look? Elaborate.

Do you ever judge girls based on their body?

What is the most important physical feature you look for in a girl?

Is it true, that the thinner the girl, the batter? Why or why not?
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INTERVIEW QUESTIONS

. Interview Questions for Psychologist

° How does the media influence what teens think about their own body image? The bady image of others?

. How does poor body image affect self-esteem?

. Does the pressure from the media to look a certain way have any connection 1o eating disorders or depression?
interview Questions for Mr. Henry

° Have you seen any cases of bullying haviog to do with body image? Elaborate.

«. Do you think this has been an {ssue that has grown worse? Why or why not?

) Does this issue typically occur between people of the same gender or opposite genders?

«  What do you think is the biggest influence on students in regards to body image and self esteem?
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Purpose Statement: This survey is being conducted in order
to draw conclusions about the Beyond the Bod campaign.
Please answer honestly and seriously. All answers will remain
anonymous and confidential.

Gender: M F Grade:
CIRCLE ONE:
1. Have you heard of “Beyond the Bod"?
YES NO
2. Has "Beyond the Bod” affected you in any way?
YES NO
3, Do you believe that “Beyond the Bod” left g positive impact on the students at OHS?

YES NO
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Description:
Tn a letter from the assistant secretary reptesenting the United States Board of Education, it
stated, “Bullying fosters a climate of fear and disrespect that can seriously impair the physical
and psychological health of its victims and create conditions that negatively affect jearning,
thereby undermining the ability of students to achieve their full potential.” This and many other

aspects prompted the counselors at Herriman High Schoo] to send out ‘

a survey to gauge how welcome students felt at our school. What they
discovered was that 20% of the students surveyed were bullied every
single day. After they received these results, the counseling center
approached the Herriman DECA Chapter and asked us to create a
student driven anti-bullying campaign.

We recognized the opportunity we had to impact the lives of
students at Herriman. While brainstorming for ideas we decided
against a traditional anti-bulling campaign and created a different angle. We wanted to inspire
students to be the difference for good in others life. Qur entire theme was focused on taking
action. We wanted students to embrace our theme by saying, “Y Am the Difference”, helping
students to realize that they can change the culture at our school with the simplest of actions.

When we began creating our campaign we had three major objectives.
Campaign Objectives:
: e Raise awareness about the issue of bullying within our school.
» Encourage friendship and unity among the students.
o Empower students to stop bullying.
Campaign Implementation: i

We created a variety of posters We utilized Facebook and Twitter to
that were hung throughout the school. communicate with the students.

We organize ifferent activities We worked with various news outlets to
to promote friendship during lunch. promote our campaign in the community.

rh

We gathered 160 students to present We attempted to break a Guinness
our campaign to the student body. World record to unite our school.

Evaluation and Recommendation:

Through the I Am the Difference campaign we were able to reach approximately 99% of our
target market. The school became united around our theme of being able to change people’s
lives, and began reaching out to others. We recommend that future campaigns avoid a tradifional
anti-bullying campaign. These bullying campaigns single out students who bully others, often
resulting in them being bullied. Our DECA chapter felt a lot of the success of our campaign was
because we took a different approach on a message that is always taught to students, By focusing
on the change each student can create we spread a positive message throughout the school.




Over the course of one year, more than 13 million American children will be bullied .

through various means, making bullying the most common form of violence that children are
exposed to in the United States (Sears). Bullying has become an increased problem in our
country's schools. The severity of these attacks has pushed more children to attempt to take their
owﬁ lives rather than face the cruelty of their peets. Bully victims are between two to nine times
more likely to consider suicide than non-victims, according to studies by Yale University]. Day
after day there are heartbreaking stories about how some youth are bullied constantly and decide
to end their lives because of the unnecessary hatred. We did not want this to be the culture at
Herriman High School.

Tnstead of creating a conventional anti-bullying campaign, the Herriman DECA Chapter
created a paradigm shift. We wanted to take the focus off of stop]::)ing the bully, and encourage
our classmates to befriend each other. Our goal was to focus on spreading kindness rather than
exclusively focusing on the bullies. We wanted to show the students the influence that each of
them has to change another person’s life. Rather than focusing on the negative aspect of the
campaign - bullying and the pain caused by it. We focused on the positive — the smallest actions
can change a person’s life. Instead of singling out the students who are the bullies, we wanted
each student to challenge himself or herself to be kinder to one another, ultimately showing the
‘_ student body that they have the power to be the difference in other students’ lives.

Through this angle we created our theme, 1 Am the Difference. The purpose behind our
theme was for students to take it upon themselves to want 1o be kind and reach out to others,
thercby creating a difference in someone else’s life. In this sense we make it a responsibility they

accepted as they embrace our theme.

1 httpe/iwrww. sears.com/anti-bullying-statistics/dap-120000000283433




L
[

Of all of the bullying that can take place at a high school, cyber bullying is one of the

cruelest, there is no escape from it, and it never goes away. Cyber bullying is a huge problem at

Herriran High School. Several students were

singled out by Twitter accounts such as

mn g Herdman Hates iz
}}A‘E IR SRS L
- Herriman HATES - SibartanScum
. for being a and having 1o
students would post rude or discouraging - graduate early.

“Herriman Hates””, or they had entire twitter

pages created about them where other

things. For example “Herriman Hates™

singled out a student, Austin Weir; he was
called several names and ridiculed for his personality. Unfortunately the bullying at Herriman

extends bevond Social

How Often Have You Been Bullied? Media. The attacks have

ranged from verbal to

There was one occurance . )
physical to vandalism.

A few times a year

This year we

A few times a month . .
discussed possible

ce or twi W . ,
Once or twice a week sohutions to the wide

Every Day

variety of problems with

our administration. As we
began looking into bullying at Herriman, we met a student who was a member of the swim team
told us of an experience that helped us realize that this was a real problem at our school. After

practice one day, this swimmer went out to his car and found that someone had drawn graffiti on

i, Written across his car in paint were multiple offensive words. He drove home with the

2 A Twitter page that critizes and puts down students.

it

T
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windows down in the middle of winter so the words were less visible, He told us of the pain this
caused him, he wasn’t as concerned with the damage done to his car, but rather with the pain he
felt. He felt like he had no one to turn to, he began to believe that the whole school viewed him
in a derogatory way because of the actions of one person. Our goal was to change the atmosphere
at Herriman High so no student would feel that way again. If we could encourage kindness, these
incidents would cease to occur. The students would also be surrounded by friends who could
strengthen them. If the negative actions of one student can have such a profound effect on a
student, the positive actions of one student should have a similar effect. After reviewiﬁg the
survey results our high school counseling center® sent out last year, and discovering that
incidents like Austin’s and the swintmer’s happen daily to some students, we decided that this

issue was necessary to address at Herriman.

Our chapter chose our ptimary target population to be Herriman High School, with our

secondary market being the Herriman Community. There are approximately 24,433 people HVing

Races Within Herrjman High, in Horriman as of 2012, 41.1%

Asian J 0.80% School of which are children between

African American ; 1.00% )
. the ages of 0-19. This means

Other | 4.10%
4 that Herriman alone has

Hispanic

- i

approximately 10,042

Caucasian 24.30%

children. We also noticed that

Herriman has a 93.28% Cancasian population, with an average household income of $56,361%.

This shows that Herriman is a higher income community with little diversity.

3 Herriman High School’s group of dedicated counselors.
* The national household income is $50,054.




Within Herriman High School specifically, there ate 799 seniors, 743 juniors, and 874

sophomores; our student body consists of 2,346 students, Having a larger student bodys, we

wanted to have a more interactive campaign to keep o]l of our students involved. We also tried to

tailor our campaign to something that students would enjoy and participate it

Print Media

The Telegraph: The telegraph is a student created newspaper. Every month the

!f 'ﬁ’ 4 af ﬁJ/ fﬁf?ﬁ@!f? Telegraph is distributed to every 8% period for cvery student. The newspapet

e of Heerdadn 7 A B forf

consists of a variety of articles about various things occurring throughout the
school.

Salt Lake Tribune: The Salt Lake Tribune is one of the leading two newspaper
distributers through the Salt Lake Valley. Every week they have a circulation of
more than 22,000 papers.

Deseret News: The Desert News is the other leading competitor distributing
newspapers in Utah. They have a circulation of 18,000 newspapers every week.

The majority of their views come from online with a citculation of more than

21,000 a week.
| 7 South Valley Journal: The South Valley Journal is a regional newspaper that

delivers papers to 4 different cities, Herriman, Riverton, South Jordan, and

Draper. Every week 17,800 newspapers are delivered throughout the region.

i
|
i
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® The national average public high school size is 854.3 students.




Broadeast Media

MTV 3: MTV 3 is a weekly video sent out to every second period to watch on

Fridays. Students create the video in the broadcasting class, and talk about events

that are occurring throughout the school. MTV 3 reaches approximately 2,100

students every week through its video.
KUTV 2: KUTV 2 is a Utah News Company owned and operated by Sinclair
Broadcasting Group, Inc. Everyday KUTV 2 has approximately 88,978 viewers.

They have a 9.7 rating, and have 21 shares out of the 51 fotal shares of viewers in

Utah. That means they have 41% of the viewers.

KSL 5: KSL 5 is a local television network that broadcasts all throughout Utah.

They have an average of 64,211 viewers per day. That is the second highest

amount of viewers per day in Utah. They also have a 7 rating and hold 15 shares

out of 51 total shares of viewers in Utah {29%).

KSTU 13: KSTU 13 has the third highest viewers in Utah. They have 40,361

viewers per day. They also hold 9 out of 51 shares of viewers (17%a), as well as

having a 4 4 rating.

KTVX 4: KTVX 4 have the lowest amount of viewers per day. Their news
station only broadcasts to 26,601 peoptle per day. They also have a 2.9 rating and

hold 6 out of 51 of shares of the viewers in Utah. That is 11% of the viewers in

Utah.

In addition to the media possibilities there are several other promotional activities that can be

utilized to promote our campaign. We have identified five other promotional activities that will

allow us to spread our message through Herriman High School.




1. Hallway Posters

Throughout the day over 21,000 students are i
in the hallways of Herriman High School. There [
are two main hallways that run paraliel to each
other through the school, all classrooms and
other hallways branch from the two main ones.

These hallways are connected by a main space

called the “commons”, Placing posters in these

central areas ensures that students will pass them various times during the school day. Hallway
' posters inform students of various activities and events taking place in the school. The main issue
with haltway posters is the excess of posters. Often smaller posters can get lost amidst the other
posters and bulletins.

2. Lunchtime Activities

There are two separate lunches at Herriman High School. We have open campus lunch,

which means that students are free to leave the school during their lunch period. However the

majority of students remain at the
school, and after finishing their lunch
they gather in the “commons™ and talk
with their friendé, or roam the halls
waiting for class to start. This provides

an opportunity for unchtime activities

that would promote our theme. These s e
activities would be engaging team-building activiiies to encourage students to reach out and

make new friends during their lunchtime.




3. Classroom Presentations

There are 76 second period classes with
an average of 40 students a class. Classroont
visits afford the unique opportunity of
interacting with students on a more personal
level, By visiting all the classrooms in a

high school the majority of students would

have the campaign focused explained to

them on a very personal level. This would provide the opportunity to get feedback from students

and allow their questions to be answered. Student driven messages allow other students to
respond positively and relate to the subject. Having students present the theme would invite
others to embrace it.

4. Social Media

About 78% of high school students have smart phones according to research done by
Harvard University, and over
half of Herriman High School is
already on social media. Twitter

is quickly becoming one of the

most popular forms of social

media among highschoolers. It is a mini blog that has continuous streaming of updates. The
different users follow accounts that they want to hear from, these people post updates that others
can “retweet” or share on their own timelines.

Although Facebook’s populaxity has been declining recently, it is still the most popular form
of social media with over 1 billion users. Facebook allows users to connect with their friends,

and other organizations they are interested in or affiliated with, These organizations can post
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information, and events that send notifications to the people who have “liked” or followed their
page.

5. World Record Assembly

A school assembly where we ﬁttempt 10 break a world record creates an opportunity for the

entire student body to come fogether and be a part of something together. The students would be

gathered together and a theme or message can easily be shared with everyone.

1. Hallway Posters

Our DECA chapter created twenty-one posters total, three for each of our seven volunteers.
We asked students to volunteer to be on these posters and share a time when someone made a
difference in their life for the better. Our group picked students that are well-known throughout
the school, so that people could see that bullying is an issue, but they can be the difference and
change someone’s life and we wanted students to hear it from their peers. We chose to display
these posters in several entrances and exits of the school, and the main hallways and in the
“commons”. We hoped that this would allow students to see different posters several times
throughout the day.

2. Lunchtime Activities

The Herrﬁpa:n DECA Chapter planned six lunchtime activities to take place during our
campaign. We worked with the Herriman High Chamber Singers, the Future Farmers of
America club, the Peer Leadership team®, and several other athletic groups and clubs to
accomplish help is plan and execute these activities. There was a student from the art
department that created a banner for us that said I Am the Difference, which students could sign
to take up the pledge to be the difference. The Chamber Singers did a four-legged race activity

in which three students would tie their legs together, and try to cross a finish line. The FFA club

& Students that work to better the school as a whole.

i

i
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played difterent get to know you games in the commeons with students to encourage reaching out
1o different students. The PLT group did an activity where students would sit in kiddy-pools full
of balloons, with a student that they didn’t know, and they would pick a billon that bad a get to
know you activity on it. The DECA chapter created an activity called “New Friend Friday”. The
Herriman DECA Chapter asked several sports teams, and other clubs to wear their warm-ups, or
t-shirts to represent their club, and sit by someone they didn’t know at lunch. We asked that they
get to know the person they were sitting with and then tweet a picture with their new friend at
our account. Our group created a hula-hooping competition to raise awareness aﬁd excitement
about our world record attempt. Together we chose to do lunchtime activities because we
wanted to present our theme in an interactive way to the students, and we wanted to encourage
students to get to know other people in a fun way.
3. Classroom Presentations
The Herriman DECA Chapter decided
to visit each of the second period classes
at Herriman High School. We asked the
advisors from several different clubs to
select students from their organizations
to help us present our theme. Our group

asked the advisers to select exemplary

students who they thought best embodied
our theme. Our DECA Chapter gathered the students together and explained our purpose and
what we hoped to accomplish. We gave them a mock presentation and then an outline of what
they could say. We purposely left it loosely guided so that the students could share personal
experiences and include their own feelings to make the presentations more personal. Our purpose

in using several different groups of students was to make sure that students felt like they could

10
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relate o someone presenting. Our group wanted students to understand that this was a student
created, and student driven campaign. This is the main reason we chose to do classroom
presentations, we wanted each student to understand our theme completely and be able to 1';31ate
to the entire campaign,

4. Social Media

We created a Twitter account that had 1500 followers that we posted updates about the
campaign and inspirational quotes for the students in the school. We also utilized the high
school Facebook page. The Herriman DECA Chapter used this to promote our campaigi among
non-twitter usefs-. Our group did this so that students‘could see things about our campaign
outside of s.chool.

5., Wews Media

During our world record atfempt we invited various new outlets to come and cover the event.
While in the assembly we were interviewed for our school newspaper, as well as The South
Valley Journal. Our purpose was to let the copmunity know what is happening at the school and
help support us. We also hoped that this would encourage discussions at home with families.

6. World Record Assembly

Our school attemipted to break the Guinness world record for the Jongest human chain to pass
through a hula-hoop. In the assembly we gathered over 800 students who volunteered to help us
in an assembly Whére they stood holding hands for an hour while the hula ~hoop worked its way
through the chain. Our purpose in this was similar to the classroom presentations, however rather
than focusing on the personal understanding we wanted all the students gathered together to get
excited about the campaign by breaking this world record. Our hopes were to pick an activity
that students would need to work together to accomplish, hoping that it would build unity and

friendship in the school. During the time it took to complete our world record afttempt we showed




several inspirational clips gbout the difference that reaching out to people can make. We hoped

that this would allow students to see the positive influence that they can have.

There were several people who helped us create our campaign. We wanted to involve as
much of Herriman High School as possible so that our message could spread quickly and affect
as many students as possible. Each member of our team had specific responsibilities. By working
together we were able to reach out to the vast majority of the school.

Sacoya Pederson: School Promotions Director
Sacoya oversaw the creation of the posters and T-shirts. She also worked within the

school broadeasting class and newspaper staff to share our story with the school.
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Korini Hottel: Photography Specialist
Kortni worked with the photography classes to take the pictures for the posters. They
used the school’s photo stadio to take the pictures of each of our student volunteers. She edited
each of the pictures and helped to implement our posters.
Josh Crawferd: Assistant of Production
Josh worked with Sacoya to place
posters where they would be most viewed by
students. He was also featured on one of the
posters. Josh assisted in fulfilling small tasks

that occurred throughbout the campaign.

Dylan Pike: T-Shirt Producer
Dylan helped with the printing all of the -Shirts for the cpaign, and he helped
distribute them to our volunteers. Dylan also went around to all of the eighth period classes of
our volunteers to give them their shirts.
Svdney Park: Community Premotions Director
Sydney was in charge of finding students for our classroom presentations. She was also
in charge of public relations and getting media attention. She worked with Student Government’

and Peer Leadership Team® to coordinate our efforts. Sydney worked with the Counseling Center

at the high school to collect data for our
campaign.
Bryee Jackson: Student Body Representative

Bryce is a Student Body Officer at

" A small group of students who plan school activities and help throughout the school.

B
A group of students who are actively involved in. the community by sponsoring different
gvents,

13

Qg™
i
3



Herriman High School. He was our contact with the student government. He made sure that both
DECA and student government knew what was taking place.
Sandy Reisgraf: Public Relations Associate

Sandy is Jordan School District’s Public Relations manage. Sydney worked with her to
gain publicity within our community for our Qampaié;n. Sandy informed news stations and
newspapers of our efforts, and she gave them our contact information so we could share more
information about our campaign with them. She also wrote a press release to invite various news
outlets to our world record attempt assembly. |
Megan Stone: Administration Representative

Mis. Stone was our representative from the administration who helped us gather
quantitative data about students who are affected by bullying, She also helped us brainstorm
;deas for the campaign by informing us about what other schools had done previously’. Sydney
worked with Mrs. Stone to use that data, and implement Mrs. Stone’s ideas,
Erinn Smalley: School Events Director

Frinn was in charge of running all the major

events, such as the world record-breaking assembly, the

implementation of the classtoom presentations,

lunchtime activities, and the administration presentation.

She worked with all organizations to schedule and

coordinate the events with the school and student body.

Austin Blood: Guinness World Record Associate
Austin submitted our request to Guinness World

Records, and made sure we met all the requirements for our

9 previous schools have held campaigns that focused on eliminating the bullies.




attempt. He purchased our hula-hoop and helped with the logisties of the world record assembly.
Girdy Guertler: Lunchtime Activity Coordinator

Girdy worked with three other students and several organizations to create the lunchtime

activities. Her group scheduled the time and the area for
the activities. They also contacted the local elementary
schools to borrow their hula-hoops for one of the
activites. Finally they reported their progress to Erinm,

who then managed the event, communicating with

students to spread awareness and the purpose of the campaign.
Meghan Remend: Classroom Presentation Manager
Meghan approached teachers to collect representatives from each organization at
Herriman High to help with classroom presentations. Meghan managed this list, and kept track of
delivering all the information to these students. She assisted
us in finding people to be on our posiers. She also created the
1 Am the Difference banner for Herriman’s DECA chapter.
This banner was presented during the first lunchtime activity
where the students had the opportunity to sign it and take up

the pledge to be the difference for someone else. Megan

worked with Erinn on the design and create the banner, and reported student volunteer progress
ﬂ to her.
Niek Garduer: Social Media Director
Nick was in charge of social media. He managed our Twitter account making sure that
the student body was up to date on all the events throughout the campaign, He managed the
account through a website called hootsweet.com where he drafted and scheduled each tweet. He

also worked on interacting with the student body through twitter, answering any questions that
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they might have.
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Tomorrow is the day guys. Remember 1o wear your
LIHS shirts! The news will be there, It's going to be

gq T 4 T T

Christian Heaps: Social Media Consultant

Christian worked

with Nick managing the twitter account. He helped brainstorm ideas for
all of the tweets and belped schedule them. He drafted the informative tweets,

so that the
students were well informed of all activities and events.

Braden Anderson: Awareness Assaciate

Braden helped raise awareness throughout the student body
by announcing the events and activ

for our campaign. He did this
ities over the intercom and throughout Junches. Braden also
worked on printing all 160 of our campaign T-Shirts.

Chandler Stevenett: Film Manager

Chandler filmed our world record aitempt and helped us set up all the required cameras

for the event. He also filmed our other events and helped us to document

all the activities.

1. Hallway Posters

To help promote our campaign we chose to have seven very different students share their
story with the student body through 21 posters, three posters per person. Fach poster had a
picture of the student,

their name, and their brief story sharing their experience of when someonc

(FRETER,
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ade a difference in their life. Bvery poster was placed in different locations throughout the
school te enable the students to read all of the stories.

When choosing to make hallway posters, we knew that we would have to capture the
students® attention through an attractive looking poster. Herriman High School typically
advertises with posters so we wanted to make ours stand out in a sea of hand painted posters. To
accomplish this, we worked with the photography classes to hold a photo shoot for the selected
students, and then proceeded to work with the design classes to create our posters. On each
poster we chose a different accent color so that students were able to associate the posters
together, but understand that each poster was different. Ultimately our posters drew a lot of
attention towards our campaign. We were gratified to see groups of students huddled around our
posters, reading the stories before they went to class.

2. Lunchiime Activities
Throughout the T Am the Difference week we had various clubs throughout our school plan

tunchtime activities. The purpose of these activities was to allow students to work together, and

make new friends, in the hope that
through this, we could promote school
unity. On November 21st, the first day
of our campaign, we had Chamber
Choir and the Future Farmers of
America work together and plan an

activity. They chose to have people sign

a barmer to pledge to be the difference
in someéone else’s life, and they held four legged races throughout the commons. On the second
day of our campaign the Peer Leadership team hosted a get-to-know-you balloon pit. Students

would sit down with someone they didn’t know and talk about topics written on the balloons, in

Tl



the hope that they would get to know cach other. Our main event for that day was New Friend
Friday, this is when we encouraged students to sit by someone they didn’t know and get to know
them during lunch. Then we asked them to take a picture with their new friend and post the
picture on their twitter account using the hash tag “NewFriendFriday.” Our Twitter feed was full
of different pictures of students with their new friends at lunch that day. Our last lunchtime
activity was a hula-hoop contest in which our DECA chapter was in charge of. There were a
series of groups that would hula hoop and the last person going would win é free Frazil’. We
hoped to use the hula-hoop cortest to get people excited about the world recofd assembly the
following day.

3. Class Presentations

To kick off our campaign we
gathered 160 students from multiple
clubs and sports. We asked advisors to

give ug names of exemplary students

1o help us present to classes. These
clubs included: Peer Leadership Team

(PLT), Technology Student

Association (I'SA), the swim team, the

water polo team, DECA, the
basketball team, th¢ debate team, the football team, the wrestling team, Future Farmers of
America (FFA), the gitls and boys tennis teams, National Honors Society (NHS), Student
Government, Family Career Community Leaders of America (FCCLA), and olher organizations.
We tried to include a wide variety of responsible students from all the clubs and sports teams at

Herriman High, so that we could appeal to as many students as possible. We removed all of the

10 A delightful blend of flavor and ice.
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students out of class fo prepare them for their presentation and gave them a t-ghirt with the I Am
the Difference logo on it. In each pfes&ntaﬁon they began by showing the popular video “To This
Day”. This video was put together by teachers and compiled by a man named Shane Koyczan.
The video currently has 12,144,208 views on Youtube. “To This Day” explains the effects of
bullying in a way that teenagers are able to connect with on a more personal level. Then each
group passed out a prompt asking each student to share a time when somebody made a difference
in their life. While the students were filling out the prompt the presenters wete asked 1o share
about a time when somebody made a difference for them to.the whole class. The intended effect
of this was to help students realize that people change lives by the simplest actions all the time,
and they have that ability as well. The student presenters then proceeded to share all of the
activities that were going to occur throughout the week. They also shared our twitter account that
the students could follow to get more information and updates about the campaign. At the end of
the presentations they gathered the prompfs, brought them to Sydney, Nick, and Erinn, and then
returned to their class.

4. Social Media

Our main media use was social media, specifically Twitter. We

felt Twitter would be the best way to communicate with our
students effecﬁvely Because so many of our students are already
on Twitter. We also hoped Twitter would help us spread the word
about all the things we were doing quickly and efficiently. This

helped us to get people talking about what we were doing and

spreading our hash tag, #lAmTheDifference. s B
% Herciman High -7
You did it Muslangs. y
%@ Record holders?
Congrats ta DECA ‘Ciuby’ for pulting it
{ngether and congrats... hane!

ars Wordd

To make our social media campaign more interactive, we had a

small group of students continuously watch our Twitter account.

Throughout the week they would communicate with various students who had any questions
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about the campaign or simply commenting on how they felt things were going. We also used our
account to post inspirational quotes and moving stories about children who overcame bullying.
We hoped these stories would keep people thinking about our campaign even if they weren’t at
school.

5. World Record Assembly

To finish off our campaign we wanted to have a culminating event. Herriman DECA chapter
chose to attempt to break a world record. We chose to try and break the longest human chain to
pass through a hula-hoop. To brealk this world record, our student body had to ﬁold hands and
step through a hula-hoop one at a time without breaking the chain. There were a total of 850
students that participated in the world record attempt. Unforfunately we were unable to break the
world record because one of the students participating got sick and had to break the chain to
leave. Overall we are still very pleased at the support and enthusiasm we received throughout
that day. To us, it is not all about breaking the world record, but ratber the experience of
everyone working together and meoting others while still having fun. Ultimately the world
record still brought our school together like we had hoped it would.

6. News Media

To increase the publicity for our school within the community and to further spread our
message, we invited various media outlets to cover our world record event. On Tuesday
November 26th, 2013 we held our assembly to which two local news stations, FOX 13 and ABC
4, attended. They filmed some of the process 10 break the world record, as well as the celebration
after our attempt. Their filming also included an interview with one of our DECA members, as
well as our DECA advisor to help clarify what we were doi_ng for our campaign and why. The
South Valley Journal had called one of our DECA members to interview her about the process of

running the campaign and the purpose for it.
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Hallway Posters

Our posters had an estimated

Campalgn Event Estimated  Estimated
reach of 2,400. There was an | ..., . Reach Impression

_Hai!way Posters Ph e el Ve e 2,400 .0 48000
estimated impression of 48,000, Each T-Shirts o 2,400 38,400

. 'ﬁSchool Broadcast Medla ST 4800 08,0000

poster was placed near the major ; e e

School Prmt Medla 700 700
entrances and exits of our school so '_i.unchtlme Actl\uties ._ . : 2,100 8400 .
that students would be sure to see Community Broadcast Med,a - ”910 000 91().?[_)0.0 |

_Cpm;ﬁ_n’n’ity print Media. 404 406 40,406
them. They werealso placed in 2625 | ciasaroom presentatons. Cai0 2000
where the students often assemble; ; Lunchnme Actnv;ty i _j L 200 7_{-299_? o

Assemblv 900 900
this allowed our posters to have the S e TR URE

Twitter - 2064 13584
maximum possible exposure. The Facebook 982 5892

design of each poster was easily identifiable with our project.

Eunchtime Activities

The anchiime activities had an

estimated impact of 1,200 people, with
an estimated impression of 7,200. We
were able to include a variety of
students and promote our message in an
exciting manner to the student body.
The lunchtime activities also served as

a way for the student body to

participate in the campaign.
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Classroom Presentations

The classroom presentations had an approximate reach of 2,000, During these presentations
many students shared stories where they were constantly bullied, and how they overcame their
trials. As a result they were able to impact the lives of others in a positive way. During the
classroom presentations the student volunteer showed the classes the “To This Day” Video. We
noticed that for many students this was an emotional topic. We showed the same video at the
community council meeting, producing the same outcome,
Snciai Media

1. Twitter

Our Twitter page had an estimated reach of 2,264 people, and an estimated impression of
13,584. Our page had 1,094 followers, and 190 mentions with our hash tag attached to it. We
also had students tweet to our account; again we had multiple people share their feelings and
emotions, and were able to inspire others to make 2 difference.

2. Faceboock

The official mustang account had several posts updating students on the progress of the
campaign. This page had a reach of 982 people and an impression of 5892.

Our campaign overall reached over 99% of our target market, Herriman High School,

allowing us to make a significant impact on the student body. We also managed to reach out o

thousands of members in our community throughout Herriman, South Jordan, and Riverton.
World Record Assembly

Our assembly was the hook for our publicity. It had an estimated impact and impression of
900 people. We were able to inchude almost 900 students in ‘;he school, the majority of the

faculty and several businesses from the local comniunity as well as other community members.
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Mews Media

The intercom announcements and video that were broadcasted over the intercom had an

estimated reach of 1,800 and impressions of 9,000, The infercom announcements were played
daily for the duration of our campaign in every second period class throughout the school. The
video announcements were played once a week on Fridays during second period classes
throughout the school. The small clip of our world record attempt had an estimated reach and
impression of $10,000. This clip was played on ARC 4, which is a very popular news stafion in
our area.

The school paper “The Telegraph” is delivered school wide once a month. The paper is

also available to students and parents online'', We waorked with the newspaper classes to

advertise for our campaign on their website. The Telegraph has an estimated reach and

impression of 700 people. The article in the South Valley Journal reached approximately 40,406.

The article had extensive details about our campaign, its theme and the activities we completed.

Hallway Posters
The posters created by Herriman High’s digital media classes were
one of the most effective ways that we promoted our campaigi.
Our posters were very noticeable compared to the other posters

hung throughout the school. We noticed that students actually

stopped on their way to class to read the stories, rather than just

ignoring them like all of the other posters.

H nttp://herrimantelegraph.org/
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Classroom Presentations

The Herriman DECA incorporated the entire school successfully in our'campaign. With
classroom presentations we were able to introduce our campaign to the students in an intimate
environment. This allowed us fo connect with the students more than many other campaigns
have done.

Lanchtime Activities

Lunchtime activities enabled us to promote
our campaign through fun games, By doing
four legged races, students were able to meet
each other and build a new friendship. With the
balloon ball pit, students had the opportunity to
meet new people and blossom new friendships.

Social Media

The Herriman DECA chapter could also
have done mote on social media with our students. We used two sources of social media, but if
we had used other various types of social media-Instagram, and Vine- we would have been able
to reach more students. Although we could have branched out more, we had a large amount of
success using Twitter and Facebook.

Aftér running our whole campaign, the Herriman DECA. Chapter felt we had an overall
ﬁosiﬁve reaction. There were definitely things we could have improved on, but we felt the
campaign was more successful taking a different approach on the matter, rather than doing a

traditional anti-bullying campaign.




World Record Assembly

By doing a school assembly we were able to
provide our student body with an unforgettable experience.
This activity enabled the students to get fo know other
students they hadn’t yet met. They also had to work with
these other students throughout the duration on the

assembly, hopefully also forming a fiiendship with these

students. This, we felt, was a benefiting factor in our

positive response.

1. Our first recommendation is using a variety of people for posters. This allowed for

students to see a variety of people who had been bullied, some whom they may not have
expected to actually have been bullied, Our only caution with this is to be careful on who is
selected. The whole student body will never be completely happy with who is chosen, but choose
the students who best represent the theme or focus.

9 We recommend utilizing more resources to increase involvenient from the local
community. Use a variety of different outlets such as posting things around the community, or
going to the local middle and eleméntarf schools, This will enable the entire commmunity to be
more involved throughout the campaign.

3. Our group would like to recommend that the theme of the campaign should be
presented with some prior knowledge. Although the ¢lass presentations worked as a way to
preserit our ideas, none of the students had any idea about our campaign until that day. Even by
doing simply an introduction video, we would have been able to inform our students prior to
class presentations so they knew what to expect. By making these changes, we would anticipate

a more successful campaign.




4. The Herrimarn DECA. chapter’s recommendation for social media is to be more
encompassing. Social Media is a huge trend right now and has a large potential to spread the
message throughout the community. Utilize as many different mediums as possible to spread the
message because with each new medium there are different types of people who will see and
hear about the campaign. Several people will begin to see repeating messages throughout their
different types of social media. This will ultimately increase the frequency of the campaign’s
exposure and will help the people remember the theme.

5. Qur last

recorumendation is to work with
outside sources to expand the
campaign. This February we were

approached by the Utah Anti-bully

Coalition to expand our campaign

into a statewide campaign. Rather E % ;

than using the I Am the Difference

slogan, together we developed the
I Am the C.UR.E, stogan. The C in cure stands for courage. The U
in cure stands for unity. The R in cure stands for revolution. The E
in cure stands for empower. With this new slogan we began the
campaign with a kick-off assembly at Herriman High School. Don
Olsen, the Utah Anti-bully Coalition executive director, Craig
Bolerjack, the Utah Jazz Broadcaster, and Chris “Little Boogyman”
" Hollyfield, a former professional wrestler, all attended the

assembly. There were also performances by the Utah Jazz Dancers,




news media’s attended in order cover the story.
The partnership with the Utah Anti-bully

Coalition helped us to expand our campaign not
only throughout our school, but also throughout

the entire state.
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Appendix A: This is a copy of one of our poster that was hung throughout the school.

Each poster had the student’s name, picture, and story.
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Appendix B: This is another one of our posters that we showcased within Herriman High

School.
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Page |1

I. EXECUTIVE SUMMARY

Canpaign Focus:

The Olentangy Liberty DECA chapter focused its efforts this year on
fighting the number one killer In America: cardiovascular disease. The
campaign, entitled "Liberty Has Heart”, focuses on the American Heart

Association {AHA) and its mission to build healthier lives, free of heart

disease and stroke. The campaign’s goals are:

+» To create awareness for the American Heart Association and its activities

2 Tfa advocate for healthy living and other preventative measures against heart

- ‘(lj‘giaasiie %5,000 to donate to the AMA to fund research and outreach

> To gain over 100,000 impressions on the target market

The primary target market of the “Liberty Has Heart” campaign includes students and
staff of Olentangy Liberty High School and the surrounding elementary and middle
schools. The campaign’s secondary target market reaches out to the entire community of
Powell], Ohio.
Public Relations Activities

Because our primary audience was centered within Olentangy Liberty High School, we

determined that the most effective method of cutreach would be to crganize events within the

schoaol district. However, the campaign also ncerperated conventional media. The campaign’s

nublic relations activities are fisted in the chart below.

N/

» A Black Out football game and AHA t-

shirt sale within OLHS and the
surrounding  elementary  and  middle
schools

A Hoops for Heart event at Wyandot Run
Elerentary School

A “Liberty Has Heart” awareness week at
OLHS

A Red Qut Varsity Boys' basketball game

AY

A Mavyoral Proclamation of Powells first
*Heart Disease Awareness” day

A featured article in 7he Cannon, the
QLHS school newspaper

A radio ad and PSA on iHeart Radio and
97.9 WNCI

Promotional videos on the 8:10, the
OLHS morning announcements

School web and text announcements
Flyers and displays throughout OLHS

Total amount of money raised: $5,445

Total number of impiressions made: 141,677

oy

oA




Page |2

II. CAMPAIGN THEME OR FOCUS

A. Statement and description of the issue to be addressed

"My husband and I had one life one day — and a whole different one after his stroke.”

Thiz caregiver quote provided by the

American
Heart
Association.

American Heart Association (AHA) truly

iustrates the devastating effects of heart disease on

those diagnosed and their loved ones. Heart Disease
is something that affects not just our-community but the entire nation. The American Heart

Association’s mission is to help people throughout the country build healthier ]ivés and to

prevent cardiovascular iliness through education

Heart Disease Facts:

% Heart disease is the #1 cause of
death worldwide

e Someone in the U.S, has & stroke
every 40 seconds

@ The anpual cost of heart disease in
the U.S. is $448.5 billion

¢ 1'in every 100 babies is born with
a congenital heart defect

e Every 33 seconds someone in the
U.S. dies of cardiovascular disease

and training.

The AHA Is already widely known
throughout the U.S, and has more than 22.5
million velunteers, 144 offices, and 2,700
employees. It is the nation’s oldest, and iargest

voluntary crganization devoted to fighting

cardiovascular disease and stroke, Spending $135 miliion dollars on cardiovascular disease and

%

stroke research every year, it is the best-equipped organization in the United States for

educating and preventing heart disease. The organization also funds

USA
TODAY

L GAMHETT COMPANY

millions of dollars” worth of individual treatments, covering hospital

bills and the costs of medicine. News sources such as Chicago

Tribune, New York Timesand USA Today share the AHA's research

and findings to their audiences regularly.

_ | J\ﬂ 4/\,1\., AJA/ n/\ﬂ f'\,ﬁ,
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The organization also funds life-saving surgeries and
treatments for citizens suffering from cardiovascular

issues. Several of its additional programs inciude the

HUTE

; ’?ﬁ”-ﬁrz | *Play 60 Challenge”, “You're the Cure” and “Power to
End Stroke”,

The American Heart Association is currently
running a campaign entitied “Life is Why” which ﬁfe ES \\j\/!"—}»fTM
acknowledges the impact of heart disease cn loved ones
as well as those fighting it. This campaign emphasizes both the importance of liQing a healthy
lifestyle and the benefits from doing so. In a time where so many people struggle to live
healthy, this message Is especially important.

To assist the American Heart Association’'in its
efforts, tﬁe Olentangy Liberty DECA chapter has organized a
campaign called “Liberty Has Heart”. The campaign targets

students in Olentangy Liberty High School and the surrounding

community within Powell, Ohio, It targets both students ages
6-18 and their parents as well. Through a variety of local events and media, the chapter wants
to represent the AHA throughout the 2014-2015 school year with our public reiations

campaign.

The “Liberty Has Heart” campaign’s goals are to:
» Create awareness for the American Heart Association and its activities
> Advocate for healthy living and preventative measures against heart disease

Raise $5,000 to donate to the American Heart Association to fund

W

research and outreach

Y

To gain over 100,000 impressions on the target market

B P R VR N
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B. Rationale for selection the issue

For three years, the Olentangy Liberty DECA chapter has teamed up with the American
Heart Association o raise money and awareness through a t-shirt sale. Howevér, nast public
relations teams have stopped thers, The “Liberty Has Heart” campaign was designed to go
beyond fundraising. Like most Americans, many students and teachers at Olentangy Liberty
High School have either suffered personally or have lost & laved one through this disease, so

the chapter has both a personal and business rejationship to assist the AHA.

Liberty DECA  also f WHERE WE DONATE VS, DISEASES THATKILLUS
recognizes its efforts only touch

the surface of the issue, Heart

et Canter

disease is the Number One | . - s25785M

kilier in America. However,

many people don't reslize this,

For every fatal case of breast

cancer there is $6,232 worth of | s

research funding compared to

the $90 per fatal case of heart disease. This s incredib}y disproportiona-l,“ t;onsideriné heﬁrlg
disease haé‘over 1,400% more fatalities than breast cancer and over 20,000 more
fatalities a year than every type of cancer cembined. This discrepancy is due to & lack of
awareness in our socisty and selective attention to other diseases. The AHA needs has been
around for over 80 years, making it necessary to develop new an;:I creative campaigns to break

through the clutter of incessant fundraising. That's why Clentangy Liberty DECA has partnered

with the American Heart Association to inform and educate our target market about heart

¢

disease and its prevalence.

Moy
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C. Description of the target population (such as community, school, etc.)

Community:
Founded in 1857, Powell, Chio is a flourishing suburban
community located twenty minutes north of Columbus, Ohic. The

town maintains a safe environment for citizens and prospective

businesses. In 2005, CNN Money named the town the 16th best piace to live in the United
States. With a median income of $133,000, Powell fits into the demagraphic that the Esii

3
Tapestry labels the “Boomburbs.” Its low crime and poverty rates have caubed an over

Bocmburbs Characteristics: 500% population increase in the last twenty
¥ High income community years, In 2010, Powels popuiation reached
# Busy, young families
% 71% labor force participation 11,500 citizens, 36% of which were below the
» [Fastest growing market in the U.S.

age of 19. This high youth population has caused

significant development in the local school system.

Olentangy Liberty Stats:
1,923 students
120 staff members
“Excellent” rating
19.6% projected growth for 2020
5% best high school in Ohio

School:

The “Liberty Has Heart” campaign is

€ ¢ ¢ 4 ¢

primarily focused on the students and staff in the

Oientangy' Local School District and the parents and residents of the surrounding area. In
particular, the campaign targets students ages 6-18 in Wyandct Run Elementary School, Hyatts
Middie Schaoal, Liberty Middle School and Clentangy Liberty High Scheol. The Ohio Department
of Education has given an “Excellent” rating to Liberty, which has been ranked as the top high
school in Central Ohio. The school currently has 1,923 students enrolled and 120 certified staff
members. However, the districts projects that in 2020, over 2,300 students will attend. This
large audience and its projected growth present a great opportunity for our campaign o

* maximize impressions now and for years to come. W

o
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II1. LOCAL MEDIA AND OTHER PROMOTIONAL POSSIBILITIES

A. Local print and broadcast media available

Ir order {0 create awareness for the American Heart Association In our campaign,
we needed to scout out multiple promotional activities. The most effective way to maximize
impressions Is through the effective impiementation of media, which can efficiently reach large
audiences in seconds. We found the following potential media resources in our targeted area:
Print Media

Columbus is home fo a variety of print media, including newspapers and magazines. The
city’s largest printed resource is The Columbus Dispatch, and has 137,148 daily‘ readers

and 257,479 Sunday readers. The following are other newspapers in the area:

Delaware Gazette Dejaware citizens with interests in 56,000/ week www,delgazette.com
tocal news, sports and classifieds

Olentangy Valley Citizens of Powell, Liberty Township 20,103/week www  thisweeknews.com
News - and southern Delaware

The Cannon Students and facuity within Olentangy ~ 300/issue N/A
Liberty High School

Columbus alsc has many local magazines, which we've listed below with their circulation:

Ohioans interested in statewide travel  52,424/mo www,ohiormagazine.com
and food opportunities

Ohic Magazine
Columbus Monthly Peopie with interest in art and 29,000/mp www.columbusmenthly,com
entertainment

CityScene Those who five in Columbus' upper 70,000/mo  www.cltyscenecolumbus.com
and middle class suburbs

Columbus CEQ Columbus citizens with interest in 25,000/ wk www,columbusceo.com
business affairs

¢z
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Broadcast Media
Television: Our proximity to Columbus allows us a
variety of television stations to potentially utilize in our
campaign. Columbus'is home to four major news stations
that cover local, nationai and global stories.

Ancther available broa;jcast is Olentangy Liberjty’s

schiool announcements, titled The 8:10. The 8&:10 is a

daily show availabfe to everyone in the high scheol through E - T

Page |7

NBC 4 36,972/day

ABC 6 31,225/day
10 TV News 39,876/day

Fox 28 41,554/day
L

each classroom’s TV with school news, sports updates and club announcements

listeners around the country

is Clear Channel. Coiumbus
is home to seven iHeart Media radio stations, each
catering to a differant demegraphic within the cty and
the surrounding area. Listeners also have the option of
doWnioading the free iHeart Radio app, which
provides even more personalized music options, Radio
provides an alternative i the costs of television

advertising.

Radio: Radio provides another potential media outlet. Columbus
citizens have access to nearly 60 radio stations and utilize them
frequently, as many commute from the suburbs daily. The:_-.;iz;rgest
radic provider in Columbus is iHeart Media. The national compény

that provides a variety of radio stations such as iHeart Media

92.3 WCOL ~ Country

93,3 WODC - Classic Hits
97.9 WNCI — Het AC

105.7 The Brew —*80s Rock
X106.7 - Alternative

6510 WTVN — News

AM 1220 Fox Sports — Sports

~
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B. Other possible promotional activities

A variety of opportunities are available to potentially create awareness for the American
Heart Associzbion within our targeted audience. These achivites include schoal
announcements, fundraisers, athletic event promotions and community-based events,

School Announcements:

Because of the schools large population, School Announcements:
) . . ¥ PA announcements
Olentangy Liberty’s administration has developed § e “Ramind” text system
o , = Principal’s Twitter feed
sevaral methods of communicating information t© | w “patriot Parent” email newsietter

students and oarents, “Patriot  Parent” email
newsletters and the principal’s Twitter feed are used addition to anncuncements over the
school's public address system. Also, Liberty utilizes an app known as Remind, which allows

teachers and our principal to send mass text messages to

students who sign up for the program, This weuld help maximize

impressions with the parents and students in the district,

Fundraisers:

The American Heart Association has worked with Olentangy Liberty DECA for several
years, This véar, the chapter has organized a t-shirt sale to wear the association’s annual theme
shirt at a specified foothall game sometime during the fall, while also expanding and enlarging
the campaign outside of this event allowing our chapter to fundraise through other potential
methods including an eiementary school’s Hoops for

Heart week or fundraising night at a local restaurant

el = £ . d
.. FrEr FEAAT s also a potential promotional activity,

R O O R Y
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Athletics:

Olentangy Liberty High School is i
home tc hundreds of student athietes,
which allows the campaign to become
involved in games other than football,
What makes athletic events a Lgood

potential promotional activity is the

opportunity for announcements

throughout the game and alsc Involverment of the multiple groups that attend. Typicaily,
multipie student organizations attend the games, Including the team, the student section and
for some sports, the band and cheerleaders. Potential, high-audience sports include men's and
wamen's basketball, soccer, ice hockey, wrestling and field hockey.
Community Events:

To reach our target audience from a different perspective,
Powell's close-knit environment provides cpoortunity for

community events, These events wouid spread our reach

beyond the schoot district, increasing the number of
impressions.
Possible community events Include:

% An informational night for the community to learn about Heart Disease and easy ways to
avoid a higher risk in this disease

@ A proclamation frem the mayaor of Powell to establish the town’s first official “Heart
Disease Awareness” Day.

@ A day where volunteers from the American Heart Association come to the school
and discuss ways to reduce the risk of heart disease

% Participate and raise awarenass for astablished American Heart Association events

At
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C. Media mix and rationale for media and other promotional activities

To ensure the greatest possible impact on the small target market we ch_ose for the
“| iberty Has Heart” campaign, we determined that events within the scheol district were the
best method of outreach., We pian to organize  Black Out t-shirt sale, participate in Wyandot
Run Elementary School’s Hoops for Heart, and have z “Liberty Has Heart” awareness
week, We saek to gain support from the local government, the schocl newspaper and broadcast
an ad over iHeart Radio. This media mix has a projected 100,000 imprassions.
Black Out

The first and most important event in the “Liberty Has Heart” campaign was a Black
Out event at a Varsity boy's football game. This incorporated an AHA t-shirt sale and & game
dedicated to heart disease awarensass,

We choose io sell biack t-shirts with the “Life is Why"” campaign
theme to students and staff at the high school, middle and elementary

schools, A Black Out allows us to sell t-shirts to those who had previously

bought'a red shirt. Not only is this a way to raise funds, but it has become a
growing tradition within the scheol. The Black Out allows us to achieve all three of the
campaign’s goats in one event,
Hoops for i-};éaart

One of the campaign's goals is to advocate for & healthy lifestyle and preventative
measures against heart dissase. We sought to appeal to a younger audience through this
activity because children can build good habits early and carry these on later in fife. Shawn
Mickens, the physical education teacher at Wyandot Run Elementary, was more than willing to

partner with us for the campaign for this very reason.

E
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Mayoral Proclamation

In support of the “Liberty Has Heart” cambaign, Mayor Jim Hrivnak of Powell, Ohic
announced the city’s first official “Heart Disease Awareness” day at our reguest. The
purpose was to increase awareness for healthy fiving through the local government. This was
an effective way to incorporate the community outside of the schaol district into our campaign'.
Awareness Week

To target the primary audience, we decided to organize a “Liberty Has Heart”
awarenass week in our school. This would allow us a2 direct impact with the primary
audience and increase student involvement. An entire weak allowed a variety of rﬁedia within
the school to be used such as flyers, the DECA dispiay case, bulletin boards, announcements
and a Red Qut theme basketball game. The “Liberty Has Heart” awareness week was the
first week of February which encompassed Powell's “Heart Disease Awareness” day,
Mational Wear Red day, and Nationa! Heart Month all at once.

The Cannon Articie

To incorporate traditional media into the campaign, we reached out to the school’s
newspaper, The Cannon. The newspaper is sold within the school, so having an article about
the campaign and heart disease awareness in this publication would allow us to reach our

audience through a written media outlet. The circulation is about 500 copies sold per issue.

iHeart Radio Ad

We plan to broadcast an advertisement on iHeart Radio

because this form of media caters to our specific audience.
According to Esri Tapestry, the “Boomburbs” category listens “to soft contemporary, alternative,
sports and all-talk radie.” iHeart Radio and WNCI 97.9 fit the bill, thus presenting the a

relevant, cost-effective and wide-rancing methed of media.

Moy
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V. CAMPAIGN ORGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement and job description

Campaign Managers:

Event Manager: Bethany Cady

As the event manager, Bethany was in charge of organizing
svents within the school. Her primary responsibilities
included pianning the Black Out and “Liberty Has Heart”
awareness week, raising awareness for them through

school media and getting DECA member involvement.

Communications Manager: Meghan Mace

During the campaign, Meghan was responsible for ali internal
and external communications. She was responsible for gaining
support for the campaign from local husinesses, the Powell city
government, the school administration, and a representative of

the American Heart Association,

Media Manager: Trinity Wiles

As the mediz manager, Trinity was in charge of media
outlet opportunities and is the Public Relations
representative for our chapter. Her primary responsibilities
included setting up media outlets to use, and evaluating

how impactful our campaign was on our target market.

B PR R S PO P
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Black Out

The “Liberty Has Heart” campaign started out with the Black Out with great involvement of
our DECA chapter. We had 15 chapter members personally market to their school organizations
to buy this year’s “Life is Why” American Heart Association t-shirts. Three of our chapter
members went to the two middie schoois to made up Olentangy Liberty High School and sold t-
shirts for the students and teachers there. We also had chapter member standing by the gate
entrance of the varsity foctball game to sell any last minute t-shirts to any family members and
students who were not able to previously buy a t-shirt at the schooi throughout the week. We
were able to sell many t-shirts during the varsity foatbatt and accepted donations v«;ith the help

of our chapter members shouting and persuading the passing by audience to buy {-shirts,

. ‘OLHS Chapter Members and t
Chris Adams: Junior State of America
Jessica Clutchey: TAASC
Brinda Bhatt: Red Cross Club

Matthew Donahue: Cannon

Katie Best: Girls’ Soccer

Ben Hagman: Boys’ Soccer
Eliabeth Radkiewicz: Tennis
Kristin Menges: Voileyball
Trinity Wiles: Girl's Cross Country Bethany Cady: Marching Band

Wes Snydei: Boy's Cross Country Meghan Mace: Choir

¢ €4 € ¢ € ¢ ¢

Sean Carney: Fellowship of Lily Wang: Orchestra

Christian Athletes

€« ¢ 4 ¢ € € € ¢

Meghan Piero: Teen Advocates

B P P PO P N




Page |14

Awareness Week

We had the help of other chapter memibers that assisted in posting madia facts around the
school, and setting up display boards around the schoo! to raise awareness for cardicvascular
disease. This included the strenuous effort from all members to promote the Red OQut theme

for the boy’s varsity basketball game at the end of

the “Liberty Has Heart” awareness week.

Mace

Hoops for Heart ® Meghan

¢ Trinity Wiles
With the help of Mr, Mickens, we were able tc send

. , ¥ Taylor Bollinger
a team of OLHS DECA members to participate in the

@
school's Hoops for Heart week for a day. Because Wes Snyder

of the time commitment, we were limited to one day % Ethan Flemming

with ten volunteers; each teaching kids the vaiue of e Abby Bolecek

diet and exercise to keeping a healthy heart and @ Alyssa Marcarello
recogn‘i;'sng their hard work and dedication in raising & Michael Musiili
$11,500 foward the American Heart Association. ® Matthew Donahue

& Anthony Raphael
% Elizabeth Radkiewicz
@ Joseph Paolo

% Jeremy Karr

® Alex Vansteyn

\

The AHA Lifz Saver Duck passed out to the students at
Wyandot Run Elementary School for their hard work

P R VR R O P
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Awa reness* Additional *

Black Out Week Activities

.

o "y 7 T
. Display Case:

T-Shirt Sales: : p v PR
o e Trinity. Wiles

All. Members Y .

. Tormmy Kazcowski

o _} L ry

" Middle School | -

Sales: - " School Posters:

- | . Meghan Mace
Meghan Mace Trinity Wiles " Bethany Cady -
Wes Snyder

L g \ L %% .

- N , - =, )
School _ ‘Morning Videos:
—{ ‘Announcements: ' Trinity Wiles: —
 Bethany Cady . Taylor Bollinger

\. 7 - J . LAY,

* Bulletin Board: -
"7 rinity Wiles "

- ™) { R N i R

) Stadium Restaurant D7 -M_avfif-
L ‘Annodancements: - Fiyers: . L P_rpfg:_lamat n:-

. Trinity Wiles Meghan Mace - Meghan 1 ace

N o o J N

p ~ - , [T S e

Halftime . PO
.| Presentation: . Red Out: |- Cannon Art'de 3
Meghan Mace Bethany Cady Bethany Cady o

N J \, / ! e

e
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B. Description of the campaign and documentation

Black Out: September 26, 2014

The “Liberty Has Heart” campaign’s most visible Public
relations event was the Black Out, which began with a sale of
&HA t-shirts featuring this year’s “Life is Why” campaign
siogan. Sales were directed to students at every grade level in
the district. Elementary students were sent home with order
forms, Two-sale days ovcurred at both Hyatts and Liberty
Middle Schools. At the high school, t-shirts were avaiiébie at our

school store, The Rusty Musket. T-shirts were advertised con the

school announcements and through the “Patriot Parent” email
newslatter,

Hyatts Middie School students showing
off their “Life is Why" t-shirts

'E\'Fwe Black Out was held on
September 26, 2014,  Group
involvement was critical in this
event. The foothall  team,
cheerleaders, student section and
marching band ali participated. This
not only increased sales, but also

the iotal number of impressions

created by the event.

OLHS Student Section making heart signs during the Black Cut

B P R Y N
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Throughout the game, the announcers
broadcasted facts about heart disease and
the AHA to the entire stadium. During
halftime, Meghan Mace joined the schocl’s
athletic director, Darin Meeker, in honoring
Caltiin Chatto and her ?arni[y for
represanting those affected by heart
disease. Caitlin has had a defibrillator for

two years and has spckesn several times

about how it nas impacted her and her

family's lives. This made her a prime Mr. Meeker and Meghan Mace honoring the Chatto

: w ” , famity at football game
candidate to be a “face” for cur campaign.

During the game, DECA members were manning a booth to provide information about
the American Heart Association, collect any donations and sell additional tshirts.
Coincidentaily, the University of Cincinnati marching band performed during haiftime. With their

red and black uniforms, they fit the theme of the event very well,

University of Cincinnati marching band performing during halftime

Myl
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Hoops for Heart: January 20, 2015

For one day in January, a group of
Olentangy  Liberty DECA  members
volunteered to travel to Wyandot Run
Elementary School and participate in the
school’s Hoops for Heart weszk. They
taught studeﬁ‘cs the importance of healthy
living and how to keep their hearts healthy
through playtime, something they will carry

with them for the rest of their lives,

Junior DECA members piaying ball with 3™ arade giris

Mayoral Proclamation: February 3, 2015

Bethany Cady and Meghan Mace receiving prociamation
from Mayor Jim Hrivnak

During a Powell executive coundil
meeting, city Mayor Jim  Hrivnak
proclaimed February 6, 2015 to be our
city's first “"Heart Disease Awareness”
day. He recognizec¢ Liberty DECAs
invalvement in ralsing awareness within
the community. He then expressed his full
support ot: the “Liberty Has Heart”
campaign. Bethany and Meghan then

gave z speech, thanking them for the

support and reporting on the success of the campaign at that time.

iz
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Awareness Week: February 2-6, 2015

During the first week of February, America’s

Heart Month, the Olentangy Liberty DECA chapter

conducted a “Liberty Has Heart” awareness week.

# Heart Murmur Monday
Each day was dedicated to a different factor of heart ® Trans-fat Tuesday
disease, through a diagnosis or the demographic # Woman Heait Wednesday
trends. The days were displayed in the school # Blood Pressure Thursday
¥ Fundraise Friday

cafeteria and facts about the AHA were posted

throughout the schoof. The 8:10 breadcasted one of

our videos every morning, sharing facts and posing a question about the day’s topic. The viceos
. Prof, Patriot: Don't, f -
also promoted the Red Qut theme basketball game that Friday. .mrg qh:flsr:; ays %”é;kg;gzh

game is a Red"'Out for the
. . Liberty Has a Heart
The Red Qut basketball game was organized much like the Campaign!

Black Out, but on a much smaller scale. It was advertised through the Sent via rmd.ime

sehool videos, flyers at local restaurants and the principal’s Remind app. The game itself was a

very fun event. Students in the student section, pep band and basketball team all wore red. The

cheerleaders even wore red bows to participate.

Liberty cheerleaders and student section participating in the Red Cut with AHA logos
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The Cannon Article

Crabstist, Daomsday, Comrrarclale, am more! One last form of outreach within Oientangy Liberty

@QA_N % ON High School was through an article in Liberty's school

newspaper, 7he Cannon, The newspaper welcomed

Bethany Cady as a guest writer and piaced her editorial on
the second page. Due toc its magazine format, the articte
was featured next to the issue’s introduction, written by
senior editor Spencer Dirrig. In the editorial, Bethany

summarized the activities within the “Liberty Has Heart”

campaign and its impact within the schoo! and community.

iHeart Radio Ad: March 2-7

""To finish the “Liberty Has
Heart” campaign, the Olentangy
tiberty DECA chapter funded the
airing of 2% runs of a personalized
radio advertisement and was allowed
additional  runs  through  PSA
announcements for free on iHeart

Radic and 87.% WNCL

Meghan Mace and Bethany Cady recording the ideart Radio ad

oz
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C. Estimated impact on the target population

The “Liberty Has Heart” campaign was able to impact its target popuiation through
multiple facets of their life. The “Liberty Has Heairt” campaignh was able to create awareness
of the AHA, improve upon healthy life styie choices, donate to the AHA, and support curiosity

by revealing an excellent source of information on cardiovascular disease and stroke.
Awareness of the American Heart Association

Through our “Liberty Has Heart” campaign, we wanted to impact the {'%/es of our
community, showing them and the young generation at Olentangy Liberty High Schocl what the

American Heart Associatios s and how they help our community.
Heaithy Living Standards

With the “Liberty Has Heart” campaign, we wanted to impact the community by
recognizing that many will change their eating lifestyle and increase their daily exercise o

reduce their chance of receiving heart disease or stroke.
Source of Information

Through the “Liberty Has Heart” campaign, we wanted tc give our target population
a referance source for any future questions about their heart and risk of cardiovascular disease

or stroke.
Donations to the American Heart Association

With the “Liberty Has Heart” campaign, we wanted were able to donate 35,445

dollars to the American Heart Association, helping them to save lives through research and

=

heart related outreach programs within society.
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With our last goal of reaching 100,000 impressions we were able to quantify the number of

people at multiple event giving an estimate the number of impressions on the target popuiation. .

This was compacted from school profiles, sales, and population demographics,

Y - Activity Impressions
Black Out | 62,347
T-shirt Sales 1,503
Middle School Sale Days 2,500
School Announcements 16,344 |
Football Game Announcements 35,000
Halftime Presentation 7,000
Hoops for Heart 250
Mayoral Proclamation | 500
Awareness Week 24,680
8:10 Videos, Patriot Parent Newsletter 10,215
School Displays 10,215
Resié?urant Flyers 1,250
Red Out Game o 3,000
The Cannon Article 500
iHeart Radio Ad 53,400
Paid Advertisement 40,050
Pubiic Service Announcements | _ 13,350
Total Impressions 141,677

_ - J " J \ J\(«, J - »f\,}r\,‘ «/\rrxm
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For the Black Cut event we had t-shirt sales throughout the week leading up to the
football game at the high schocl and middle schocl as well as an information table at the micdle
schools. We had the whele audience of 2,492 patrons listen o statistics throughout the game
while alsc showing shert commercials throughout Olentangy Liberty High Schocl (a building of
2,043 faculty and students) daily and the Patriot Parent newsletter sent weekly to about 2,450
parents of students that are enfolled at Olentangy Liberty High School. This raised 62,347

impressions on our primary and secondary target market.

for the Mayor Proclamation and the Hoops for Heart events we had mughlyv‘,; 50
impressions throughout the Powell community by assisting in the Hoops for Heart at Wyandeot

Run Elementary Scheol and the "Heart Disease Awareness” day.

We broadcasted a radio commercial to the Columbus metropolitan area estimating about
53,400 impressions on the community. This was estimated through viewership ratings on 97.9

WNCT and the iHeart Radio as well as how many times our advertisement was played.

The “Liberty Has Heart” awareness week we had 24,680 impressions on the student
bedy population at Clentangy Liberty High School. This allowed us to remind the student body
of the impact of heart disease and finish the campaign strong. We estimated this amount by
having daily videos viewed by 2,043 students and facuity members, and having the parent

newsletter be sent to 2,450 parents about the event at Olentangy Liberty High School.

The Canron published an article that was sold to 500 students was read and viewed
summarizing our accompiishments and allowing our team to have our last imprassions on our

primary target market

O N R P A Y
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V. EVALUATION AND RECOMMENDATIONS

A. Evaluation of the process

In order to evaluate ourselves and our Pocrly Planned

success In implementing the different events @ ceon Expectations

regarding our “Liberty Has Heart” campaign, G Meats most expectations

we developed a rating chart to determine where

Meets all expectations
we succeeded and what we could improve upon.

P9 bcees al expectations

Beiow is our evaiuation on four different

measures; planning, chapter involvement, implementation, and the final outcome,

Planning In\?:I?fzﬁ;nt Impiementation Qutcome
Black Out we Teeee veve sewe
.I.-Ioo.prs_ féfr Heart SwEE C T peee Yoy
Mayoral Proclamation | @eees & PeEE ey
Awar.ien_ess V&g_aak - ey BBy Geee . CEee
The;nnon Article GOCTe @ vevew Coewy
iHeart Radio Ad PECPE w@ 4 T PECPT

gy
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The Black Out was a successful outcome in raising awareness for cardiovascular disease
and the American Heart Association. Our “Liberty Has Heait” campaign needed
imnrovement on the planning because we were unsure of how to fuily plan for our first event

causing a few problems in the implementation of the avent.

The Hoops for Heart was a well-planned event that had difficulty with implementing
chapter members into this event as there was inclement weather affecting the amount of time
that we originally planned to help at Wyandot Run Elementary School.

The Mayoral Proclamation was 2 huge success with great planning and settin% up the
proclamation in the city of Powell, and the implementation was on the day of the Red Out at
the Varsity Boys’ Basketball Game. The only weakness was chaptar involvement since only the
public refations team contacted and implemented this activity into the “Li.bert'y Has Heart”
campaign.

The “Liberty Has Heart” Awareneass week was planned and implemented
excepticnally allowing for a large number of impressions on our iocal school. The involvement
of DECA chapter members was low which accounted for the fact that this event was farther
along the month of February than aur other events decreasing the mctivation to volunteer to
help instead of working out their own written projects,

The Canpron article was successful in every aspect of topic except for chapter
involvernent. The weakness of chapter involvement was because only cur public relations team
wrote and contacted the Camnon senior editor, Spencer Dirrig, to incorporate the article into the

newstetter,

The iHeart Radio Ad was, like the Cannon article successful In avery aspect of planning
and implementing the activity except for the chapter involvement as only a few members

contacted iHéart Radio to see if we wera able to have an ad. w

BN A R N
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B. Recommendations for future campaigns

To increase the awareness of the American Heart Association and cardiovascular

disease in future campaigns incorparating these fellowing concepts would be benefidial:

Involve more media outlets in campaign events such as television channels,
and newspapers, While we wrote and sent out several press releases, we wers
not able to have any articles released by community newspapars. This is why
having television advertisements and articles in the community and city
nawspaper will help to expand our target market and stil have an impactful
impression. ' '

Media Coverage

Be conscious of the time constraint and to fime events accordingly to allow far

Time the biguest impact on the community and Olentangy Liberty High School.
- Management Allowing time for mistakes to arise helps to alleviate any impediments during
‘ f the event.
'-Cbmmunicafion I Communicate with the chapter and team members effectively so that the
S J chapter members clearly know how to help at campaign events,
beiegation Establish a management system within the chapter and pubiic relations group

to account for all aspects of the campaign.

Work hard at incorporating new and large events to increase the impressions
Balance made on the community and to broaden and strengthen the reach to other
towns while aiso keaping a focus an the impcrtance of well executed events,

As our campaign was very successful with the events we conducted, with a
Euture Pos&ble [ broaden target market in the future, there are more possible events to
o accomplish our goals such as conducting a 5k race for the AHA, a healthy-
snack bake saie at school, or even a "Heart of Powell” night where the local
businesses donate a percentage of sales to the AHA.

Event

Incorporating these ideas into future public relations campaigns will resuit in a
successful and rewarding campaign like the “Liberty Has Heart” Campaign and will broaden

the reach to the surrounding communifias,

Moy
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Official Proclamation of Powell’s first "Heart Disease Awareness” day:

WHEREAS:
WHEREAS:
WHEREAS:

WHEREAS:

WHEREAS:
. WHEREAS:

WHEREAS:

WHEREAS:

f

THEREFORE:

Declaring February 6, 2015 Heart Disease Awareness Day in the City of Powel, Ohic

hear disease s the lsading cause of death for both women and mer in the
United Staies:

alout 500,000 Americarns die frorm heor dissdse sdch yaar - that's 1 in every
4 degths;

in the United States, someons has a heart atfock every 34 seconds. Each
minuie, someone In the United States dies from a heart diease-relared event:

high blood pressure, high LDL cholesierol and smoking are key heort disease
fisk factors for heart disease. Aboui half of Americans hove ol least one of
these three sk factors;

the American Heort Associafion and American Stroke Association are
commifted 1o ighting hecrt disease and siroke throughout the Uniiad Siates;

the Clentangy Lozal School District Is dlso joining the fght 1o end near! disecse
and sfroke in cenfral Ohio;

through the Olentangy Liberty DECA chapiar, their public relafion feam's goal
i5 7o educote the Powell community diongside fhe American Heart Assaciation
aboul heart disease and preventive measures 10 lowsr the risk Involved:

many students in the Slentangy Local Schaol Disirict s weall as members of the
Powell community have been impocted by hsor disease, Bringing this issue
close o home;

L, lim Hrivhak, by vifue of the aufhority vested in me as Mayor of ihe City of
Powell, Deloware County, Ohig, do hereby designate Feoruary &, 2015in Powell,
Ohio to be

Heart Disease Awareness Day

i gk
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Article in the February issue of The Cannon:
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i. EXECUTIVE SUMMARY
CAMPAIGH OBIECTIVE

Connect Carmel DECA students with the community in order to foster professional relationships and to create
more authentic and meaningful learning experiences for our developing professionals.

u Y RATIONALE
Theonly source By integrating DECA with the professional community;, we can bridge the gap be-
of knowledge is 5 &2p
f tween “textbook education” and real-world experience while simultaneously pro-
experience. moting local business.
TARGET FOPULATION
Albert Einstein

The Community Connections Campaign targets executives at businesses located
in the city of Carmel and the surrounding area that have extensive experience and
expertise in their field.

REDIA MIEX

PRINT DIGITAL MEDIA ‘ BROADCAST COMMURNITY EVENTE

CHTY

g indicno

N
The Public Refafions Carmet DECA worked LEAD Conference CPA Doy ‘ Janugry 13, 2016
Teom contacted and with our poriner the Ocioher 24, 2015 GUIDE Trilogy
met with execuiives Rongid  McDonold ' Mantorshins Carmel DECA invited
from locgl business- House in indianon- Cupcrka ; Guest Speokers ol of its corporgie
&s o formt corporata oifs, to host evenis, Cuties: Women's ) partners o a formal
purtnerships, These dongte, and  rolse Empowermen ‘ Compordie pariners dinner, Members
businesses  would money ond awore- Conference worked with shidents presepted o what
serve primarily s for the orgont- Movember 7 2015 duifing our scirool Carmel DECA doss,

witie study holl fime (o
hedo prepare tham for
competitfon ond creaie

wiy i s importont,
and how they can

geit involved,

mantors, but ofso gs
firreinciof spoRsois.

s e

ol theee @
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il. CAMPAIGN THEME OR FOCUS

A. Statement and description of the issue to be addressed

Academic institutions around the world provide their students with The onl y

opportunities to learn through textbooks and lectures; however, it has been SQUICE of
knowledge is

experience.

hands-on, real-world experience. Only so much can be taken away from Albert Einstein

proven that the most meaningful and authentic education comes through

the_traditipnal met_:hod of teaching, It takes a different approach- one that integrates participation in
actual business scenarios with the guidance of knowledgeabie business mentors- to give students the
professional background necessary for success,

"The mission of Carmel DECA is “to provide Carmel High School students with a channel to
excel in the knowiedge, understanding and practice of business by establishing a competitive plat-
form that prepares students for success beyond DECA.” Operating under this mission, the Carmel
DECA Public Relations Team developed its own overarching aim and supporting objectives to help
fulfill the purpose of the chapter. The main goal of this public relations campaign is to connect
Carmel DECA students with the community in order to foster pusitive relationships and
to create more authentic and meaningful learning experiences for our developing pro-
fessionals. The underlying objectives serve to define the various ways in which we will extend our

opportunities for real-world education and connecting with the comrmunity.

GOALS

Connect Carmel DECA students with the community in order to foster positive refationships and to create
more guthentic and meaningful learning experiences for our developing professionals.

Obtain 100 official part- Connect DECA students Estaplish o strong pres-  Attend and host communi-
nerships with businesses  with professional mentors  ence in o variety of medic ty events fo network and
in the local community by that can share their exper-  outlets. promote Carmel DECA.
January 13, 2015. lise and experfence,
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B. Rationale for selecting the issue

As Danie] Smith, the dean of Indiana University’s Kelley School of Business, stated, “The case
for business education begins with a simple reality: Every organization, whether it’s the Red Cross,
a local library, a museum, 2 hospital, or even a church, operates like a business.” * Professional skills
and business knowledge are in high demand in today’s working world; however, there s 3; general
lack of quality business education at the high school level. Students develop a basic understanding of
terms and concepts, but they never actually experience the world of business. To resolve this issue,
Carmel DECA implemented a plan to take community outreach to the next level, thus extending
our members’ opportunities to learn beyond the classroom. By accompanying our members with the
proper interactive learning structure, as well as partnering them with local business leaders in theis
field, we would be able to bridge the gap between textbook standards and real-world application.
Partnerships formed by the Public Relations Team served to benefit both the students of Carmel
DECA and the local businesses. We strategically chose partners that could act as a mentor for.a spe-
cific DECA event, so our students had the opportunity to gain the. skills and knowledge needed from
a professional with experience in their event. Partners also had the opportunity to sponsor some of
our DECA students to help with costs of travel and competition for ICDC so that all of the mem-
bers who had worked hard to succeed would have the chance to make it to the international level.

Add;ttionaﬂ}; the campaign allowed us to support local business. Many executives saw the
opportunity to be involved in DECA as a way to be involved in the community, which provides them
with positive publicity. The owner of a local restaurant, Punch Burger, reached out to us saying,
;‘Punch Burger is all about...supporting our community so we rarely invest our money in advertising,
Instead we would rather partner with our local organizations to spread awareness about the great

 things being done in our community while introducing new people to our restaurant.” Other partners




gained the same advantage from their relationship with Carmel DECA. These people see the value in
both teaching business skills and being a part of the community, so we were able to unite under the
common objective of improving business education. Companies benefitted from the promotion they
received through the Carmel Café and Market and Carmel DECA’s social media campaign. Owners
had the option to work with s to create a case study about their business to be used in class, thus

combining promotion with education. We were dedicated to assisting our partners in any way possi-

ble.

C. Description of the target population

Carmel, Indiana is located just 23 mﬂés north of downtown Indianapolis . The city is home to
40 corporate headquarters and 86 thousand residents 2. Due to its thriving economic environment,
the median household income is $106,0003. In 20 1z, CNN MonéyMagazine named Carmel the Num-
ber One Place to Live in America 4. Carmel is an attractive location for businesses as the large market
has a relatively high amount of disposable income and it is near the state capital, a major center of
economic activity With such a wide range of businesses comes a multitude of educated professionals.
The public relations campaign targeted members of this professional community. Specifically, we were

looking to connect with executives from local businesses that had significant experience and exper-

tise in their ficld. Many kS .
, 8 MEDIAN HOUSEHOLD INCO
of them were interest- [ :

10,000
ed in being involved

in the community;, and

Carmel DECA provid- B Sk 2 . MILES OUTSIDE |
o OF INDIANAPOLIS
ed them with a means S e

INDIANA

to share their talent -

in support of a good




cause, that is business education. We tried to match every DECA event with a business that could
provide the students with mentors for their subject. For example, we partnered with the Indiana
CPA Society who provided us with volunteer accountants to help members with the financials in

their entrepreneurship papers.

D. Description of the chapter

Carme! High School

Located in Carmel, Indiana, Carmel High School services a student body of just under 5,000
ranging from ninth through twelfth grade with a supporting staff of approximately 535, It is a part
of the Carmel Clay Schools District, which incliudes three middle schools and eleven elementary
schools. The mission of Carmel High School is “to create a positive environment in which all are
challenged and inspired to achieve their potentials.” 5 Providing a rigorous academic curriculum,
Carmel offers 34 Advanced Placement (AP) classes, 17 International Baccalaureate (IB) classes, and 29
dual credit courses through various collegiate institutions. Tn order to help students reach their full
potential, Carmel also offers numerous electives, including 22 business courses.® This strong business
department supports the co-curricular DECA prograim.

Student Resource Time (SRT)

Every other day, Carmel High School sets aside an hour and a half for a school-wide study hall
time, called SRT. Students can meet with teachers, work on homework or group projects, or use the
time to get to doctor appointments. During SRT, Carmel DECA hosts workshops, guest speakers,

competition training sessions, ete. We also use the time to plan and prepare for events.

Carmel Catfé and Market

Carmel DECA also -operates the student-run business enterprise, the Carmel Café and Mar-
ket, at its location in Carmel High Schoal. Tt was founded in 2014 as a way to provide a real-world

learning opportunity for our members. We serve lattes, frappes, coffee, tea, Italian soda, and other

R T I L A LUUNE oo F I S
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beverages, in addition to CHS spirit wear, to the students and staff of Carmel High School. All prod-
ucts are designed, made, and sold entirely by the student employees. Due to their hard work, the
Café reached a landmark of $50,000 in sales in just the first four months of operation tbis.school
year. In total, we have brought in $81,000 in revenue this year.As this is a location that caters to
thousands of Carmel citizens, we éan utilize our business to promote our corporate partners within
the store.

ifl. LOCAL MEDIA AND OTHER PROMOTIONAL POSSIBILITIES

A. Local print and broadcast media available

PRINT

INDIANAPOLIS STAR INDIANAPOLIS AND SURRGUNDING AREAS 335,303/DAY
| HILITE CARMEL HIGH SCHOOL 5,000/DAY
CURRENT IN CARMEL - CARMEL, INDIANA 31,488/WEEK
INDIANAPOLIS BUSINESS JOURNAL CENTRAL INDIANAPOLIS 50,000/WEEK
BROADCAST

CHTV . CARMEL HIGH SCHOOL CARMEL HIGH SCHOOL 5,000/DAY
#1MOST WATCHED NEWS STATION IN
WTHR CENTRAL INDIANA NBC CENTRAL iN

#2 MOST WATCHED NEWS STATION
FOX59 HAMILTON COUNTY CISION U.S. INC. WXIN N HAMI N Cot

B. Other Possible Promotional Activities
Social Media

As Carmel DECA already has both a Twitter and an Instagram account, we can use these social media

outlets to reach our partners, members, and other stakeholders. Social media is 2 new source of mar




As Carmel DECA already has both a Twitter and an Instagram account, we can use these social media

outlets to reach our partners, members, and other stakeholders. Social media is a new source of mar

Carmel DECA Website

Launched this year, www.carmeldeca.com is Carmel DECA’s new center of digital activity Members
and parents regularly view the website regarding information for competition. We can use this chan-
nel for a variety of purposes, including providing information to prospective partners, connecting

students with businesses, and promoting our partners.

Partrers Banguet

Tn order increase the sense of community between Carmel DECA and its partner organizations, we

.

would like to host a banquet in which business owners can learn more about our group and how they

can get more involved. The banquet will be free of charge for guests, and they will get the opportu-

nity to hear directly from members about their experiences with Carmel DECA.

Indionapolis Star CHTV Social Medl
Hil fte WTHR Carmel DECA Websiis
Cutrent in Carmal Foxia Foriners Bangust

indicnapalis Business Journo!

~. Media mix and rationale for media and other promotional activities

PRINT
Current in Carmel

Our partnership with the local newspaper, the Current in Carmel, provides an ouﬂet for mass pub-
licity: In July of 20713, affer DECA International Career Development Conference, the Cutrent pub-
lished an article on the success of Carmel DECA in Orlando and our plans for the following year, The

article received positive feedback and helped our chapter increase its membership from 508 students




to 604 students. In light of this, we wanted to continue recelving coverage for the events we hosted
throughout the year. After meeting with the editor, she offered to cover any Carmel DECA event
in the paper throughout the year. To kick off the caﬁpaign, We sent out a press release highlighting
the success of the Carmel Café and Market, which had recently reached 2 landmark of $50,000 in
sales. ThelCurrent published an article using the information from the press release in the following
editi;)n. As this particular organization circulates 31,488 newspapers in the 416032 and 46033 zip codes

(Carmel, Indiana) on a weekly basis, we knew our article had an enormous potential audience.?

informational Sheets for Prospective Partners

Our first partnership meeting was with the owner of a focal restaurant, MacKenzie River ?izza.
Chief Marketing Officer Jessica Deady and Vice President of Public Relations Rachel Sorensen gave
their presentation on what Carmel DECA does and how the business could get involved, but at the
end of the mecting, the owner expressed that he would have liked to have a hard copy of the infor-
mation presented. We did not have paperwork to provide. Fré.m that experience, we learned that
we needed a physical description of what a partnership entails to hand to our prospective partners,
so the Public Relations Team wrote the content for an Informational Sheet and had our chapter’s
graphic designer, Aneesh Luthra, make it aesthetically appealing. Throughout the year, we used these
handouts to promote Carmel DECA in meetings with local businesses. They explained our purpose
and what the organization had accomplished in the past, as well as what it hoped to accomplish in
the future with the help of partners. In addition, they outlined the ways in which a partnership would
benefit the lqcal businesses. Tt turned out that these handouts could serve purposes beyond these
meetings, as we took them to community events such as the Chamber of Commerce meeting and

the school board meeting,
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mdianapolis News Beat

A journalism student from Butler Univeréity, assigned to cover a story about Carmel Clay Schools,
decided to write her article on our organization. She interviewed several executive DECA members
about the success of the Carmel Café and Market as well as other projects conducted throughout the

vear. She posted the article on Butler’s online newspaper, the Tndianapolis News Beat.

BROADCAST
CHTV

We utilized our school’s television network, CHTY, to promote various events throughout the year.
One segment of the morning news show that airs every other morning to all of Carmel High School
includes a segment for in-studio announcements. This allows students to come on the air for about
thirty seconds to speak about anything they would like to promote to the school, Prior to the LEAD
Conference, Julianna Merry and Jessica Deady did an in-studio announcement to inform DECA
students about the upcoming event. Additional announcements were made to inform students about

upcoming SRT workshops.
School Board Emall wifh YouTube vidao

As described in further detail below, a few of Carmel DECA’s executive members had the opportuni-
ty to speak about Carmel DECA to the school board and several other people from the comumunity,
Ounly a small portion of the population saw the presentation live, but afterwards, a recap of the meet-
ing was sent out to all parents and faculty at Carmel Clay School; via email. It referred to Carmel
DECA’S preéentation as a part of their “Spotlight on Success” segment and included a link to the

YouTube video of the meeting itself.

Extraordinary indiana

In November of 2015 we received an unexpected opportunity to tap into a channel of broadcast me-
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dia. The film company, Extraordinary Indiana, aired an episode about the City of Carmel on PBS.
As a part of the “Quality of Life” segment, the producers came into the Carmel Café and Market to
interview the Chief Marketing Officer, jeésica Deady, and to take candid shots of the Cafe during
operational hours. The program debuted on November 20, 2015 on Lakeshore Public Television,

the PBS station with the largest potential audience, as it reaches 3.4 million households in Indiana.

“This program spread the word about the success of Carmel DECA’s student-run business enterprise

throughout the state.

OTHER PROMOTIONAL ACTIVITIES -
Chamber of Commerce State of the Schools Address

Oﬁ September 16, 2015, Carmel DECA was invited to present at the local Chamber 0{ Commerce
State of the Schools luncheon about the success of our student-run enterprise, the Carmel Café and
Market. Over 500 executives from local businesses were in attendance, The purpose of the évent was
to inform the professional community of the current status of the local schools, A student keynote
speaker was chosen from each of the school districts to highlight some of the student’s entrepre-
neurial accomplishments. Molly McGuire, the EVP of Retail Operations, was selected by the Car
mel Clay School Board to speak about the success of the Café and Market. Chard Reid, the chapter
advisor, and Jessica Deady; the Chief Marketing Officer, were also in attendance to network with
some of the business owners. Afferwards, several people approached the group inquiring how to get
involved with Carmel DECA. PuBiicity continued after the event when a picture of the VP of Public
Relations talking with the Comﬁmnity Relations Liaison from Carmel Clay Schools was published in

the Current in Carmel,

Scheol Board Meeting -
After success at the Chamber of Commerce luncheon, the Carmel Clay Schools Board invited the

students to present at a school board meeting as a part of their monthly “Spotlight on Success” por-

e
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tion of the meeting. Molly‘r. McGuire spoke again on the Carmel Café and Market. Our president,
Shakeel Zia, gave a general c;verview of the purpose and actions of Carmel DECA. Jessica Deady pre~
sented all of the ways in which the chapter was reaching out the community, including partﬁerships,
the LEAD Conference, the financial literacy promotion project, and the community service project.
In addition to the school board members, several people from the community were in attendance at
the meeting.

social Media

Social media was a huge p.art of the media mix used to

reach the professional community. Julianna Merry, our

o

Vice President of Social Media, kept our Twitter and
Instagram accounts updated with information about the chapter throughout the year. We posted
before, during, and after every Carmel DECA event. She used competitions to promote the Café,
‘We also utilized our social media accounts to promote and connect with our partners. Every time
we acquired a new partner, Merry followed the business’s page, Whenever we worked with a partner
company, we did a shout out to thank them for their help and generate publicity. Furthermore, sev-
eral executive members used their LinkedIn accounts to promote Carmel DECA and reach out to
prospective partners. We posted regular updates on chapter events and provided descriptions of our

organization. LinkedIn, as a site for professionals, catered more specifically to our target population

than Twitter and Instagram,

Pariners Banauet

In order to bring our connection with our partners to the next level, we organized and executed the
Partners Banquet to thank them for their support and inform the professional community about
Carmel DECA. Throughout the evening, our guests heard presentations from several executive

members about the chapter. During these testimonials, students shared the various projects that had




been taking place throughout the year. We assigned seats at the banquet, placing one to two DECA

- members at each table of professionals so that partners would have the Opportunity to connect per-

sonally with the students. Over dinner, students shared their experiences in Carmel DECA and how
it had made a positive impact on their lives. After attending this banquet, our partners had a greater
understanding of what our organization is really about, and because of this, signed up to mentor

more often, as well as made financial contributions toward our competition costs.

Carmel DECA Website {www.carmeldeca.com)

Just this year, we lannched the Carmel DECA website as a way to communicate with all of our stake-
holders, including members, parents, and partners. The wehsite provides information to the general
public on the goals of the .chapter, highlights some of the past accomplishments, introduces the-lead-
ers of the organization, and provides stﬁdents with resources as they prepare for DECA competition.
Additionally, the “Business Partners” tab is dedicated to prospective partners. It provides further
information on how a partnership works and links to a Google Form on which business owners can
fill out how they would like to support Carmel DECA online. The data from the form goes straight
to a spreadsheet, so we had all of the contact information and contributions of QUr partners in one

place. This spreadsheet was stored using the Google Sheets application so multiple members of the

PR Team could access it on the Internet.

Carrent in Carmel Chamber of Commerce CHTV

informationol Shoets Sechaol Bourd Meeting Youtube
fndlanapalis News Beat Sociaf Medin Extraordinary Indicna

Fartners Bangust
Cornel DECA website

V. CAMPAIGN CRGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement and job description
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PUBLIC RELATIONS TEAM

Chief Marketing Officer, Jessica Deady

Kvle Crawford
Jessica Deady
Lylg Harrison
Asrg Hussein
Grace Morchess
Julianng Merry
Amee Patel
Tim Paviovich
Tiffuny Zheng

Jessica Deady

Alex Deheer
Anessh Luthes
Molly McGire
Juiianng Merry

Jack Reinke
Kaihiryn Scolf
Quiincy Smith

Mary Voigt

Shokee! Zia

Vice Prestdent of Public Relations, Rache! Sorensen

The CMO and Vice President of Public Relations are responsible for overseeing operations that
relate to the objective of developing positive, symbiotic relationships with individuals and organi-
zations in the professional community. They coordinate partnerships by scheduling and attending

meetings with executives from local companies. After a partnership is formed, they maintain posi-




tive working relationships through constant communication with representatives from the business.
Deady and Sorensen were in charge of the planning and execution of the Partners Banquet, To reach
out to the community, they attend local events and speak about Carmel DECA. They manage the

associates of the PR Team.

|
Associate Directors of Public Relations: E
Tyler Burcon, Clark Langlois, Jock Reinke, Drew Sakeio, Sven Show, and Shakeel Tia ] y

The Associate Directors of Public Relations assisted in muitiple capacities. They helped call busi-
nesses to set up meetings, attended meetings with the VPs, and help with operational decision-mak-

ing. This team also played a significant role in preparation for the Partners Banquet.

+

Jessica Deady & Responsible for invitations, RSVPs, list of attendees, table assign-
Rachel Sorensen menis, venue preparation, and coordination of catering, center
pleces

Shakeel Zia Created nametags for guests, gathered toblecloths

Partnership Drew Seketa Designed fable numbers that were posted on each

Banquet table, created plocecards
Preperations

Evan Shaw Drinks Menu
Jack Reirtke Agendg
Tyler Burdon Signs to direct, serveware

Vice President of Social Media: Julianna Merry

ey @tz

The Vice President of Social Media played a vital role in promotion and community outreach. She
maintains the Carmel DECA Tnstagram and Twitter pages. Merry launched a variety of social media
competitions to bring customers into the Carmel Café, kept the accounts updated with information

about the chapter, and connected with our partners to help promote their businesses.
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Graphic Designer: Aneesh Luthra

The graphic designer created the Informational Sheets given out to prospective partners.

COMMUNITY SERVICE PROJECT TEAM

Sydney Clark, Annie Kozak, and Delaney Weber

The Community Service Project Team worked directly with our partner, the Ronald McDonald
House,to raise money and awareness for the organization, They coordinated the fundraising through
the Carmel Café and Market, hosted partics and meals for RMH residents, organized the Giving
Tree project, the middle school donations project, and donated their time to decorate the House for
various holidays. This team created a strong relationship between our chapter and the employees and

residents of the Ronald McDonald House.

GUIDE

Entrepreneurship Promotion Teany

Lawrg Levine, Maddie Roger, ond Carly Sorensen

The Entrepreneurship Promotion Team is responsible for organizing and executing events that pro-
mote entrepreneurship to DECA students. They planned the LEAD Conference, Cupcake Cuties,
and an SRT workshop trilogy The team works directly with the event coordinators to develop a plan
fpr the events and ensure that each committee is getting their work done in a timely manner. In plan-

ning these events, they reached out to partners from the community to obtain speakers.

Framotional Committee:

Tvler Burdon, Jessica Deody, Asra Hussoin, Groce Marchese, Syainey Clork, Anale Kogak, Tiffany Zheng, Lo Hor

rison, Julianng
This committee worked together to promote each GUIDE event to DECA students and encourage

participation. They handled all advertisements such as informational flyers, posters to hang around

the school, CHTV announcement, and social media posts. As a resule of their efforts, 130 DECA




students from around the state of Indiana registered for the LEAD Conference, all 25 spots at the
Cupcake Cuties conference were filled, and each SRT workshop catered to about 20 students every

session.

Event Volunteers:
Quincy Smith. Mary Voigt. Shakeef Zig, Juck Reinke, Licm Mounte) i Tyler Burdon, Kathrvn Scott Julianng Merry,
isabelle Cornnell Jessica Dendy, NMolly McGuire, Afex Dehecr and Anesch [ uthro

At every GUIDE event, volunteers were needed to help set up, check students in and out of confer
ences, help serve the professional guest speakers, and ensure that each event operated smoothly, At
LEAD, volunteers took: shifts checking people in, directing traffic in the hallways, monitoring work-

shop rooms, working the Innovation Idea Challenge, and serving the professional guest speakers.

.

B. Description of the campaign and documentation

FORMING PARTNERSHIPS

In order to achieve the goal of connecting Carmel DECA students with the community, the PR Team imple-
mented a plan that focused on forming partnerships with local businesses. The first step of the process was to
obtain contact information for owners, managers, or community relations directors from the companics. We
had representatives speak in front of the IB Business Management and Marketing classes for which DECA is
a co~curricular requirement, thus involving 334 of our students in the public relations campaign. ATl of these
students participated in a project for the class in which they worked with a local business to conduact research
on how lthat business operates. The students emailed their local business owners explaining how they could
get involved with Carmel DECA and directed them to our website where they could signup to serve as a part-
ner. Additionally, the PR team researched contact information for local businesses using company websites,
the phone book, LinkedIn, trade journals, and networking events,

After we had developed a list of prospective partners and their contact information, we systematically
reached out to the owners in order to set up a meeting to discuss the potential relationship. We used a direct

marketing approach to contact these executives. The PR team as well as other volunteers from the chapter at-
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tended three call sessions, each lasting about two hours. Rachel Sorensen, the Vice President of Public Relations,
wrote a stump speech for the volunt.eers to reference during their conversation with the business owner. Mem-
bers would pick a business from the list, mark it off so no one received a duplicate call, and attempted to reach
the potential partner. They gave a brief explanation of Carmel DECA and in quired as to whether or not the per
son would be interested in setting up a meeting to further discuss the partnership. If they agreed, the volunteer
would figure out a date that would work best for that executive to meet and put it on the group calendar, While
several ?artnerships were obtained using this methed, we encountered a few problems, especially because only
ten percent of the businesses called would answer the phone. The volinteers Jeft voicemails; however, owners
were less likely to call back. After a few trial runs, we discovered that email received an overall better response,
as 72% of businesses contacted emailed back and agreed to meet,

Once meetings were set, the PR team utilized 2 personal selling approach to finalize partnerships. PR
"leam members were scheduled to attend meetings with a representative from the prospective partner comp’amy.
Meetings followed a predetermined but unscripted outline and used the Informational Sheets as a reference.
‘The two PR team members would start by introducing themselves and their role in the organization. Then they
would explain the purpose and function of Carmel DECA, including a description of DECA competition, the
Café and Market, and statistics on the chapter, This led into how the local business could get involved, Obtaining
mentorships was the primary goal, but they also explained that partners could choose to be financial SPOBSOLS tO
help send students to ICDC. If the fepresentative expressed interest in supporting our group, we then direcred
them to carmeldeca.com where they could fill out a Google Form indicating how they would like to help.

Meetings served two main purposes. First, they increased awareness about Carmel DECA within the
professional community.l They also helped to establish partnerships with businesses, thus progressing toward the
goals of 100 partnerships and student-community connections. Face-to-face meetings helped establish a more
personal connection between Carmel DECA and its partners.

The two primary ways in which corporate partners could get involved were by mentoring students or by
sponsoring the organization financially. We invited these executives to speak at various DECA events throughout
the year in ozder to create more authentic and meaningful learning experiences for our members, Any financial

contributions went toward offsetting the costs of the international competition for our students. Certain levels




of sponsorship were encouraged by advertising incentives. We utilized the Café to promote our partners,

Once we formed partnerships, the next challenge in the project was to maintain positive relationships with

the businesses. One of the ways we did this was by integrating our partners in chapter activities,

INCENTIVES FOR SPONSORSHIP

Logo on sponsorship Loge on 300 Cormel DFCA Lage on 300 Carmed DECA state
poster in Cafe Stote T Shirts tshirts and fogo on 500 latte sleaves

RONALD MCDONALD HOUSE COMMUNITY SERVICE PROJECT

RMHC Mission Statement:

To create, find, and support programs that directly improve the health and welibeing of children.

The Ronald McDonald House is a foundation, that provides financial aésistance, housing, counseling,
and other medical services to families that must stay with their hospitalized children or other relatives as they
" endure lasting illness. Many families must travel hours from home in order to gain access to advanced medical
care, but with the high costs of treatment, it is extremely difficult to afford fong-term residence in hotels in
addition to reéular meals, This charity alleviates some of these financial struggles. Today, there are 349 Ronald
McDonald Houses worldwide.

Carmel DECA partnered Wﬁh the Ronald McDonald House of Indianapolis m 2014 in order to give
back to the community and support an incredible cause. Sydney Clark, Annie Kozak, and Delaney Weber
led the effort to raise money and awareness for the organization. Every year, Carmel DECA designs and sells
T-shirts to its members. T-shirts were sold for $20 apiece, and $5 from every shirt was donated to Ronald
McDonald. Additionally, the Carmel Café and Market served as an outlet for fundraisiﬁg. With every drink
order, cashiers would ask customers if they would like to donate to the Ronald McDonald House. Customers
began to join in the effort, some donating every; time they purchased a beverage. A few students came to the
Caf€ fust to contribute. Tyler Bickle, a Carmel High School student and frequent Café customer, remarked,
“Ijust think that this is a really great thing that the Café does. The Ronald McDonald House is an awesome
organization, and it’s so cool that our school does so much to help them out.” Carmel DECA was able to raise
over $6,000 for the Ronald McDonald House of Indianapolis.

We also organized three holiday parties for the families currently living in the House: one at Hallow-




een, one at Thanksgiving, and one at Christmas. DECA volunteers made festive
RMH Indiana Has

treats and led holiday crafts for the kids. The events brightened the days of people serviced over 35,000
families from every

who were going through extremely tough times as they were dealing with the se-  county in indiana.

sous illness of their loved ones. All in all, Carmel DECA served five meals at the

Ronald McDonald House. In the spirit of the giving season, the Community Service

Project Team hosted the Giving Tree project in our Café and Market. After contact-

ing RMH Chief Operations Officer Beth Johnson, we compiled a wish list from the Original focation

on lUPUI campus in
downtown
indianapolis

children living at Ronald McDaonald House. During the holiday season, we put up
a Christmas tree in the Café, decorating it with ornaments with a gift written on
each. Carmel High School teachers could take an ornament off the tree and buy the

gift, receiving a coupon for a free coffee in exchange. These gifts were wrapped and

brought to the RMH children at the Christmas party.

To further involve the community in the Ronald McDonald Service Project, we organized Star Wars pin
sales at the local movie theater, Flix Brewhouse, anda Book, Garme, and Movie Drive at the three Carmel middle
schools. With all the excitement surrounding the release of thé new Star Wars movie, we utilized this opportu-
nity to raise funds for Ronald McDonald. We gave 800 pins to the business and instructed the ticket salesmen
on how to sell the pins dnd simultaneously educate customers on what they were supporting by purcha;c;ing the
product. By the end of the project, all 8oo pins had been sold. To involve the middle schools, we hosted a com-
petition among the grades of the three middle schools to see which class could bring in the most donations, all

of which went to the House.

SRT WORKSHOPRS
Monico Nelson, oz

CPA Day

On November 30, 2015, we had accountants from five of our corporate part-
ners come into class to work with students individually on the financials for

their DECA papers. All of the CPAs were a part of the Indiana CPA Soci-

ety, a group that also takes a role in the promotion of business education,




100%

said that their DECA
paper improved after
the cansultation,

100%

said that the CPA pro-
vided knowledgeable
advice for the finan-
cials in their DECA

paper.

particulatly in the financial arena. Each group signed up for a fifteen minute consultation with one of the
CPAs. Many of the entrepreneurship events require a thorough set of financial statements, often created from
hypothetical data. A majority of students do not have the background in accounting and financial planning to
accurately cteate these statements. CPA Day was meant to resolve this issue, integrate Carmel DECA with the
professional community, and give students the opportunity to gain more knowledge about an traportant business
skill: finance. Throughout the day, 27 groups had the opportunity to meet with the accountants, The GPA Society
also provided us with financial magazines geared towards high school students. We passed these out to the par-
ticipants as a way to promote financial literacy, as well as the efforts of our partner. To measure the effectiveness
of CPA Day, we had the participating students fill out a survey. Through CPA Day, 5 of our corporate partners

became more directly invested in the work of our members.

GUIDE Tritogy

The GUIDE Team organized a series of three workshops during SRT (school-wide

Corof Giltian
study hall) for DECA members, The first workshop was about university business Hor ity
. ] Davi] Klain
programs, because this would be the next step in our students’ career. Entrepreneur Zing! Crve

Mark Boger
Franile:

ship and franchising were the focus of the second and third workshops, respectively;

because many students were doing projects with emphasis on these two topics.

Fartner Mentorships

In addition to the workshops set up by GUIDE, other corporate partners came in to mentor stu-
dents during SRT. We strategically chose partners with expertise in the various DECA events so that
everyone would have access to a professional mentor. Working one-on-one with businesspeople from
the real world helped students gain the knowledge and skills needed for success in DECA competi-

tion, as well as skills they will need in their later careers.
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GUIDE CONFERERCES

LEAD Conference

'The LEAD Conference was organized by the GUIDE Team as an interactive way to introduce the LEAN
Business Model to Indiana DECA. The goal was to help students achieve an entrepreneurial mindset and
develop leadership skills, We invited chapters ffom around the state of Indiana to attend the conference.
Located in the center of the state, Carmel was an ideal place to bring all of Indiana DECA together.

GUIDE worked with the business departmeat at our high school as well as other DECA programs in In-
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diana to créate the most useful currieulum for the event Tn orderto nake T

SRR P
SEUTYLATROS, st
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possible, we had professional guest speakers from avarietyoitac

Sy

businesses lead workshops throughout the day o thetoies Frore che LEAN -

Business Model. These guest speakérs were drawn form parters we developedida ;ﬁ-dm} Wiese

AndErson Dntvarsity
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we also organized athe'*innovatmn Idea Cha]lenge {IIC) msplred by +he: DF e J\

Idea Challenge. “This pOI‘thIl of the conference alléwed students. i mrriprta FI

a Shark Tank-like:environment with their ideas fo _..;;;mduct-‘ﬂt abgsigess, Thew o

PR Team gatheré:ﬁ;iéa group of professional judges from var },’__ﬁ?(—fﬂﬂ_'— ofcorpotate.. «
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partners, as well a5 Carmel High School business tanciieis, mo i

ment-style comp_etition.
On Octobei: 24, 2015, Carmel DECA opered its dbors to o stuui—-z;i*i‘ pars

ticipants frorn around the state of Indlana After.the opening sesston;: mgdeu:ffs

‘,‘7\
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broke off into theirrespective workshaops. Therewere.fm:&s'-t:'c}‘tf;rt‘i':}m'.fhrc:n{mgiwﬁt"' o

the day. Each rotation hosted two options for 1 workskapandihe prelimiging. . . ..
rounds of the 11C. The IIC operated in five dilfSrentwooms duvivg att fousaf > -
the rotations. Students received ten minutes to pitch their business idew to-che. . -

judges and five minutes for expert feedback.

fmes s e
Cupcake Cuties: Women’s Empowermeni’ Conference lerrold Hoehstedien

On November 7, 2015, the GUIDE Team hosted Cupcake Cuties at @ ior dl | Jeremy Hochstedler:

female-owned business: the Flying Cupcake The: ronfemnce was.open tw, - Julie Kozok

all Carmel DECA students, but as the emphasis was on. Womenq empw&fe:r

ment, a majority of the 25 attendants were female. Katie Drury, the awnenof

the Flying Cupcake spoke about her entreprenennal snecess stouy Om' orhm
guest speaker was Deb Meyers from the Women Like Us Foundatmn, 2 gx:oup

that promotes women'’s empowermerit to: ‘young people. The event helped in:

the development of busmess skills for our students and qlmultan eously creat- .

ed publicity for the organizations that assisted with the rnﬂfermce
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_PARTNERS BANGQUET
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Onjanu.a'ry‘ 13, 2016, Catmel DECA hosted the first ever Partners Banquet. We invited the corporate

partners that we had accamulated throughout the year to join some of DECA’s executive members for a for-
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the professional community. We chose to host the event at Carmel High School for several reasons. First of

all, we would be able to serve beverages directly from the Carmel Café and Market. Also, the school provides

an excellent catering'service that we utilized for cost effectiveness and logistical efficiency. On December 13, -

we sent out formal invitations by snail mail to all of our corporate partners, as well as members of the com-

munity that“hadl assi.sted our organization througi;xouf the year such as the Carmel Clay School board and the
CarmellHig;h Schéol administratién. Prior to the banquet, we had a training session for the managers that
would serve as waiters and the executive members that would be sitting at the tables with our guests. We
placed an é;ﬁphasis on the importance of friendliness and hospitality.

On the evening of the event, each table was sef up with a number on a stand, formal placecards for

each seat, glasses of water, agendas, menus, and a stack of partnership flyers. At 6:30, representatives from

- our partner companies started to arrive. A group of our executive members greeted them at the door to check

~ them in, handing them a nametag that indicated their company and the table to which they were assigned.

After fifteen minutes, the program began. As Jessica Deady and Rachel Sorensen did brief introductions, our
managing staff at the Café and Market came around to their assigned tables to take drink orders.. The manag-
ers served as waiters throughout the evening. Then, the guests were released to the buffet to get their meals.
Each table was seated so that one or two DECA members were with a group of partners. We encouraged the

guests to ask these students about their experience in Carmel DECA so that they could get a more personal

" introduction to the organization. Once people began finishing dinner, we kicked off the remainder of the pre-

sentations with a Carmel DECA promotional video, created by Julianna Merry and Kyle Crawford. The rest of
the program consisted of speeches from executive DECA students and our advisor, Chard Reid. Our partners
left the Ban‘quet with a better understanding of the orgém'zation they were supporting. The event brought to-

gether members of a professional community; uniting under the common objective to educate fiture business

leaders.

bk




C. Estimated impact on the target population

4% GUESTS ATTENDED THE PARTNERS BANQUET

Our guests had the opportunity to learn more about the organization they were supporting through personal
conversation with the students seated ét their tables as well as speeches from executive members. We were able
to highlight our accomplishments as an organization and thank them igor all the help they had given in the pro-
cess of aéhieving our goals. |

29 MENTORS FOR SPECIFIC DECA EVENTS

Representatives from 21 business partners came in during our SRT time throughout the year to help students
prepare for their respective events, These partners became directly involved and invested in the work of the
students. We made sure to inform every mentor of how the students that they worked with performed at com-
petition. Carmel DECA was able to unite with these mentors under the common cause of educating our future
leaders,

12 LEAD CONFERENCE WORKSHOP LEADERS

These g partners had the opportunity to be a part the first ever LEAD Conference. They got the chance to share
their knowledge and experience with a group of students, simultaneously promoting their organization. Many
of our partners expressed that they thoroughly enjoyed being involved in the community through the LEAD

Conference, because as one partner stated, “We are helping to educate our future business owners,”
2 SPEAKERS AT THE CUPCAKE CUTIES: WOMEN'S EMPOWERMENT CONFERENCE

Partners Katy Drury and Deb Meyers expressed to the GUIDE team how extremely impressed they were with
the organization of the event and that they thoroughly enjoyed leading the discussion over a controversy that is
so relevant in today’s socicty. They liked it so much that they have already volunteered to speak at the Women’s

Empowerment Conference in the spring.

1 RONALD MCDONALD HOUSE

Our work with RMH Indiana was extremely rewarding for Carmel DECA, but more importantly, for the organi-
- zation that does so much to help families going through difficult times. One resident described the community
service project as “a beacon of light.” The team did so much more than surpass their goal of raising $5,000. They

donated their time to help RMH carry out their mission of improving the health and wellbeing of children.
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Through our use of media, our partnership meetings, and Carmel DECA events, we were truly able to
spread the word about our work to a majority of the community. We estimate around 20,000 impressions
made from our media mix to the general population in our geographic area, which inciuded a portion of
our target population. We were able to more directly approach members of our target! population through
our partnership campalign, including meetings, community events, conferences, and mentorships, This
strategy of taking a more direct pathway to individuals in the professional community made an estimat-
ed 1,000 impressions. While the quantity of these impressions was significantly less, the quality of these
impressions outweighed that of the media mix, because it was these impressions that led directly to cor-
porate partnerships. 47 partnerships were formed as a result of the Commuuinity Connections Campaign,.
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V, EVALUATION AND RECOMMENDATIONS

.A. Evaluation of the process

WHAT DID WE ACCOMPLISHY
WHAT MISTAKES DID WE MAKE IN THE PROCESS?
WHAT ARE SOME THINGS WE DID WELL?

MEDIA MiIX ; - :
1. GOALS ACHIEVED

v ESTABLISH A STRONG PRESENCE TN A VARIETY OF MEDIA QUTLETS.

¢ ATTEND AND HOST COMMUNITY EVENTS TO NETWORK AND
PROMOTE THE CARMEL DECA MISSION,

Through publicity in local print mediums, television broadcasts, and digital media, we were able to create more
awareness about the Carmel DECA organization throughout the general population of the Indianapolis atea. To
reach, our target market specifically, we attended and hosted events that catered to the professional community.
Our media mix helped increase recognition and support for Carmel DECA and highlight our members’ accom-

pﬁshments, which was particularly beneficial throughout our campaign to acquire corporate partnerships.

2.

One of the promotional channels in which we were lacking a presence was broadcast media. While we did uti-
lize our school’s network and appeared in a‘ couple segments, we could have expanded our potential audience by
working our way onto radio and additional external television broadeasts. Some outlets that might be beneficial
for the future are WTHR, the most-watched television network in Central Indiana, or 92,3 WT'TS, a radio

station that broadcasts in our area.
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3.
One of our biggest strengths in regard to the media mix was our partnership with the Current in Carmel. We
received asneeded coverage for our events as well as the ability to highlight and promote our relationships with

OUT COrPOrate partners.

FORMING PARTNERSHIPS
1. GOALS ACHIEVED

¥ CONNECT DECA STUDENTS WITH PROFESSIONAL MENTORS THAT CAN SHARE THEIR EXPERTISE _
AND EXPERIENCE TO HELP MEMBERS PREPARE FOR COMPETITION

While we did not achieve our goal of 100 corporate partners, we were able to develop a strong pool of bﬁsi—
nesses and ?rofessional mentors that were enthusiastic about supporting Carmel DECA and its members. Our
students had access to business leaders from the community that provided invaluable experience and expertise,
We were also able to support local business as we generated positive publicity for our partners.

2,

Initially, we were aiming for quantity of partnerships over quality of partnerships. Instead of carefully selecting
who we would choose to partner with, we were sitting down to meet with any business that was willing. Once
we realized our mistake, we redirected our focus to forming partnerships that could substantially contribute to
our mission. While we did not form the 100 partnerships that we first set out to obtain, we were able to form
47 quality partnerships and had time to work with all of them.

3.

A strong point in the Partnership Campaign was our strategy of meeting individually with businesses as we were
trying tO: obtain partngs'rs. "The meetings allowed hoth the members of PR team and the prospective partners to
be introduced personally. We were able to explain the organization and answer any questions. Additionaily, the
partnership flyers we provided covered all the information we discussed in meetings, so people could refer back

to the handouts later.

PARTNER-INTEGRATION EVENTS = P— , : : :

GUIDE CONFERENCES, SRT WORKSHOPS, RONALD MCDONALD
HOUSE COMMUNITY SERVICE PRCJECT, PARTNERS BANQUET
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1. GOALS ACHIEVED

v CONNECT DECA STUDENTS WITH PROFESSIONAL MENTORS THAT CAN SHARE THEIR EXPERTISE
AND EXPERIENCE TO HELP MEMBERS PREPARE FOR COMPETITION

/ ATTEND AND HOST COMMUNITY EVENTS TO NETWORK AND PROMOTE THE CARMEL DECA

RAICCIN N
LY
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Thrt;jugh the various events hosted throughout the year by our chapier, we were able to successfully integrate
the partneré we had formed in the Community Connections Campaign with our chapter’s activities. Profes-
sionals became more directly invested in the work of our members. Corporate partners had the opportunity
to get involved with the Communitj;r, help educate future professionals and generate publicity for their business
especially among the high school market., Additionally, our partnership with the Ronald McDonald House of
IndianapoH§ allowed our members to experience the philanthropic side of business and take time to volunteer
for the benefit of a greater cause.

2.

One of the things that we could have improved about this aspect of our campaign was the timing of the events.
Some events, expecially those geared towards improving member’s papers, should have taken place closer to the
beginning of the year so that they would have had the needed information going into the project rather than
having to edit their content after the event.

3,

A strength of this component of the project was the wide vatiety of events offered. We found a place for every
corporate partner to be involved. Whether they served as guest speakers, mentors, or financial sponsors, we
were able to integrate all of our partners m our chapter activities, maintaining positive relationships.

B. Recommendations for future campaigns

Establishing partnerships can be a difficuit process. Contact past partners over the summer to inquire as
to whether or not ;they would be interested in continuing a partnership with Carmel DECA. Then, start
contacting prospective partners as soon as possible. Create awell thought out plan in order to do so. Also,

one of the mistakes we made was going for quantity of partnerships over quality Look to meet with o

ganizations that have something unique to offer and foucs on forming stronger relationships with these

select businesses.

Tt
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Utilize LinkedIn to build 2 network of professionals in the community by creating a Carmel DECA account
that members and partners can join or follow. Frequently update the page with information about the chap-

ter’s activities.

T - marrnmtler s tlhn s el T O T A T a0 4TI A
I¢ Lampaigns, we arc currently in TG PLUOCESS UL pualiiiing sO0 VANC] L/EALA L, & Siuplinied UEUA

program for the three middle schools in our city. The kids will compete at our high school. Qur corporate
partners will participate as judges for the event. This is a way to further involve the professionals from part-

ner businesses in the work of our chapter,

Involve the community in the Ronald McDonald House project. We enjoyed serving such a wonderful cause,
and we would like to offer that opportunity to people outside of Carmel DECA as well. In the future, we will
educate people on what RMH does for families and encourage them to get involved. Also, our members learn

alot about for profit businesses through DECA; however, there is almost no emphasis on nonprofits. We will

use the project to teach our membess about the functions of organizations like RMH.
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I. EXECUTIVE SUMMARY

Passion:

As the worldwide death toll rises, addiction continues, loved ones are lost, and change .
becomes necessary. Every year, the number of drug related deaths is growing and has surpassed
the amount of deaths caused by cars and guns combined. Granted, even though this epidemic is
becoming more widely known, no news article can prepare you for the shock of realizing your
closest fijend and support system has overdosed on heroin. In the summer of 2016, Chad
Rutkowski, a 25 year-old college student and also a cousin to our DECA team member Lauren
Zimmerman, was rushed to the hospital while experiencing a seizure in the back of an
ambulance. He has since been battling MRSA and Hepatitis-C in the hospital for 3 months after
coming out of a drug induced coma. Most recently, his parents have had to take out 2 mortgages
and had to file for bankruptcy to pay for his rehabilitation. Even though Chad has seemingly
escaped death, his overdose was just an addition added to a long list of cruel statistics regarding
this drug epidemic that is all too common.

Campaign Theme and Goals:

Although Chad has become the motivation and passion behind this campaign, he is only
one of too many horror stories impacting us personally and our community. Our group
developed the theme: Knowledge is Power: What you DON’T know about drugs CAN hurt you.
Furthermore, we focused on three goals below:

.;:Awareness----'-, R

. Ralse aAWareness of the serious and rampant drug epldermc in West
Bloomfield

. Educate the West Bloomﬁeld commumty about the dangers of
substance abuse and inform them of the help that is available

. New drug educatlon and prevention programs at the two West
Bloomfield middle schools and West Bloomfield High School

Target Market:
To capture as many members of our community, we separated our target market into two
groups shown below:

Primary: West Bloomfield High School students, parents, faculty, and administration

Secondary: | West Bloomfield Township community and other schools in the surrounding area
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Implementation:

First, we needed to gather information about the current drug use at West Bloomfield
High School (WBHS). To do this, our team developed a survey that was emailed to students.
This was a complicated and time consuming process because both the WBHS administrators and
the West Bloomfield School District (WBSD) administrators had to approve the survey.
Regardless, we gained valuable information that helped guide our project. Such as 34% of the
students surveyed said that they have been offered hallucinogens, narcotics, or intravenous drugs
and that the second leading place where students got alcohol was from their parents. These
responses confirmed our idea that not only students needed education, but also adults and
parents.

Using results from our survey, we contacted the Greater West Bloomfield Community

Coalition (GWBCC). The mission statement as it appears on the GWBCC website is;

“To build community partnerships to reduce high risk behaviors including alcohol, tobacco, and
other drug use, to help ensure that our youth may grow to their greatest potential.

Brandon was the first team member to have a meeting with Ms. Lisa Berkey, Executive
Director of the GWBCC, and Ms. Lisa Kaplan, Program Coordinator for Henry Ford
Maplegrove Community Education. Brandon discussed the project idea and how to implement it.
Following Brandon’s initial meeting, we planned several more meetings. After these meetings
with Ms. Berkey and Ms. Kaplan, we knew that we folind the perfect organization to help us
achieve our project mission. Together, we developed three different events outlined below:

Local Media and Promotions Used;

Our team utilized various forms of media and promotions. First, Brandon and Zachary
designed a poster for our events. This had to be revised several times-due to added sponsors and
requirements from the GWBCC. After the flyer was approved, Brandon emailed it to area school
districts, community organizations, and local news stations and asked them to add the flyer to

2



) IS (hcir website and post the event on their
wesToLOOMpELp | community calendar. We were fortunate to have
our event posted on the WBSD website, the
Farmington Public Schools (FPS) website, the
GWRBCC website, Civic Center TV events
calendar, 89.3 FM community calendar and
WXYZ-TV 7 “Around Town” calendar. Our
T flyer was also emailed by several organizations
LNOWLEDGE IS POWER: including WBSD, FPS, and the GWBCC.
ST You DENTT Ko AbcuT DnuS In addition to websites, our event was
i " posted on multiple social media platforms,
P — Facebook, Twitter, and Instagram, by multiple
different accounts, It was posted on Brandon, Zachary and Lauren’s personal social media, and
posted by the WBHS Business Academy Facebook, Twitter and Instagram, the GWBCC
Facebook and Twitter, the WBHS Facebook and Twitter and the FPS Facebook and Twitter. Our
panel was also featured on Civic Center TV’s “The Splash” during the community events
section.

Impact:
Following our events above, our team was interviewed by a reporter from Civic Center

TV about our project, how we developed the idea and explained why we chose to do these three
events. Our interview aired during their prime-time show “The-Splash.” Our team was also
interviewed by Spectrum, the student newspaper at WBHS, and an article was published on their
website about our panel and the impact it had on the WBHS community. Our team was also
asked to attend the January, 2017 WBSD Board of Education meeting. At this meeting, WB SD
Superintendent Dr. Gerald Hill and school board member Mrs. Carol Finkelstein recognized our
tearn and the events we hosted and then she presented the “Stars of West Bloomfield award” to
our team. After the meeting, Dr. Nelson Hersh, the WBSD school board President, spoke with
our group saying:

“This project motivated the school board to develop more substance abuse education

throughout the school district.”

Conclusion:

Due to the overwhelming support of the WBSD
Board of Education and administrators, we are confident
that our events will have a lasting impact. In planning for
next school year, the administration and staff are
discussing a similar informational panel to reach an even
larger portion of our student body, parents, and
community members. This event was a stepping stone in
the fight against substance abuse. Each of us, as
individuals, plan to continue to be involved in education
and fight this epidemic; both in college and in our future endeavors.




II. CAMPAIGN THEME OR FOCUS

A. Statement and description of the issue to be addressed

Across the nation, there is an epidemic arising. Within Michigan in particular, as drug
and alcohol related deaths rise to record heights, it seems that not enough is being done to
counteract this epidemic. For instance, “Recent statistics from the Michigan Department Health
and Human Services show heroin overdose deaths in Michigan increased from 271 in the four-
year period of 1999 to 2002 to 728 between 2010 and 2012.” Consequently, from this epidemic,
most people know someone who has been affected in some way.

| This substance abuse epidemic in Michigan, and specifically in the metro-Detroit area,
affects most teens and young adults. Some feel the need to experiment with drugs to get their
parents attention, have a good time, be socially accepted,-or to numb the pain of tragedy and
challenges in life. However, very few people ever realize the consequences of their actions until
it is too late. This cycle of self-destruction appears to be happening in most cities. It is not just
prevalent in low-income areas, but also in areas where adolescents have the disposable income
and the stress to perpetuate their drug addiction.

Moreover, education is lacking on the matter of drug use and alcohol consumption. In the
WRBSD, anti-drug curriculum courses cease to exist after elementary school, and only resurface
for half a semester during 9th grade. This is a huge problem as this epidemic begins in the
teenage years. More specifically, it begins during the summer between eighth and ninth grade
according to Beaumont Health System professionals. This huge problem can often carry into
adulthood, if the victim makes it that far, creating a maelstrom of problems and pain for all those
involved with the victim. Because of this, we have created the Public Relations Campaign called

“Knowledge is Power: What you don’t know about drugs CAN hurt you" and joined forces with
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the GWBCC, Henry Ford West Bloomfield Hospital, Henry Ford Maplegrove Center, Beaumont

Health System and the West Bloomfield Police Department (WBPD). Each of these associations

has strong influences, support and visibility within our community and specifically our

community's youth. Below is a table outlining each organization and their unique focus:

Organization

Purpose of Joining Forces:

GWBCC

Assisted in creating our panel, and financially
sponsored the Prescription Drug Lock Boxes
distributed at our informative panel event.

Henry Ford West Bloomfield Hospital

A nationally recognized hospital with support
services and the nation’s leading doctors. This
hospital has, and continues to have, many patients
who are treated for drug related injuries and drug
overdoses.

Henry Ford Maplegrove Center

A drug addiction help center located within West
Bloomfield that helped sponsor our informative panel
event due to their lon gstandmg relationship in the
community and knowledge with this issue.

Beaumont Health System

Michigan’s largest health care system with eight
metro-Detroit hospitals, over 150 health centers and a
staff of over 40,000. This health system has seen
increases in drug overdoses and deaths each year for
the past 10 yeats.

WBPD

Making sure that teens know the consequences if
caught using, or in possession of, alcohol or other
drugs. WBPD also has real-time data about the drug
epidemic in our area. They are very concerned,
involved and actively want to help solve this
epidemic.

B. Rationale for selecting the issue

We selected this issue because we noticed an increasing number of news articles and

classmate stories relating to the use of substance abuse and the effects they had on students. Most

influential in selecting this issue were the stories of close friends and family members that were

A
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affected by a drug or alcohol related issue. This especially ilad a direct and personal impact at
WBHS because last year there were four suicide deaths; three students and one teacher.
Everyone at WBHS was traumatized. This was one of the major reasons that we started this
campaign. We did not want students’ drug use or alcohol consumption to increase after these
suicides as statistics would suggest.

Another reason we started this project was because this issue affects one of our very own
team members: Lauren Zimmerman. Lauren’s driving force is her cousin, Chad. Chad went
from being a star hockey player to the reason for his parent's bankruptcy and depression after
three near death experiences with heroin overdoses. Currently, Chad is in the hospital suffering
from MRSA and Hepatitis-C from intravenous drug use. While Chad’s story is what makes this
horrific issue so personal for Lauren, we all know someone affected by this epidemic whether we
realize it or not. 7

As stated before, more and more news stories are emerging about teen deaths due to
substance abuse, including alcohol. In May, 2015, three teens were killed at Stony Creek Metro
Park because of high speeds and alcohol consumption. It was reported that five teens were in the
car and all of them had traces of alcohol in thejr body. The driver of the vehicle had a .08 blood
alcohol level, according to Macomb County law enforcement officials. According to the Detroit

Free Press, “one of the teens used a fake Ohio ID to buy beer at a Shelby Township party store.”

A more recent incident occurred this past summer. A teen drowned in Middle Straits

U e

Walled.Lake

Lake in West Bloomfield Township. According to

the WBPD, there were indications that the teens had & Consolidated Schools
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been drinking alcohol. The teen did not attend West

News Article - District mourns logs of
Bloomfield Schools, but lived in West Bloomfield student




Township. In a statement from the student's school; Walled Lake Consolidated Schools, the
student that drowned will be remembered as “A well-liked student who performed in sevel-fal
musicals and dramatic productibns and was an integral member of the Walled Lake Central High
School family.”

While the overall consumption of alcohol in teens ages 12 to 17 is down, it still continues
to be a large problem. According to the Foundation for Advancing Alcohol Responsibility, 7.7
million people, in the age range of 12-20, have reported current alcohol consumption. This is
about 20% of the population where alcohol consumption is still illegal. Alcohol also plays a key

role in the three leading causes of death in youth:

Death

This is a serious problem that does not seem to be going away or decreasing, We hope to
reintroduce, and update, prevention programs in order to try to decrease these statistics.

C. Description of the target population (such as comumunity, school, etc.)

To help bring awareness and education about the substance abuse epidemic occurring in
West Bloomfield, and the surrounding communities, the DECA Chapter of West Bloomfield has
organized the Public Relations Campaign “Knowledge is Power: What you don’t know about

drugs CAN hurt you.” With this campaign, the primary target market was the WBHS students,




faculty, and parents. The secondary target market was others in the immediate community that

attend WBSD middle schools, private schools, or surrounding school districts, as well as various

news outlets. The chart below demonstrates a breakdown of our primary and secondary target

market:

Target Population

Primary: WBHS students,
faculty and parents.

WBHS has over 1,700 students enrolled, with over 100
staff and faculty members

Students age range is 13-18 years old

Actively engage, educate and inform students, staff
faculty, administrators and parents to help malke this
campaign long-lasting.

Secondary: Others in the
immediate area attending
WBSD middle schools,
private schools or other area
school districts.

Abbott Middle School and Orchard Lake Middle School
(WBSD middle schools)
Contacted area school/districts including:

o Bloomfield Hills School District (BHSD)

o Walled Lake Consolidated School District

(WLCSD)

o Farmington Public Schools (FPS)

o Orchard Lake St. Mary’s Preparatory
Various media outlets received our flyer and event
information

West Bloomfield Township, where WBHS is located, is considered a very affluent area.

The average income in West Bloomfield is $90,317, and over 50% have earned, at least, a

Bachelor's degree. Approximately 77% of the population is white, 11% is African American, and

8% is Asian. This defies the stereotypical location for a drug epidemic. But
the community’s youth, on average, has disposable money from parents to
spend on whatever they choose, and some choose substances that have a

- negative impact on them.

At WBHS, there is a student population of 1,770. Within the WBSD, serving over 5,500

students, there is already an anti-drug campaign implemented. But, unfortunately, the program is

8




only implemented in the school district's elementary level. The program is called “Kids in
Charge” which is organized by the GWBCC. Although this is an outstanding program and is
proven to be effective, it does not continue in either of the middle schools or at the high school.
This is concerning because according to the Teen Rehab Center, “approximately 11% of all the
alcohol consﬁmed in the United States is consumed by 12-20 year old teens and young adults.”
This statistic is a stronger reason as o why WBSD student’s education on the hazards of drug
and alcohol abuse must continue after elementary school.

Concurrently, our target market of high school students was chosen because of their age
group as this is the stage where students become stressed with school, standardized tests, spoxts
teams, relationships, and their future career. For instance, this 1s the time when students are held
accountable for their academic performance and also may begin to fail classes. Also, in high
school, the pressure of ACT and SAT testing begins as well as goflege admissions.

L. LOCAL MEDIA OR OTHER PROMOTIONAL POSSIBILITIES

A. Local print and electronic broadcast media available
Local print available:

There are a variety of both print and broadcast media available in both West Bloomfield
Township and WBSD. The West Bloomfield Beacon, a local newspaper distributed weekly
throughout the Greater West Bloomfield area, comprised of West Bloomfield Township,
Orchard Lake Village, Keego Harbor and Sylvan Lake cities. This newspaper features local
stories, sports, and township events happening in West Bloomfield and the surrounding cities.

In addition to the township print media, WBSD and WBHS have their own newspapers.
The WBSD distributes a quarterly newspaper called The Laker. The Laker is inserted in the West

Bloomfield Beacon and is distributed throughout the city and surrounding cities. The Laker




features stories about the different events and news happening within the school district. At

WBHS there is Spectrum, an online student newspaper. Spectrum features stories about WBHS
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news and events, written by WBHS students. oot . el Mot
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productive way to promote our event because many students, teachers, administrators and
community members read Spectrum
Broadcast media available:

Focusing more on broadcast media, there is a plethora of outlets. West Bloomfield
Township has its own public access TV
channel, Civic Center TV 15. This broadcasts
to subscribers who have either Xfinity, AT&T
U-Verse cable, or an internet connection via the

fen Zimmerman ) : . .
e Nt Bloom e lgh Schaol , : online stream. WBSD also has its own public

access TV channel, WBTV 19, and also its own
school district radio station, 89.3 WBLD-FM. We were interviewed by Civic Center TV
reporters before and after our event. We discussed our project, why we chose substance abuse as
our topic and what we wanted the audience members to leam. Civic Center TV also recorded our
event and it is currently airing on the channel and available online. In addition to being

interviewed, our team aired informational Public Service Announcements (PSAs) to inform
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people about the drug epidemic in our area and to promote our event. ‘WBHS also has morning
announcements called “Lalker Update.” These announcements are streamed online. All teachers,
in their classrooms, have a “Promethean board” which is an interactive white board, so all
students could watch it. Our event was featured during their community events update.

B. Other possible promotional activity(ies)

seace BIAT B -0

Social Media:

Farmington Public Schoals added a new

Tn addition to utilizing print and broadcast media, ~ #5 photo.

Jannary 4 - A

our team used social media to promote our events. This
KNOWLEDGE IS POWER:

WHAT YoU DON'T KNOW ABCOUT DRUGS

included Facebook, Twitter and Instagram. Each of our __ GAN HURT Yau

team members has their own social media account where
Please Jaln s for this FREE PROSTHAM ti leam miort ahingt subulance
bz i yulss e comistnity]
Wedneiday, Januzry'

we posted our event. We also sent our flyers and event 199130

Wt Hlgammficld JEigh School
4925 Orchand Lake Rd
West Meamflctd 514, 48312}

information to Mr. Patrick Watson, WBHS principal, and ek A
Ms. Julie Zalla, WBHS teacher and DECA advisor, so
they could post the information on theix individual social B
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media. In addition to WBHS, our event was posted on the Wiile a comment..

GWBCC social media and FPS social media.
Email:

Equally as important to social media, our events were mass emailed by several
organizations including WBSD, FPS, BHSD, GWBCC, and WBHS Counseling, In addition to
the mass emails, each member personally invited members of the WBSD administration, the
WRSD school board and a West Bloomfield Township official. Dr. Mara Hoffert, Associate
Principal of WBHS stated, “This is a great event and I am so happy that you are part of it. I am

t

looking forward to attending. Thank you for inviting and thinking of me.’
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WBHS Marquee

Our event was featured on the WBHS
marquce. The marquee i in front of WBHS
prominently on Orc;l‘lard Lake Road, a major

thoroughfare in the area. It was on the marquee . West Bloomfield
S gh School

for over a week with an estimated viewership of

14,000 people per day, according to the Southeast

Michigan Council of Government (SEMCOG).
Flyers

We posted flyers throughout WRBHS, as well as Abbott and Orchard Lake Middle
Schools. The flyers had our event information as well the sponsors. We posted flyers from the
Michigan Department of Health and Human Services (I;Ai)HHS). These flyers featured statics on
sybstance abuse, as well as treatment centers.

C. Media mix and rationale for media and other promotional activity(ies)

Relow is a table of our media mix and rationale for each, as well as other promotional

activities.
Media Mix | Rational Estimated
Metrics
Print Media | This was the most effective way to reach our secondary target market as 70,000 +
the Beacon and Laker are distributed on. a weekly or quarterly basis.

Broadcast This was the most effective way to target people who do not directly live 30,000 +

Media in West Bloamfield. Civic Center TV, WBTV 19 can be viewed in
surrounding communities on cable and 89.3 FM which can be heard
throughout the area.
Social This was a successful way of targeting our primary target market, as many | 12,000 +
Media students and staff members at WEBHS use social media,
Email This was a successfol way to reach a large andience quickly. 17,000 +

12




Marquee This was a successful way to communicate to people who were drivingin | 14,000 +
our community who may not have any connections to WBSD or West
Bloomfield Township.

Flyers Flyers were another tool we used to communicate and inform students, 19,000 +
faculty, administrators, and visiting guests.

IV. CAMPAIGN ORGANIZATION AND IMPLEMENTATION

A. Organizational chart, member involvement and job description

arkin
B WBHS Actlvitie

Each DECA team member in this campaign was equally involved in roles and
responsibilities. We each took a role as a specialist in either communications, advertising or
research, in this Public Relations Project. With an effort from not just us, but also our DECA
advisors, the GWBCC, the DECA chapter, our fellow student body, and the staff, this public
relations project would not have been as successful. Below is a detailed description of each team
member’s role in this project:

Brandon Crawford:
Brandon was our communications specialist. He communicated and maintained strong

contact through emails and meetings, with team members, WBHS administration, GWBCC, and
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fhe different sponsors of our events. This was one of the many keys to the success of our project.
Without communication, none of our events would have been possible. Additionally, Brandon
interns at Civic Center TV which was extremely beneficial to our project. Brandon also emailed
different school districts and community organizations to ask if they could include our event on
their website and social media. In addition to communicating with sponsors and group members
about our events, Brandon was responsible for communicating with the WBHS and WBSD
administrators regarding our survey. He needed to ensure that the survey was school appropriate
before it was emailed out. Then, he communicated the information about the survey, distributed
it, and then calculated the results.

Zachary Crawford:

Zachary was our advertising specialist. He maintained contact with WBHS teacher and

Jn

student activities director, Mrs. Ashleigh Larkin. Ms. Lérkin and the student leadership class
helped promote our events within WBHS. Zachary desi gned‘ both of our posters and got them -
approved by the high school administration. From there Zachary, along with the help from Ms.
Julie Zalla, wrote a press release for our events. Zachary also organized the different interview
dates and made sure that each team member was available, as we all participated in every
interview.

Lauren Zimmerman:

Lauren was our research specialist. She found quantifiable data regarding the substance
abuse epidemic in our area. Additionally, she found information about our target market from the
United States Census. Lauren also found a plethora of local, state and national news articles
about substance abuse to support our rationale for choosing this specific issue. Furthermore,

Lauren attended Walled Lake Central High School and knew the student who drowned during
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the summer. Besides having the personal connection to this epidemic, Lauren also helped
conduct our survey as part of her research. After our survey results were analyzed by Brandon,
Lauren turned the results into usable data.

B. Description of the campaign and documentation

The idea for our campaign
started in the spring of 2016. As the
school year came to a close, Lauren
and Brandon had a general idea of

what they wanted to incorporate into

the project. This was also around the
same time that Lauren’s cousin was hospitalized for a heroin g\(erdose. Following this, tragedy
struck once again. On July 21, 2016 a 17 year old West Bloo;nﬁeld resident drowned in Middie
Straits Lake. This student was a high school senior who was on the lake around 1 a.m. with
classmates. The student and classmates were said to be drinking as well as rumored to be using
acid at the time he drowned. This was a clear sign to Brandon and Lauren that something
mmmediately needed to be done. In the fall of 2016, Zachary joined the team. To begin and gather

research, Brandon, Zachary and Lauren created a survey for WBHS students. We were pleased

with the over 250 responses we received. The results of the survey are below:

Question Rationale and Findings

What grade are you in? (62 esponses The graph to the left represents the different
grades that participated in our survey. The
sreaman | MOSE responses were from Junior class.

® Sophomore
2 Jupler
& Sanlor
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Do you know someone who has been affected by drug/alcohcl abuse?
{282 responses)

® Yex
8/ No

The percentage of people who knew someone
who has been affected by a substance abuse.
This figure is shocking with just over 50%
responding “Yes,” this further emphasizes the
immediate need for education and awareness,

Do you consider alcohol to be @ drug? (262 responses)

& Yes
& Mo

The graph to the left represents the percentage
of students who consider alcohol a drug.
Approximately 65% of the respondents said
that alcohol is a drug.

Would you identify any close family members as alcoholics? (282 esgorses}

@ Yes
| 2]

The figure to the left represents the percentage
of students who identify close family
members as alcoholics. Approximately 26%
of the respondents consider a close family
membersan alcoholic.

If you answered Yes to the previous question does this affect your decisions

about drug and alcohol usage?
{292 irponazs)

- Yex
® Ha
& 1 answered Ho

To the left is a follow-up question to the
previous one. This represents that of the 26%
of students who responded “Yes” to the
previous question, about half said having an
alcoholic family member affects their
drinking decision.

Have you ever been offered 1o try hallucinogens, narcotics, or intravenous

drugs?
{282 125penses}

& Yes
& Mo

To the left represents the percentage of
students who have been offered to try
hallucinogens, narcotics, intravenous drugs.
Approximately 33% responded “yes.”




Have you ever driven under the influence of drugs or alcohol? (282 responzes)

® Yaa
® Ro

The percentage of students who reported
having driven under the influence of drugs or
alcohol was approximately 6%. Thankfully,
approximately 94% have not driven under the
influence.

How many times have you been drunk in your kfetime? o2 responses)

& Nana
&5
£ 6 armare

Approximately 86% of students have never
been drunk in their life, but what is
astonishing is that approximately 14% of
students surveyed have been drunk sometime
in their lifetime.

l.ast time [ had an alcoholic drink was... (282 responses)

@ Yesterday

B Almw days sgo
$ Amonth ago
@ Avearaga

& Mever

The graph on the left represents the
percentage of students who have had an
alcoholic drink and when they consumed it.
Approximately 76% of students have never
had an alcoholic drink, 14% had an alcoholic
drink a year ago, the other 10% responded
saying a few days ago, a month ago, or
yesterday. This aligns with national statistics.

Who supplied you with alcohoi? (282 responses)

@ Pameis

® Frierds OVER 21

& Friends UNDER 21
& Thelt

@ Jisking a stranger

@ Doas not apply o me

The question to the left is a follow-up to the
previous question. The number one source
that respondents got alcohol from is teens
UNDER 21, the second leading source is
surprisingly parents. These results shocked
both our DECA team, as well as the WBHS
administration.

Do you or people you know use intravenous drsgs? (282 responses)

& Yes
® o
@ [ dan know vhal this means

Approximately 39% did not know anyone
who used intravenous drugs or didn’t know
what an intravenous drug was. Unfortunately,
21% of respondents know someone who does.

Do you know about the Greater West Bloomfield Community Coalition?
{202 responses)

& Yes
& Ne

This graph represents the percentage of people
who know about the Greater West Bloomfield
Community Coalition, This was a major
turning point in our project as we realized this
great organization was underappreciated.
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If‘ i;)’l:_tcr.:‘?:\l) of a friend with a drug or alcchal addiction would you... The graph to the left repres ents what a student
would do if they knew of a friend who had a

iley drug or alcohol addiction. 50% said that they
# e mesepesenee | would tell an adult, 12% said they would tell

no one, and 37% said that they would try and
handle it on their own.

Have you ever used any form of illegal dnigs (including aicohol or pills rict

et 1o yo0) The graph represents the percentage of

a2 cesponscs) respondents who have used illegal drugs.

. While this is a relatively new category, 16%
o of the respondents reported they have used

illegal drugs.

{:?B %-'S;Jualﬁ?grv abaut the legal Implications if caught using drugs or alcohal? ThiS was an important question because it
shows how well the students know what will
® Yes . .
o happen to them legally if caught possessing of

drugs and alcohol. Shockingly, 17% of the
respondents didn’t know the legal
Consequences.

P

i

This survey was both shocking and highly beneficial. We Wére able to find out this viable
information, anonymously. This allowed us to get more accurate results as people felt
comfortable answering truthfully.

Using the results from our survey, Brandon contacted the GWBCC to ask if they could
help with our project. On October 26, 2016, Brandon met with Lisa Berkey and Lisa Kaplan at
Henry Ford Maplegrove Center, a substance abuse help center for West Bloomfield. During this
meeting, they discussed the drug epidemic oceurring in West Bloomfield, and the surrounding
commumnities, and the different ways our campaign could bring awareness to this issue. Ms. Lisa
Berkey discussed the possibility of hosting an informational panel of experts. Brandon discussed
this idea with Zachary and Lauren and they both liked it. Brandon and Lauren had another
meeting with Ms. Lisa Berkey and Ms. Lisa Kaplan on November 22, 2016, to talk more about

this informational panel. Also during this meeting, Lauren received more research from the
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GWBCC, which included history and previous surveys about the drug epidemic in West

Bloomfield and surrounding communities.

KNOWLEDGE IS POWER:

WHAT You DonN'T KNOW ABOUT DRUGS
CAN HURT You

Immediately following the meeting, Brandon and

Zachary started working on the panel flyer. Brandon

communicated continually with guest Speakers Vel'ifying Please Juin s for this FREE PROGRAM 1 leam mun= shoul subsnce

whnge ip yaar own communilyt
Wednesday, fanuary £
T.09 - 830 p.m,

- information such as correct spellings, organization logos, et Bloomli igh St

4925 Qrehard Lake Wt
Weal Blonmfleld ME, 48323
{4 3azated In e ey Wind J 1ligh Schoult

Guest Pansl:

etc. to add to our flyer. Our flyer had to be changed Lo i, LI GADC, A i ot oo G
+ Chie Micha:? Patton, Wesl Divotnileid I'slee Deperiment.
« Nacwal Likicks, RN, MSH, CEH, fleaumont Ilopital Ty and Reyel Oss fimerpeney

Bepastments
= Reonvering sldict from Familics A grinkl Nwonda iFAN)

several times due to new organizations joining the panel.

Sparmarod byt
Th Grmaner Wt Dleoreficid Cemeniny Coalitu
Heary Fud ol BisomfleM Dl
Heney Tand Mapepane Catter
Hemo] | Lokl

Wi Tiscofield Nigh Sebeud DECA Chper
Wt Uoorefich Schaot Dlericr

Finally, after several revisions, our flyer was finalized,

approved and distributed to the GWBCC, WBSD, BHS

FPS entire student and parent email list, posted on social

Wast Busomen
AL ot IRl

[ ——E——

media and various school district and organization
websites.

Then, we sent personal emails to important members of our community, including
Township Supervisor, WBSD Superintendent, WBHS administration and Board of Education
members inviting them to our event.

Substance Abuse Public Service Announcements (PSAs)

Our DECA group utilized Laker Update,
Civic Center TV and 89.3 WBLD-FM to broadcast
informational PSAs about the dangers of substance
abuse. With the help of Civic Center TV and the Ad
Council employees, Brandon, Zachary and Lauren

recorded both radio and TV PSAs. In addition to
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uncil that aired on Civic Center TV

our own PSAs, Brandon found P
and 89.3 FM.

R [1%
ed Out group hosted 2

WBHS communitys our

To effectively target the
event where students, staff and

administration wore red to show their

support of substance abuse. Red is the color

that represents, among other things:

substance abuse. The color red was

designated to this cause by the Red Ribbot

‘bbon week

Campaign who also hosts Red Rib wary 11, 2017 As we walked into

dnesday: Jandt
iy October. Our “Red Out” 100k place o We . Hundreds of students and
h red we s
. d to how e
school, we were taken aback 1 regar ) powering 1o see, but also showed how many
. was not onLy €

teachers were wearing red. This are about qubstance abuse. We asked

people ©

veral gtudents why they chose to wear red.

g€

Many Answers included the student knowing
meone i their family of friends who have

50

.' heen affﬂcted by substance abuse. When

ked gtudent Brock Thomas said, “I wore
asked,

d becauseé I personally Jnow someone Who
re

essed in our school.

s fin nally being addr

is affected by substance abuse. Tam

. . rl 1
Thank you WBHS DECA for hosting tHiS gven
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Panel
On Wednesday, January 11, 2017, our DECA team hosted an informational panel at
WBHS of four experts on substance
abuse. Brandon, Zachary, and
Lauren started setting up around
6:00 p.m. The janitorial staff at
| WBHS graciously moved the

furniture and arranged the chairs in

rows, When we arrived, we tamed
on the computer, TV’s and tested the microphones. At 6:15 p.m., Mrs. Crawford arrived with
two cookie trays and two cases of bottled water. These light refreshments were available before
and after our panel, and donated by Mr. and
Mrs. Crawford. At 6:30 p.m., Ms. Lisa
Berkey amrived with informational materials
relating to substance abuse and the GWBCC,
B as well as the prescription drug lock boxes.

B8l The lock boxes were donated by the GWBCC

and everyone who attended the event received

one to take home.

Our panelists arrived around 6:40 p.m. Zachary welcomed them at the entrance of WBHS
and directed them to the iCenter. Brandon and Lauren greeted them in the iCenter, thanked them

for coming, and verified how they would like to be introduced. People attending the panel started
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arriving around 6:50 p.m. They enjoyed the light refreshments and reviewed the literature that
Ms. Berkey brought. The presentation started promptly at 7:00 p.m.

Brandon, Zachary, and Lauren hosted the pancl. Each team member introduced
themselves, then Zachary introduced
the distinguished guests and each of
our panel members. Our panel
inchuded Ms. Lisa Kaplan, Program
Coordinator for Maple Grove

Education, Mr. Michael Patton,

Chief of WBPD, Ms. Naomi Ishioka,

Beaumont Heath Emergency Room (ER) Nurse, and Ms. Angela Spino, recovering addict from
g

Families Against Narcotics (FAN). Each panelist was allotted approximately 15 minutes to speak

about their unique perspective regarding substance abuse as it relates to their line of work or

experiences. Below is a diagram of what each panelist spoke about:

22




After all the panelists spoke, Lauren offered a question and answer session. Many
audience members had questions that furthered the discussion. After question and answer session
ended, Brandon closed the program by thanking the panelists and audience members for
attending and invifed the audience to stay, enjoy light refreshments, take home a complimentary
lock box and speak to our panelists one-on-one for more personal questions.

While audience members were mingling, a video about the GWBCC played on the
iCenter TV screens. This provided more information to attendees in regard to the epidemic in our
arca, as well as information
about the coalition.

A few weeks after our
gvent, our group was invited
to attend the January, 2017

| WBSD Board of Education

meeting. At the school board
meeting Ms. Carol Finkelstein, board member, and Dr. Gerald Hill, Superintendent of Schools,
presented our event to other school board members and provided a quick summary about our
campaign. Mrs. Finkelstein said “Brandon, Lauren & Zachary took the initiative to organize,
promote and host the program. Through the outstanding efforts of these students, the public was
provided with a unigue opportunity to learn more about substance abuse right here in our own
community.” Ms. Finkelstein further stated, “Attendees heard from an expert panel, including
West Bloomfield Police Chief Michael Patton, an Emergency Room nurse, Social Worker Lisa
Kaplan, from Henry Ford Maplegrove center, as well as a recovering addict who shared her

very powerful, personal story.” She followed this up by presenting our group with the, “Stars of
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West Bloomfield” recognition award for our involvement in increasing awareness of substance

in our local community. This was truly an honor for our group, but more importantly brought the

issue of substance abuse to the board of education where a
possible lifelong plan will be developed. In our appendix
you will find two letters on pages 29 and 30. They are from
Dr. Gerald Hill and Ms. Lisa Kaplan cqmmending our
efforts on this project.

C. Estimated impact on the target population

Shortly after our presentation, our group received numeros emails fr sents, pare
and community members thanking us for hosting this event. Many emails included how the
oA B TOBPM, - & 95 stories shared by the panel impacted them personally

T Tweet

7
because they personally know someone who is, or has been,

erald Hill, Bh.D. -

affected by substance abuse.

Initially, we set out to educate the WBHS
commumnity and make them aware of the substance abuse
problem in our area, and how to get the necessary support
and resources they need. Secondly, we wanted the general
public in West Bloomfield Township, and surrounding
areas, to be aware of the substance abuse issue, and the signs
to watch for.

Qur project will continue to have a lasting impact on
our community as it continues to broadcast on our local cable channel allowing viewers in the

area an opportunity to further gain from our event. Additionally, since this issue has been
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brought to the attention of the WBSD Board of Education, we are thrilled to share that more
substance abuse education will soon be implemented in the school district curriculum.
Additionally, the Board of Education and administrators at the high school shared they would
like to do the same program again in the future. This is key to the future success of our project,
as it has evolved from an informational panel, to a district-wide education plan.

V. EVALUATION AND RECOMMENDATIONS

A. Evaluation of the process

Our group had a fantastic and educationél experience gathering information, surveying
students, and completing this project. Following our events, we evaluated our impact by
distributing a follow-up survey to the panelists, as well as the guests in attendance. We used their
responses to help provide us with strategies for both presenting, as well as organizing future
events. Furthermore, we attended another school board meetglé where there was an entire
portion of the meeting dedicated to the conversation of continuing the “Kids in Charge” program
in the middle schools and high school, holding assemblies on the dangers of substance abuse, as
well as furthering the WBSD involvement with this campaign.

In addition to evaluating our events and their impact on the community, we evaluated the
research, the organizing, planning, and the implementation of the public relations process
overall, For instance, we began thinking and discussing this project over a year ago and
throughout the entire process, we have learned and grown as people more than we could have
ever expected. We learned that communication is essential to the success of any public relations
project. Constant communication about each event is necessary. Communicating using many
different vehicles is also critical to the success of the event and overall project. Our messages

were accurate, clear and concise.
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B. Recommendations for futare campaigns

Although we feel our campaign was successful, we have compiled suggestions for doing
this same event in the future. After analyzing the effectiveness of our campaign, our group
compiled recommendations for future events as shown below:

" larger audience to
~ educate them -

~*. experience with
substance abuse |

“phone calls to invite
parents from every
_ WBSD school

In conclusion, the most rewarding aspect of this
project was that it will last for many generations. As
the WBSD Board of Education knows the severity of
this epidemic, they have implemented policies to-make
lasting educational experience for all students. They
intend to expand the “Kids in Charge” program into
the middle schools and incorporate a new program at
the high school. In the end, we hope that lives will be

saved and addiction will be minimized.
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VII. Appendix

e “The Kids in Charge (KIC) program is offered in all West Bloomfield School District
elementary schools to children from kindergarten to 5th grade. Students are educated
about dangers and health risks of cigarettes, alcohol, and drugs. Apart from teaching kids
the hazards of these substances, they are also instructed on how to effectively, assertively,
and confidently say no to peer pressure. The KIC program has helped significantly reduce
drug use rates throughout West Bloomfield.” - GWBCC

s “Families Against Narcotics (FAN) is a community based program for those seeking
recovery, those in recovery, family members affected by addiction and community
supporters. FAN seeks to change the face of addiction, dispel the stigma of addiction, and
educate the community as well as those affected by addiction.”- FAN
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West BLOOMFIELD
SCHOOL DISTRICT

GERALD B HILL, PH.D.
SUPERINTENDENT

January 17, 2017

To Whom It May Concern,

F'm pleased and proud to write this letter of commendation on behaif of the West
Bloomfield High School DECA team composed of Lauren Zimmerman, Brandon Crawford,
and Zachary Crawford. The program they organized and promoted, “Knowledge Is
Power: What You Don’t Know About Drugs CAN Hurt You", was excellent. ltwas
information, involved key community members on the expert pane!, and targeted both
youth and their parents.

Branden, Zachary, and Lauren facilitated the panel discussion and the audience
interactions during the presentation. The fact that they were able to partner with the
Greater West Bloomfield Community Coalition, the West Bloomfield Police Department,
Henry Ford Maplegrove Center, Beaumont Hospital and Families Against Narcotics was
impressive. Representatives from these organizations brought unigue, yet
complimentary perspectives to the issue of substance abuse in the community. This was
one of the best such panels I've heard in the past several yearsl »

This DECA team represents what's best ahout the West Bloomfield School District,
especially the spirit of community service present at West Bloomfield High School.

Congratulations on a job weil donel

Sincerely,

Lttt Wt

Gerald D. Hill, Ph.D.
Superintendent

5810 COMMERGE ROAD, WEST BLOOMFIELD, MICHIGAN 48324 TELEPHONE (248) 865-6485 FAX (248) B65-6481
E-MalL: gerald hill@wbsd.org
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Maplegrove Center

6773 West Maplie Road
West Bloonlield, M1 18322
{248) 661-6100 Office
{248) 661-6184 Fax

Department of Psychiatry
Consultation-Linson Service
Brain Stimulation Service
Neurapsychalogy Service
Bediatric Psychiatry
Psychiatry Residency

Kingswood Hospltat
Maplegreve Centar

Cutpatient Centers
Clinton Township
Dearbormn
Detroit
Troy
West Bloomicld

HENRY FORD BEHAVIORAL HEALTH

January 20, 2017
To Whom This May Concern:

Lisa Berkey, Executive Director of the Greater West Bloomfield Community
Coalition and | met face to face with Brandon Crawford initially, and then
Brandon and Lauren Zimmerman. We also had multiple email conversations to
plan an educational program on substance abuse. The event, held at the West
Bloomfieid High School iCenter on Wednesday, January 11 from 7:00-8:30
p.m,, was planned and publicized by Brandon, Lauren, and Zachary Crawford.
They created a flyer and poster, which assisted in promoting the pregram.

Lisa and | assisted by assembling a panel, which included me {a soclal worker in
the field of addiction care), Chief Michael Patton from the West Bloomfield
Police Departrment, Naomi Ishioka (a nurse in Beaumont Hosgital's Emergency
Department), and Angela Spino (a young woman in long-term recovery who
represents Families Against Narcotics). We agreed that each pane!l member
would discuss addiction from cur own perspectives.

Brandon, Lauren and Zachary welcomed guests at the door and provided
cookies and water hottles, They secured a microphone, had the Coalition logo
on the large screens in the iCenter, and introduced the topic. After each of the
panelists spoke, they opened up the discussion to questions from the
audience. They then thanked everyone for attending, and guests were
encouraged to peruse the table of resources and have a snack.

Both Lisa and { enjoyed working on this valuable program with these
impressive young peoplel

Sincerely,

b@;%/(fp@u LM, GARE CRet ACGn)

Lisa Kapfan, LMSW, CAADC, CPC-R, ACSW
Program Coordinator-Maplegrove Community Education

V<4
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