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EXECUTIVE SUMMARY
According to Ohio University’s  2018 Diversity and Inclusion Report,  84 percent of  the undergraduate population identify  as white,  
with black students accounting for 4.7 percent,  mult icultural  students at  3.9 percent and Hispanic/Latino students at  2.6 percent 
(A1A).  Ohio University is  s ituated in Athens County,  which according to U.S.  Census data has a population that is  90.9 percent white 
(A2C).  With this  data,  we embarked on this  campaign knowing that we did not have many racial ly  or  ethnical ly  diverse voices at  our 
university,  and it  was important to seek out those voices and give them a platform to share their  stories.
 
Before we started our campaign,  we knew we needed a message,  a  thought or  an idea that would propel  the mission of  the PRSA 
Foundation and “Diverse Voices:  Profi les in  Leadership” forward within the OHIO community and specif ical ly  within the Scripps 
College of Communication.  Ohio University prides itself  on promoting a feel ing of  inclusion and support,  referr ing to students,  
faculty and staff  as  members of  the "Bobcat Family."  Scripps uses the phrase,  “Make it  known.”  to “embrace the diverse range of 
discipl ines and objectives across our col lege”(A1C&A1E).  Out of  these two ideas came "make it  DIVERSE,"  which emphasized the need 
for a  more diverse f ield of  communications students,  faculty and staff  within our university and the communications profession as a  
whole.  
 
Our ult imate goal  for  this  campaign was to bring attention to the lack of  diversity and inclusion in the communications f ield.  We 
reached this  goal  by launching a website and social  media accounts that gave viewers information about the lack of  diversity and 
inclusion in communications and told the stories of  diverse individuals  connected to our university.  The efforts  of  our campaign 
culminated in a  diversity panel  that was attended by about 40 students and faculty and broadcasted l ive on Facebook to 125 viewers 
(A5A).  Final ly ,  we created the “make it  DIVERSE” pledge that was taken by 75 students,  faculty members and communications 
professionals  who committed to supporting and furthering efforts  to improve diversity and inclusion at  Ohio University and in the 
communications f ield (A8).
 
Our events,  social  media campaigns and diversity pledge received attention from Ohio University administrators and the dean of the 
Scripps College of Communication.  We f irmly bel ieve that these connections and their  support wil l  assist  our campaign in leaving a 
lasting impact on the Ohio University community.  Our campaign str ived to “make it  DIVERSE,”  and we bel ieve in the next few years we 
can say we made  i t  diverse.

SITUATION ANALYSIS
During our research,  we discovered a lack of  awareness at  Ohio University about the mission and purpose of  the PRSA Foundation.  
While 63.95 percent of  the 147 survey respondents indicated they had heard of  PRSA or the PRSA Foundation,  only 38.1 percent of  
those same respondents were aware of  the purpose and/or mission of  the PRSA Foundation (A3C&A4A).  
 
This  campaign was executed with a very l imited budget,  so we focused on programming and resources that cost l itt le to no money.  
We accomplished this  by strategical ly  partnering with related organizations on campus,  ensuring that our onl ine presence was 
extensive and influential ,  and uti l iz ing the in-kind donations that we received.  By drawing upon these resources,  we amassed a 
fol lowing and gained support for  our campaign.
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RESEARCH
Our campaign explored multiple issues facing diversity and inclusion through both secondary and primary research.  Each team 
member was assigned a specif ic  area to research that related to the PRSA Foundation,  diversity in  communications,  “Diverse Voices” 
or  resources in Athens/Ohio University.  We conducted secondary research to understand the issues we were tackl ing in our campaign 
on a deeper level .  
 
Fol lowing the completion of  our secondary research,  we surveyed Scripps College of Communication students and faculty.  It  was 
necessary to conduct primary research in order to understand what our target audience knew about diversity and inclusion in the 
communications f ield,  as  well  as  their  awareness of  the PRSA Foundation and its  mission.

SECONDARY RESEARCH (Background research, conducted from October 2018 to November 2018)
Our secondary research was spl it  up into three different topics:  the history of  diversity in  communications,  the purpose of 
“Diverse Voices” and diverse resources at  Ohio University.  After completing this  background research,  we used three 
s ignif icant f indings to guide our campaign:
 

PRIMARY RESEARCH (Qualtrics survey, distributed December 1, 2018 to January 2, 2019)(A3&A4)

Only 18.47 percent of  respondents felt  their  diverse background or identity was valued at  Ohio University
36.05 percent of  our survey respondents had never heard of  the PRSA Foundation or  PRSA,  highl ighting the cl ient's  lack of  
brand awareness within the communications school  at  Ohio University
100 percent of  respondents had heard of  at  least  one of the student organizations in the Scripps College of Communication
28 of the respondents indicated they wanted to know more about “Diverse Voices”

There is  a  lack of  representation,  support and mentorship for  students and young professionals  from diverse backgrounds.  
According to the Bureau of Labor Statist ics,  the PR industry is  10.7 percent African-American,  3.1 percent Asian-American 
and 3.1 percent Hispanic-American (A1B).
“Diverse Voices” is  an educational  tool  for  students and professionals.
There are several  organizations in the Scripps College of Communication whose mission al igns with that of  the PRSA 
Foundation.

We received a total  of  147 responses to this  survey that revealed:
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TARGET AUDIENCES AND KEY MESSAGES
TARGET AUDIENCES
Primary audience:  Ohio University Scripps College of Communication students
Secondary audience:  Ohio University faculty,  staff  and administration

KEY MESSAGES
                                In  the Scripps College of Communication,  we “Make it  Known.”  “make it  DIVERSE” is  a  movement to spread 
awareness and bring l ight to the lack of  diversity in  the communications f ield.  Our logo includes hands that represent the diverse 
world that we serve as communications professionals,  with colors that visual ly  represent the PRSA Foundation and “Diverse Voices.”  
                                         “Diverse Voices” outl ined the lack of  mentorship diverse groups face in the workplace,  as  well  as  a  lack of 
educational  programming.  Students and faculty can help create a more diverse industry by pledging to be champions for  diversity 
now and throughout their  career.
                               Diversity tends to be a taboo subject,  especial ly  in  a  journal ism school  whose undergraduate student body is  
81.55 percent white (A2B).  We wanted to open up the discussion and “spi l l  the tea” on diversity.  “Spi l l ing the tea” is  a  pop culture 
reference that means being open and honest about the truth,  even if  it  makes others uncomfortable.

CHALLENGES AND OPPORTUNITIES

CHALLENGE 2:

CHALLENGE 1:                       According to our survey,  only 18.47 percent of  respondents felt  their  diverse background or 
identity was valued at  Ohio University (A3A).

OPPORTUNITY:                          Empower Bobcats to feel  that their  diverse background is  valued by preparing a resource fair  with different diverse 
student organizations in the Scripps College of Communication and highl ighting their  struggles through our "Diversi -TEA" campaign.

OPPORTUNITY: 

                        36.05 percent of  our survey respondents had never heard of  the PRSA Foundation or  PRSA,  highl ighting the cl ient’s  
lack of  brand awareness within the communications school  at  Ohio University (A3C).

                         Spread awareness for  the PRSA Foundation and its  mission through creating social  media content;  painting Ohio 
University’s  graff it i  wall  with their  tagl ine,  “Ris ing talent.  Rais ing diversity.” ;  and highl ighting the non-profit  at  our panel .

CAMPAIGN MISSION STATEMENT
We are f ive Ohio University students working to raise awareness and open discussion for the lack of  diversity and inclusion in the 
communications profession through education,  programming and events.

"make it DIVERSE" -   

How to make it DIVERSE -

The "Diversi-TEA" - 
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OBJECTIVES, STRATEGIES AND TACTICS
OBJECTIVE 1:                     Gain support from students,  faculty and local  professionals  in  spreading awareness about the lack of  diversity and 
inclusion in the communications f ield.

STRATEGY 1:
RATIONALE:
                     Hold events that educate and empower al l ies  across the country.
                    According to our survey,  only 18.47 percent of  respondents strongly agreed their  diverse background or identity was 
valued at  Ohio University (A3A).  Addit ionally ,  only 22.64 percent of  survey respondents strongly agreed Ohio University provides 
many diverse organizations and opportunit ies (A3A).

TACTIC 1:                Present opportunit ies for  Ohio University students,  administrators and communication industry members to take our 
diversity pledge that asks partic ipants to educate,  support and f ind opportunit ies to promote diversity and inclusion in the 
communications f ield.

TACTIC 3:

TACTIC 2:                 Hold a diversity panel  to faci l itate conversations between students,  faculty and industry professionals  and invite 
diverse student organizations to table at  the event.
                 Ask Ohio University students to display their  diverse backgrounds by putting handprints on our campus graff it i  wall  
to promote the PRSA Foundation,  Scripps PRSSA and "make it  DIVERSE."

STRATEGY 2:
RATIONALE:

                  Increase awareness of  our mission to promote diversity and inclusion on Ohio University’s  campus.

                    The majority of  our survey respondents indicated they would l ike to see changes to Ohio University’s  approach to 
diversity and gave suggestions as to how diversity could improve on campus.  Therefore,  we knew it  was important to promote and 
improve diversity and inclusion at  Ohio University.

TACTIC 1:                Publ ish blogs from public  relations students and professionals  with diverse experience and share how they overcame 
cultural  barr iers  throughout their  careers.
TACTIC 2:                 Write and send out a  news release across the Scripps College of Communication and local  media.
                 Share diversity statist ics  from the E.W. Scripps School  of  Journal ism and outside communication resources in a  social  
media campaign.
TACTIC 3:

OBJECTIVE 2:                      Increase brand awareness of  “Diverse Voices:  Profi les in  Leadership” and the PRSA Foundation.

STRATEGY 1:                     Develop and execute fundrais ing ideas for  “Diverse Voices” and the PRSA Foundation.
RATIONALE:                      65 percent of  survey respondents indicated they were interested in learning more about the PRSA Foundation and 
“Diverse Voices ”(A4B).

TACTIC 1:                Create a Facebook fundraiser  for  the PRSA Foundation that clearly  i l lustrates how donations wil l  be used to improve 
diversity and inclusion in the communications f ield.
TACTIC 2:                 Distr ibute emails  to survey respondents who indicated they wanted to know more about the PRSA Foundation and 
“Diverse Voices.”

TACTIC 1:

STRATEGY 2:                      Launch social  media channels  and share posts about the PRSA Foundation and “Diverse Voices.”
RATIONALE:                      Our research indicated 36.05 percent of  survey respondents had not heard of  PRSA or the PRSA Foundation,  giving 
us an opportunity to expand awareness of  the brand on our campus and within our community (A3C).

                Create social  media posts highl ighting diversity statist ics  in  communications and other related content.
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EVALUATION
STATUS OF OBJECTIVE 1: Exceeded:                                                         We effectively educated and gained support from students,  faculty and local  professionals  in  
spreading awareness about the lack of  diversity and inclusion in the communications f ield.

We had 75 students,  faculty members and communication professionals  take our “make it  DIVERSE” pledge and commit to 
supporting diversity and inclusion in the communications f ield (A8).  
We had f ive diverse,  communication-based student organizations set up tables and share their  message with students before 
our panel  (A10).
Our diversity panel  featured the president of  Ohio University’s  chapter of  the Association for  Women in Communication,  an 
Ohio University professor from a diverse background who teaches classes about diversity,  the chair  of  Central  Ohio PRSA's 
Diversity and Inclusion Committee and the President of  General  Motors Defense LLC,  who was included in “Diverse Voices” (A9).  
We had 40 students and faculty,  including the director of  the E.W. Scripps School  of  Journal ism,  attend our diversity panel .  
We had 15 students contribute to our diversity wall  and put their  own diverse handprint on our campaign (A12D).  
Four communications students and professionals  wrote blogs detai l ing their  experience as diverse individuals  within the f ield 
of  communications.  These blogs were then published on our website and distr ibuted to our audience through social  media 
channels  (A7).
We created a "Diversi -TEA" social  media campaign that highl ighted diversity gaps in the E.W. Scripps School  of  Journal ism, 
which garnered a total  of  1,440 impressions on Twitter,  Facebook and Instagram (A12A&A12B).  
We highl ighted Women in PR USA on a post on our social  channels,  which received a total  of  1,969 impressions on Twitter,  
Facebook and Instagram (A5C).

STATUS OF OBJECTIVE 2: Achieved:                                                          We increased the brand awareness of  the PRSA Foundation through fundrais ing efforts  and social  
media campaigns.

We raised $30 for the PRSA Foundation through our Facebook fundraiser  that was shared across al l  platforms (A5B).
We reached out to the 28 survey respondents who indicated they wanted more information on “Diverse Voices” (A12C).
We created multiplatform social  media campaigns that highl ighted the cl ient and their  message,  and we tagged the PRSA 
Foundation in many of our social  media posts to increase engagement.  These posts and campaigns resulted in a  grand total  
of  120,115 social  media impressions (A5-A6).
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MEDIA COVERAGE AND SOCIAL MEDIA EXPOSURE
Our team strategical ly  targeted media outlets that would reach our audiences.  We garnered earned media coverage from Compass 
Newsletter,  Ohio University's  onl ine publication for students,  parents,  faculty and staff .  Our diversity panel  earned coverage from 
WOUB Public  Media and aired the fol lowing day during the News at  Noon program. The off ic ial  Ohio University Twitter  account,  
with 68,310 fol lowers,  shared several  of  our posts,  which increased our reach exponential ly .  Addit ionally ,  several  university 
administrators and student organizations shared our posts and events on social  media.  Two of these Ohio University administrators 
were Senior Associate Vice President & Dean of Students Jenny Hall -Jones and Vice President for  Student Affairs  Jason Pina,  who 
are both important influencers on our campus.
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BUDGET
We operated on a very l imited budget but used personal  funds and in-kind donations to meet our needs.  We received in-kind donations 
of  $44 for promotional  pins and $20 for paint.  Our expenses were $15 for addit ional  painting supplies and $2 for printing the “make it  
DIVERSE” pledge tags (A4C).

IN-KIND DONATIONS PERSONAL EXPENSES

Promotional  Pins
75%

 

Paint Supplies
25%

 

Pledge Tags
11%

 

Addit ional  Paint Supplies
89%
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CONCLUSION
The “make it  DIVERSE” campaign was successful ly  implemented at  Ohio University and within the Scripps College of Communication 
from Feb.  11 to March 11.  The campaign drew attention to the lack of  diversity and inclusion in the communications f ield and at  Ohio 
University,  gaining tremendous support.  We bel ieve the messages of  support and empowerment that were spread during the 
campaign have left  a  lasting impact on the OHIO community and wil l  influence the future of  the Scripps College of Communication.

IMPACT
Our “make it  DIVERSE” campaign educated Ohio University students and faculty about the lack of  diversity and inclusion in the 
communications f ield.  This  goal  was achieved through the implementation of  effective social  media campaigns that garnered 
120,115 impressions and by holding a diversity panel ,  which 40 members of  the OHIO communications community attended.  
Addit ionally ,  we engaged these two audiences through our “make it  DIVERSE” pledge,  which was taken by 75 students,  faculty and 
communications professionals.

LONGEVITY
“make it  DIVERSE” posit ively impacted the Ohio University community by bringing awareness to the lack of  diversity and inclusion in 
the communications f ield and encouraging our target audience to become champions of  diversity.  We met with Dr.  Scott  Titsworth,  
dean of the Scripps College of Communication.  We proposed that Scripps continue our efforts  by adding “make it  DIVERSE” to the 
“Make it  known.”  messaging that Scripps already uses.  After receiving posit ive feedback in this  meeting,  we bel ieve our messaging 
wil l  continue on at  Ohio University.  "make it  DIVERSE" successful ly  educated and empowered the OHIO community.
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Q1 -  Please indicate how strongly you agree or disagree with the statements below.

Q11 -  Have you heard of  any of  the fol lowing organizations? Check al l  that apply.

Q13 -  Have you heard of  the Public  Relations Society of  America (PRSA) or  the PRSA Foundation?

A3

A3A

A3B

A3C



Q14 -  Are you aware of  the purpose and/or mission of  the PRSA Foundation?

Q16 -  I f  you would be interested in learning more about the book and 
connecting with some of the high-profi le,  diverse professionals  featured in 
it ,  please enter your email  below.
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A4B

A4C
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