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2080 Eucalyptus Avenue
San Carlos, CA 94070
quinnhopp@gmail.com
(650) 339 1482

QUINN M. HOPP

EDUCATION

University of Oregon  2012-2016

BA- Journalism: Public Relations

EXPERIENCE

TRUTH OR DROUGHT - SOCIAL MEDIA STRATEGIST
Jan 2016 - present (http.//www.truthordrought.com/)
¢ Maintained organization’s Twitter and
Instagram feed
¢ Increased follower count by over 1,000
within first two months, increased amount
of daily social media interactions

WALT DISNEY FAMILY MUSEUM - MARKETING &
COMMUNICATIONS INTERN
June 2015-Sept 2015 (San Francisco, CA)
¢ Audited and edited entire organization website
¢ Assisted in formatting output and company
rebranding

THE ODYSSEY ONLINE - WRITING INTERN
March 2015 - present

(http://theodysseyonline.com/author/quinnhopp)
¢ Collaborating with team of fellow

students on a national online publication
¢ Won Most Shared Article of The Week in
the state of Oregon twice

SPRINKLES CUPCAKES - CUPCAKE ASSOCIATE
June 2075-Sept 2015 (Palo Alto, CA)
¢ Mastered intricate network of orders and pricing
while maintaining brand recognition in well-known
chain o
¢ Trained to adopt entirely new system in a time of
mass product change

ORGANIZATIONS

e Envision Publication - Copy Chief
(University of Oregon) Mar2016- June 2016

o Envision Publication - PR Team
(University of Oregon) Mar 2016- June 2016

o (Gamma Phi Beta Sorority
(Nu Chapter-University of Oregon) 2013-2016

SKILLS

Copy editing
e Organization, quick to
learn computer filing
systems
Strong communication
skills, written and verbal
e Proficient in: InDesign,

NORDSTROM - SALES ASSOCIATE

June 2014 - Sept 2014 (San Mateo, CA)
¢ Consistently met department sales goal
¢ Trained in Nordstrom’s highly regarded customer
service philosophy
NORDSTROM - EARLY ACCESS TEAM
June 2013 - July 2013 (San Mateo, CA)
* Responsible for all stockrooms and assisted
managers in wide array of tasks
¢ Prepared the store for the Anniversary Sale

Final Cut, Microsoft Word,
Microsoft Excel,
Powerpoint, Photoshop,
PiktoChart



OREGON SOCIAL LEARNING CENTER

#%  Oregon Social
Learning Center

) §

d i .‘ 3 » YL
JdClence oenenting ramilies

| created this potential book cover for the Oregon Social Learning Center using
InDesign. This project was challenging because | had no prior experience with
any kind of design work, and had no interest in trying it because | assumed that |

would falil.

| learned a new skill and discovered that | was reasonably good at something |
had always assumed | would be atrocious at. This project taught me to try new
things and to stop doubting myself.



THE ODYSSEY ONLINE

A Response To "The War On
'Unlikable’ Women"™: A More Evolved
Form Of Media Sexism

c pers: # than her

Recantly, a DailyDot.com article titled “Ariana Grande, Kim Kardas

unlixable women'* by Nico Lang caught my eve. | opened it expecting pure
entertainment fluff — and what | found instead was an honest commentary of an issue |

had subcensciously been aware of for a long time. but had never seen put into wornds.

The most hated female celebrities in the world aren't rapists, abusers, or criminals of any
nature. The only thing the most hated women in Hollywood are guilty of is being, as Lang
put it, “kind of a brat.*

Let's name some easy targets: Kim Kardashian and Ariana Grande. If you think about it,
all the infamows Kim K ever did was leak a sex tape and star in a successiul reality show,
while Ariana Grande has been dragged through the mud for allegedly being a

diva (pluslicking donuts, which was bizarme, but ultimately trivial). No arests, no sedous
allegations. Yet it's women like them who instantly come to mind when we think of
today's most hateful celebrities.

A Definitive Ranking Of Taylor Swift's Best Breakup Anthems

Taylor Swift has had a song for every boy problem you've had since you were 13 and Joey
stood you up for the Bth-grade dance. Whether you love her or hate her, Miss 1989 hasa
knack for taking heartbreak and nalling it with each passive-aggressive lyric. Yes, she
writes songs about other things, but this is what initially made her famous. If you say
you“ve never locked yourself in your room, cranked up some T-Swift. and cried. you'rea
filthy liar. Having had more extensive knowledge in this matter than | care to admit, here's a
careful analysis of what some of T-Swizzle's best breakup anthems reveal about your love
Iife.

1. Dear John (Speak Now, 2010)

This guy screwed you over, big time. Dripping egually with venom and genuine pain, | always
wondered what exactly John Mayer did to deserve getting torn 1o absolute shreds in this six-
minute, soul-destroying ballad. One of my all-time favorites.

I shouid've knooown...”

In March 2015, | was hired as a writing intern for The Odyssey Online, a
student-based online publication. This was the first opportunity | had ever had to
get my work published on a legitimate platform.

| had total creative freedom, but it took me awhile to find my voice. | engaged
with my audience by writing everything from Buzzfeed-style lists about pop
culture to personal reflections on social issues.
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Why We Need to Retire The "Every
Opinion is Valid" Argument

Sometimes, it's not your “opinion.” You're just wrong

Greinen Hopp 1 800 Waet O o g 1. 2005

In this new age of information, it feels as though it's nearly impossible to
escape from the ever-changing social politics of this world we five in. Social
media makes it only too easy for word to travel and hype to build. You can't
open up Facebook, Twitter, or Instagram without being smacked in the face with
today's latest hot-button issue. With the race for President officially in full swing.
Caitlyn Jenner's transition, and gay marriage becoming legal. it seems we've
been in overdrive lately.

On one hand, change is good. Being informed is good. On the other,
once people are “informed” (or think they are). they're only too eager to scream
their own commentary alongside shared articles on social media, which always
leads to the same argument. Your mom's Bible-banging cousin and one of your
more educated liperal friends will bartie it out in the comments Section until one

An Open Letter To Pro-Gun
Advocates

I'm not saying you're ignorant, the facts are

i g - 100 Wars G o Ot 14 998

| would like to say that this is in light of the recent homors that cccurred in Reseburg,
Oregon, but that wouldn't be fully accurate. It would be more approgriate to say "I light of
ovar 200 school shootings that have eccurred in the United States since Columbine.

The first time | heard about a school shooting, it was 2007. My parents, aunt, and
maternal grandfather are all Virginia Tech alums, and were deeply affected by the
campus massacre. | remember wearing my VT sweatshirt to school the next day, and the
shock my fellow 7th-graders expressed after | explained the legacy it had with my family.
After learning about the Umpgua Community College shooting on October 1st, | had a
conversation in the kitchen with one of my roommates, who happens to be an
International student. Scunding confused, she asked me why America was the only
country that was "like this" about guns. To be honest, | didn't have an answer for her. |
didn't have a logical explanation why, despite the multiple shootings that occur every
year, a distinct lack of gun control legislation still remains.

10 Things That Would Be Different If Gossip Girl
Took Place in 2016

The thought of Chuck Bass with a Snapchat account should
scare us all.

i gossipgir

---

A couple of years 350, | wrote &n essay about "Gossip Girl” and how 1 successTully revived socisl s3ire.
During its debut in 2007, Gossip Girl sdvertised itsslF 25 "every parent’s wo
that was more or less the truth. Ales, the lovably riciculous s&

goodbye in 2012, but it I2ft 2 legacy. The scandalous books that | izc Rccen unger my pllow In meccie

3t

rank its final

schacl had been brought to life on television, and while TV has gotten progressively more provocetve
since then, Gessip Girl was nothing short o i SICE ifS BoTy CaYs.
and | can't help but wonder: what would have been different sbout Gossip Girl 7 it hisg premasrsg m 20167

v-Cropping in 2007, Alot hes of

1. Blair would be fretting about her Instagram likes.




PR PLAN: HBO NOW

HBO Now

Yale) ’ﬂ I\ o ~ I3 .f 24

It's not TV. It's HBO.

For this project, we were put in teams and given a client to design a strategic
PR plan for following a crisis. Our client was HBO, following their failed launch
of their HBO Now site. The biggest challenge was identifying our target
demographics and deciding how to reach them. Our final plan included
surveys, social media outreach, and questionnaires.



Problem Statement

HBO’s vision is to have HBO Now’s streaming go seamlessly, without crashes, for consumers
‘who do not have broadband but want HBO access. After the Game of Throne's crash on April 12,
@HBONowHelp and @HBO were bombarded with negative tweets about their streaming issues and

poor customer service. If HBO Now i with their key

while sil

fixing streaming issues, they can potentially avoid unhappy consumers while maintaining their current

brand reputation.

Key Demographics

e College Students
o American, 18-25 of age
o Majority Male
o Attending college or in graduate school
o Follow @HBONowHelp on Twitter

e Adults
American, 26-45 of age
Majority Male

o
o
o Majority college educated or currently in college
o Follow @HBONowHelp on Twitter

Twitter Questionnaire

HBO /

Weighting

Accossotey

Customer service

What changes have you noticed, if any, when using HBO Now in the last 30 doys?

Objective

This research aims to discover if HBO Now changed people’s perception of
HBO Now’s brand reputation either positively, negatively, or not at all.

Additionally, the research will discover if HBO Now took the initiative to improve

their streaming and customer service qualities.

Twitter Questionnaire

e Gain insight of how HBO Now has

improved
o Discover how customers view HBO’s:

o Brand reputation

o Customer Satisfaction

o Platform accessibility
o Measure how effective changes to HBO

Now have been

Twitter Questionnaire

How has your Impression of HBO a5 a brand changed? -
postively
Stighly posicely
Nochange

Negatiely



PRESS RELEASES

Quinn Hopp
951204678
Jas2
Slug: Plane In Trouble
Apri 16, 2015
Plana In Trouble News Release

United Aitines Flight 316 was forced to make an emergency landing in
Pandletan, Ore. on Wadnesday during it's fight from Portland to Chisago.

Tha jet had taken off at 7:15 am when the pilot, Cast. Daniel Westergaard.,
noticed a “burming ozone electrical smell™ in the cockpit. Westergaard made an
emergency landing, touching down at 7:40 am. None of the 119 passengers were
injured, nor was there any panic on board

*There was a kind of motor noise, and then we smelled burning.” said passenger
Dan Ruackert of Portiand, Ore.

Pandleton Airport Manager Larry Dalrymple said be was notfied sbout fve
minutes before the jet landed. The Pendlston Fire Depariment sent seves emergency
vehlcles and about 26 firefighters to the airport as a precaution. United Airines
dispatched an additional aircraft from San Francisco to Pendieton to pick up the
passengers and take them to Chicage.

Due to the fact that this is the third tme in the past month that a United aircraft
taking off from Portland had to make an emergency landing. the Federal Avizton
Administration has ordered a review of maintenance records at United's Portland
maintenance facilty. United, whish has one of the best safety recors in the business.

cooperating fully.

Quinn Hopp
Jasz

Slug: Bike Thoft
Apri 20, 2015

Bike Theft News Release

Tha University of Oregen Palice Department are trying to identify a suspest after
another Incident on Monday in the growing epidemic of bike theft on campus.

Sinca May 1, 2014, over 230 bikes have gone missing. Mora than 10 have gane
missing from tha front of the Erb Memarial Union since the first week of sering classes
Most victims have reported the thefis between noon and 2 5.m.

UOPD cfficials describe the suspect for the most recent incident on Monday as a
blonde Caucasian male about 5 feet 11 inches tall in his early 20s with an orange and
black baaver 2ttaced on his left forearm. He has been seen camying a fime green
Jansport backpack with an anarchist "A” symbol attached to the side.

Student Mandy Engelson witnessed this moming's incident as the suspect
allagedly flad with her new Cannondale mountain bike

*He was weaving all over the place and he slmost took out & couple peosle trying
1o Gross the street” said Engelson. She also added that the susoect appeared "drunk’.

In some instances of alleged theft. cable bike locks were severad by what
appears to be large bolt cutters. In athers, tempered steel U locks were defeated with
what may have been a hydraulic jack.

Only 15 stolen bikes have been racovered in the past year. Anyone with any

infarmation Is encouraged to contact Lt Dirk Langdolt at {541} 345-0666.

Learning to write mock press releases was one of the most rewarding skills
that | gained during my studies, and quickly became one of my favorite
things. | learned various techniques on how to take a mass amount of
information and number the facts according to importance, which has
proven to be one of the most valuable methods | use in all aspects of
communications.



SHAREHOLDER'S LETTER

Quinn Hopp
November 6, 2015

Dear Employees, Friends, and Shareholders,

This past yaar, Apple has continued to grow and expand within the market, and
remains at the teg of our game. Our numbers have grown exponentally more
from 2014 to 2015 than in previeus fiscal years.

Highlights:
= Not Sales: $233 billion
* Operating Income: $71 billien
= Nat Incoma: 553 billion
* Diluted earnings per share: 89,22

The Big Picture: Net sales rose 28%, or $50.9 billion during 2015
compared to 2014,

Quick Net Sales Breakdown:
= 66 percent IPhone ($155 billion)
* 10 percent iPad
= 11 percent Mac
* 9 porcent Services

Net sales’ increase can be atributed to a 52 percent year-over-year increase in
iPhane net sales. iPhone net and unit sales in 2015 increased in all of Apple’s
reportable operating segments.

‘We have also experienced year-over-year net sales increases in Mac, Services
and cther products. Apple Watch accounted for more than 100 percent year-
aver-year growth in the net sales of Other Products after its launch in the third
quaner of 2015.

Apple Net Sales By Year

$130,000
$360,000
s150,000
|

The gross margin has grown to $83.6 billion, or 40.1 percent. Apple anticipates
gross margin during the first quaner of 2016 to be between 39 and 40 percent.

The year-over-year increase in the gross margin percentage in 2015 was driven
primarily by a faverable shift in mix to products with higher margine and. 10 a
lesser extent, by improved leverage on fixed cost from higher net sales. These
positive factors were partially offset primarily by higher product cost structures
and, to a lesser extent, by the effect of weakness in most foreign curencies
relative: to the US dollar.

Looking Forward:

In April 2045, we announced a significant amount of increase to our capital retum
program by raising the expected total size of the program through March 2017.
This included increasing our share repurchase authorization 1o $140 bilion and
raising our quanerly dividend to S0.52 per share beginning in May 2015.

We plan to continue to bring the best user experience 10 our customers through
our innavative products, expand our platform on the discovery and delight of
digital content, and deliver the highest customer senvice.

Sinceraly.
Tim Cook
CEOD, Apple

Writing a mock letter to the shareholders of Apple, Inc., was particularly
challenging because it involved discussing finance and numbers, which have
never been my strong suit. As such, this assignment seemed especially
daunting to me. In the end, | discovered that all | had to do was list the facts.
This helped to grow as a communications professional because it showed me
that nothing has to be as complicated as | imagine it to be, and that sometimes

the main task lies in the simplicity.



SPRINKLES SOCIAL MEDIA AUDIT

Sprirdlon

SOCIAL MEDIA AUDIT & CONVERSATION ANALYSIS

For this project, my group and | selected a client, identified their two
biggest competitors, and conducted a complete audit of three social media
channels: Facebook, Instagram, and Twitter. We also conducted a
conversational analysis, reading online reviews of our client and its
competitors online to determine whether the general consensus was
positive, negative, or neutral.

We chose Sprinkles Cupcakes because | used to work there, and therefore
knew the product. This project was extremely time-consuming and detail-
oriented, but | gained insight into how to conduct business audits as well as
the best ways for companies to engage with their audience over social
media.



SJaciol Meata Audtt: Focebook

Most Engagements

Likes: 1,204
Comments: 69
Shares: 97

Total Interactions: 1,370
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Likes: 52

Shares: 1

Fewest Engagements

Comments:

Total Interactions: 54
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Average Number of Interactions on Facebook
from July 14, 2015 to Oct. 14, 2015

Sprinkles Cupcakes  Magnolia Bakery Georgetown
Cupcake

Company

Social Meda Awdit: Taitter

Sprinkies Cupcakes ki S 10

ﬁ It's Talk Like A #Pirate Day! First 50 to
whisper "Arrrr* get a free Once Upon A
Time cupcake! #xmarksthespot #OUAT

R

Most Engagements
Retweets: 1100

Likes: 2,900

Total Interactions: 4,000

‘Sprinkden Cupcakes o 26

b

Fewest Engagements
Retweets: 3

Likes: 15

Total Interactions: 18

Rendts

40

Average Number of Interactions per Post
8

Average Number of Interactions on Twitter from
July 14, 2015 to Oct. 14, 2015

Sprinkles Cupcakes  Magnolia Bakery Georgetown
Cupcake

Company

Most Engagements
Likes: 13,600
Comments: 747
Total Interactions: 14,347

Fewest Engagements
Likes: 3,004
Comments: 26

Total Interactions: 3,030

Average Number of Interactions per Post

e
®0

Average Number of Interactions on Instagram
from July 14, 2015 to Oct. 14, 2015

‘Sprinkles Cupcakes  Magnolia Bakery Georgetown
Cupcake




TRUTH OR DROUGHT

e
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Choose vegan. Choose the planet. Choose your health.

truthordrought.com

truth or m':mm

DRODGHT =

| created an infographic for a small non-profit organization that | had followed on
social media,.Truth Or Drought is a vegan campaign dedicated to exposing the
real connection between animal product consumption and water scarcity. |
decided that to better engage with their audience, they should address the
health concerns associated with eating meat.




Truth or Drought &)

@TruthOrDrought 2% Truth or Drought & te Bl Following
Z0=] rrumorDrought

2 world-renowned water scientists agree: ‘
#SaveWaterEatPlants #TruthOrDrought One of many "Got #Drought?" billboards in
#GoVegan LA! How will you spread the word?

Q: What do these 2 world-renowned #TruthOrDrought
water scientists have in common? facebook.com/gotdrought/?hc...
f% "It sounds glib,
N . but wecaneat i
ourselves out

of this problem...
Less meat;

" _ =
more water. DONT FLUSH DONT TAKE A FOR LUNCH TODAY,

YOUR TOILET FOR SHOWER FOR DONT EA

—
"Animal products form
| the single most important ’.
factor in humanity's
[ | water footprint."

| "We need tore-examine
. the place meat and dairy
have inthe diet
of modern man.”
-

A: They‘Te both \Egztaricm due to their own undeniable research:
Meat & animal products are an unsustainable waste of water!

S > trut m
S ) 2 nR@ {gﬁj truthordrought FOLLOWING
9 E

) - 4 trutherdrought.com |

‘ 174 likes 4d

& | truthordrought #TruthOrDrought
~ #SaveWaterEatPlants #vegan

verifiedvegan #truth Yessssss ( hl @y

ashleydow123 @feeney00 @kellleydee

CONSUMES NEARLY 600 GALLONS OF WATER [ ctas==

taylorlizmoore @tomshealt

T 1 - P - | eric_chloride @uhhhhrachel when's the

P[R DAY L[SS I [\ [ N VU \ | qutgonna man up with its campaign, lol 7!
=

uhhhhrachel @eric_chloride it's crazy when
you start looking at the "imbedded water”
in things -or Imbedded oil for that matter.
The amount of water in a single pair of
Jeans is crazy! It's definitely true, the lower
down on the food chain you eat, the fewer
resources are being used.

uhhhhrachel @eric_chloride also, shart

‘ @ Addacomment.. oo

Outside of the realm of academia, | sent this infographic to the real Truth Or
Drought and got in contact with their head representative.,who offered me
the opportunity to get involved.. | currently run the organization's Twitter and
Instagram platforms.



A DENT IN THE PLAN

A Dent in the Plan

(NFL and Concussions)

Quinn Hopp
Lauren Garetto
Haley Marsh
Ashley Cannon-Rhea
Stephanie Winner

Autumn Shafer
J453
PR Plan 1: Crisis Redo

For this project, | collaborated with a team to create a strategic plan for the
National Football League (NFL) and their growing concussion crisis. Through
this project, | learned more about crisis communication, the difference
between admitting a problem and accepting full responsibility, and different
tactics for responding when an organization comes under fire.



L EXECUTIVE SUMMARY

“A Dent In the Plan™ covers the Narional Foodball L {NFL": typical Enarsic
concussions in the league. The NFL misleed its pleyers by filing to divilge i e zhous the risks of
concussions during their time in the league, resuliing in further, snd more severe, coneussion injuries. The erisis
MMMWmMmmmmmgmmmmmamam

Sy public, loeg 1erm efferss i d.ﬁn_mk
a route of deliberate inzction 2 iblem, leading 1o nepetive publiciy
demand for action.

The plan will dive into the history of i s hes led it fgue B

will also identify e NFL's K o L
streiepics. nmmmmmwmmmmmmmmumm
tarpeting the following key publics: NFL players, fans, and sports media. Within each objective, thereare.
wmeorwmmmmmeuﬁmuw

Iy d vocal iscration. With fans ey public
we will di end with the media we will be prosctively pursing publiciy.
‘The redo plan will include 2 imeline showing tactics thet will be used depending on the spproprisme moper
While cvery plan has limitztions, we will explain bow owr now prepense plan hes significensy Iess limimrions.
than the NFL's previows plan, or lack thercof.

IL.  SITUATIONAL OVERVIEW

In 2004, the NFL's i i rinued 1w make headlines with 2 series i 2
mmngmmmmmpmmusmm wwmmsumm
players will sustain heed traume ™ Publi ry behind the NFL 10 2dirss

on fssues Led 10 outside nvesigations. New fndings ob thes ey loag-somm physical, mesad 2n

emational issues for former NFL players stem from concussions and other ead injuries.

The NFL has failed to respond to the concussion erisis. Its deliberste nartion hes backfieed resplting i
inceeased acpative aitcation and media seruiny, leeding o et the NEL docs
players. Scientific saudies linking fhe long-term effects of ¢ ioes & 5
have become widely publicized and available w the public. raici risis ]

resulting in a call w action. PBS relezsed a documentary called “Leapae of Denisl ™ which depicrs the NFL as 2
ruthless organization willing to sweeg the safety of their players under the nag for the seke of moncy.”
Well-publicized incidents with current end. Jovan Belch d Jehvid Best b d farther

" Bzeslow, Jason M. {Szptember 19, 2014} The NFL's i ;i =
2016 freem Fapps a

sell o gras ey
mwaﬂhmFﬁz’

# walscn, 12, 2014). Brain Traume
12,2016 o ' inl. e il
# Brgsluw, Fason M, (Septemiver 30, 2014, 76 of 79 Deseased NFL s Discass. lnipd

Fetmuy 12,
* Jeyrmatist's Reseurss (20141, 5
dram i

= p [ 8, 2013). L of Denial: The NFL's Concussios Crisis. PBS. Rewievad Febrery 13, 2006 o
: doci

P AR Tl

smention and plaeed more focus on the issu. The key publics that thi esisis s affei
NEL glayers o5 well as their families, who eee Gireetly affected by the long tem physical meansl sng
ematicnal efficts of brain injuries.

L ORCANIZATION BACKGROUND

A, NEL Mission:
“To provide our feas, i dghest o iamens
the warld, and 1o éo soin 2 way that is coasistear with our values™
B. NEL Key Publics;
The key publics 1o the NFL
NFL e rsie).

are fans,

mmermnm Foorbel] League dates 10 1920, I 1922 they sdomied thelr caern
name — The National Football Leagur. The NFL was the first professions] foocball leeguc o
esizblish a nati
The leaguc’s first officil champioaship geme was beld in 1933. In 1958, thet scason's NFL
Gnmel—:\el‘hgu[ Froem thar podsn on. the NFL

footbal 10 idered Amesica’s most
The Amesican mewmmimmnawmumm
creation of the Super Bow! cerme from, end hes beeome the most-waiched srrel sporting cvert in the

United States. Now the league hos expended 1o 32 teers n in 22 staes”
Since the beginning of the NFL, it bas been 2 stzple of Americen culaore, popular accoss ol

social classes. While the nad off the field s
populacity hes not deelined, end it remeing sa inepral pant of wht people define as Americsn.
I, Fasi NEL Crises.
‘The Nerioaa] Fooball League i i ises on nedy 2 daily basis.

Smcﬂmmmmnmbkmmhh&ghﬂm dieflated balls" and footbell
ploves being 100 “sticky.™ Afier such crises, the NFL once agsin became the coner of the public cye
Gue i their concussion problems.

IV. CRISIS AND RESPONSE TIMELINE
®  January 2, 2014: Jehvid Best Sues the NFL. ‘Riddell and E:
= Noloager able to play fn the NFL, Best ios sey Bk
hied rmultinle head injuries & eollee, eng they sl allowed Bim 1 peisinets in the Gt
Best’s lawyer, Bmsﬂnm,mﬂzhmmmwﬁmy*mm
the NFL for furure pl 510,20 in injury
peocess tkes to Gevelop, and s not nocesserly poing 1o show sclf2n 2 24 25-year-old

Mol Fooiball Lengi afficial website ind ), NFL L 1.
7 Natioral Fostall L .1, NFL Comomal . 12. 2016 Som

“ESPI (G015, Sephcr 3). Vel of Evcts o Deligte, Toem Brady. Resovod Febrzare 2, 215 s
0 gl 5 h P

FReime, Alea, NFL Corald Saon L

Scfistepntc o Ty
Gleves, 5B Nation. Retrirred Feiresy 2, 2016 o
P i | B

foothell player to the extent thar it might 10, 15, 20 years down the road ™ says Schairreer. The
NFL did net comment
+ January 4, 2014 Colts safety LaRan Landry leaves 2 playoff game against the Chiefs after taking
2 koee to the helmet. Before realizing Landry is injured, runs over
2nd smacks him [n the head to congratulate him for making the play.
o Colts defensive beck LeRon Landry wes mummmwmmmpe

apsinst the Chiefs after suffers St
uw [ potem | quarnter. He wesr 1o the locker soom for evaliarion snd was

nﬂﬂimshxﬂyaﬁﬂ_“ Lﬂkymmum
{panauson] Eeed 8 conowson i e Wi b1t iGe the Colis or
e e NEL sve svallable &

« B vz

*  Jlan,7,2014: Roger Goodell Responds To
League of Denial
o Leapue of Denisl, & that
porirays the NFL es an indusiry so
focused on making money thet it would
20 10 2ny lengeh to preven: research
might indicate that they are slowly
killing their players™ NFL
Comemissioner Roger Goodell says ther
concussions da o result from playing
foothall as intended. “Using the head is
not the way it's designed w be played™
he said in an open leter on the NFL's
website. “The helmet is there for
peoicetion, not for a wepon " Public
e varies
fromm sascesie johes 10 anger over he
NFL"s dismissal of

TS M- 802
- B e

i our srupges.
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-~ an wn

" Rothstein, Mi , Jamzary 2014). Jehni = ESFN. Rem 2,316 Som

mplesprlmlilogs

5 Tn-us,cm(mu Jamusary 4). LaRon Landsy Usable sa Ret=m Fomuwing Conesmyion. CBS Sports Fantasy. Resioed Femmy 2
2006 froen
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ANTIBIOTIC RESISTANCE

Antibiotic Resistance

e O T

Lauren Garetto

1. Reduce antibiotic 1. Pharmacies pushing
Haley Marsh resistance antibiotics
Ashley Cannon-Rhea 2. Community engagement 2. Uninformed publics
Stephanie Winner 3. Educate the public 3. Time Sensitive campaign
4. Promote alternatives 4. Government funded
5. Educates the public organization can be
misinterpreted as a
Autumn Shafer 5. People aren't interested

J453
PR Plan 2: Proactive Flan

With a team, | learned how to do a full Public Service Announcement
regarding the issue of antibiotic overuse, resulting antibiotic-resistant bacteria.
This is a health crisis not many people know about, so the most difficult aspect
of this project was learning to address an issue that was not a full crisis, and
therefore less likely to catch people's attention. The most valuable technique |
learned from this campaign was clearly identifying our target demographics
and even creating personas for them. This was extremely helpful in devising
ways to reach our target audience.



FAST FACTS: Antibiotic Overuse

2 Million live with the diagnosis 23,000 Die
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“A Hard Pill to Swallow”

Stephanie Winner, Haley Marsh, Lauren Garetto, Quinn Hopp, Ashley Cannon-Rhea
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Reduce the use and over- Increase awareness about antibiotic
prescription of antibiotics in cases resistance by 25 percent among parents of
here they are not necessa young children as measured by pre- and
where they ry post-event surveys.

Budget - Park Event
Strategy #1

Bounce House $225 4 $1,026.52
x . Park Rental Fee (all of Varies 24 Days $7,280
Create an audience engagement campaign that the cities)
involves the target public and facilitates two-way Voluntoer T-Shirts $6.05 150 $007.50
communication by hosting a special traveling park Healty Snacks FREE NA. d
event educating parents and children of the iicors; Water boles Yeres 16,900 s
effects of antibiotic resistance. =y R p e
Total




REDMOND BIKE WALK ROLL

Strategic PR Plan, Reports and Client Materials

BIKE WALK ROLL- CITY OF REDMOND

r@ @BWRedmond

u @BWRedmond

n Facebook.com/BWRedmond

Submitted by: PR Campaigns Team, School of Journalism and
Communication, University of Oregon

Qlivia Andrus - gliviaandrus@gmail com
Emory Babb - emanybabbifgmail com
Megan Ganim - megan.ganim@gmail com
Quinn Hopp - quinnhopp@amail.com
Pablo Lopez - 23pabinlnpez@@gmail com
Caitlin Tilby - caitinetiby@gmail com

May 27, 2016

The capstone of my academic career, working for the city of Redmond,
Oregon's Bike Walk Roll Campaign was by far the most difficult thing | have
ever done. My team got an opportunity to do real client work, and our task
was to design an outreach campaign to persuade the citizens of Redmond to
use alternative methods of transportation. This included client memos, best

practices reports, presentations, designing posters, and implementation
plans.



‘“Super Mom”’ knows
that kids who bike:

- Develop strength
and balance

- Have reduced
risk of disease

_ Do better in
school

@BWRredmond @ , 'i Facebook.com/BWRredmond




@ Strategies

Use engagement with the PTA to build two-way
communication hetween target publics, therefore
increasing awareness about the campaign.

PTA

everychild.onevoice.”

(6 ) Goal 2
Goal 2: Establish social media outreach @

@ Goal 1

Goal I: Increase awareness of the Bike, Walk, Roll among

our target audience.

@ Tactics

Two-step flow model
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@ Strategies

Use UO students to engage audience through these
targeted social media channels
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Biks Walk Roll Stratsgic AR Plsn, Reports and Clent Matns

I. SUMMARY & WHAT'S NEXT MEMO:

Date: May 31, 2016

To: City of Redmond Bike Walk Roll Campaign, Margy Parker

Fr: Megan Ganim, Emory Babb, Caitlin Tilby, Olivia Andrus, Quinn Hopp, Pablo
Lopez

Subject: Summary of Strategic PR Plan and Future Recommencations

A SUMMARY:

The communication plan we have created for the Bike, Walk, Roll campsign SWR) resulted in
the establishmeant of a social media presence on Facebook. Twitter and Instegram as well a5
tha creation of marketing collateral for tabling and outreach. This plan ndudes contacs for the
PTAat two v schoals in v and John Tuck Blementary. Since e
PTA s & group that is vested in the schoal district and the commumnity, we think & i an
invaluable group to target. We hope that a relationship will be Bﬁbﬁsnad and PTA members
will join BPAC as well as promoting the paign and i fve transporision.
Another aspect of this plan is tabling and face-to-face outreach. Sy s=tfing up 3 booth at Sike
Fest on May 20, the BPAC and Bike Walk Roll Campaign were sbie to praciice using in-person
‘campaigning to build an online brand. The Bike Fest Event plan cutfined below will help with the
implementation of future tabling events for the Sike Walk Roll Camosign.

By utilizing the strategies and tactics prasaT.Bd in hls PR plan, we have been able to inc=ase
afthe City of 5 ‘wiich allows for and
citizens to use means of transpodzton. The BWR L
io remind citizens that the City of Redmond is actvely working to improve alternative
{ransportation and connect with community.

ako seves

It is important to keep in mind that socal media campaigns scale up over fme. While the aclual
follower counts and engagement levels ramain relatively low, the campaign = now esiabiished
an the major social channels and will remain in place =0 that community members can find and
connect with the city and each other. Outreach at community events. PSA's and other Edics.
will gradually build the community over tme. In the era of viral video, it is peramount to remain
patient and focus on consistency and quality. If this means posting cnce a week or svery other
week becauss that is all the time available, so be it. Once engaged by Tiking™ or Tollowing™ the
BWR campaign, users are far less lixely to unsubscribe from a lzck of content than from 2
daeluge of content.

Sike Walk Roll Stratsgic P Plan, Reports and Clent Matsnzis
z

lll. CLIENT REPORTS:

A BESTPRACTICES REFORT:

Wa are conducting best practica research for Gy of Redmand in order to identfy stategies and
tactics implemented by similar organizations that encourage safefy, exercise, susisinsbity and
an overall sense of community. Best practices research is conducted by examining previous ar
existing programs, organizations and events that provide wseful insight into how fese groups
salved a similar prosdem. For the City of Redmond we examined altermative transporiasion
practices in two cities and looked at four state and national Hitiatives i incease biking, waldng
and roling.

1. City of Redding, Calif.,
The City of Redding's trail system has & national reputstion and is an important part of
the communities identity.

We chose to look inlo the City of Redding becsuse of its repid growth of pedestrian and
ke trails over the past two decades. We chose this city specfically because we want=d
to research how it became 2 national sucoess. Redding has dons an cutstsnding job of
creating bike trails that now serve as an integrated core part of the communiy's denty,
which is what the City of Redmond would like to achieve.”

The City of Redding, Califomiz, is becoming &nown as the tr=il capial of Calfomiz: with
over 200 miles of cyding and mountsin biking trails all within 3 15 — mile adius of hie
city center, faw cities even come closa.

Redding began with a goal to fink neighborhoods and major destinations though trals
as a means of altemative transpartation. Now, more than 100 tralls have been
developed in and just beyond Redding since the effiors gained trecion in 2000.7

We chose to do best practios research on the City of Redding becsuss tis a cly that s
at the forefront of trail development and is recognized nationally. The City of Redding
gears its focus towards maing the trails a part of the community's identy, which is
similar to what the City of Redmond would ke to accomplish
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Biks Walk Rol Strategic AR Plan, Reports and Chent Masnsis

. STRATEGIC PR PLAN:

A _BACKGROLUND:

The Redmond Bicycle and Pedestrian Advisory Commitee {SPAC], works to encourage,
promote and advocate for safe walking and biking environments that benefit residents and
visitors of the City of Redmend, Oregen.

The purpase of the BPAC is to increase pedesirian utiity and bicyde ridership in Redmoand — to
sncourags mare peopls to bike and walk arund Redmend 23 2 mesns of sxersise. The BPAC
has a goal of promofing a stranger sense of ity while y through
its afforts. BPAC represents all bicycle and pedestrian users in Redmond. both current and
futura by advacating for the development of additional bike and pedestrian faciites fiat are user
friandly. These facilties invite the pecole of Redmond to chose altemative means of
transportation. The BRAC reviews transooration projects from the viewpoint of icyde and
pedestrian users and spearheads encouragement and educationsl actvities

Tha BPAC states that its immediate gosls are to “incraase Redmond presence on Deschutes
County BPAC, foster 2 local user network, implementing a branding program to identfy the
netwark, develop community bicycling events, and adopt 3 Complste Streets poiicy.” Iis
long-term goals includa “implementing street crossings for tils and imolementing sesamte
faciities if demand for them increases.”

The committee is “in charge of Bike Walk Roll Redmond, the Sustsinsble Cifes Initiafve,
Redmond Bicycle & Pedestrian Count Day and the 15th St Multi Use Demonsi=ton Project.”

We understand that the City of Redmand Sike Walk Rall (8WR) Campaign, crested by the
Redmaond Bicycle and Pedestrian Advisory Committee (SPAC), is looking to disperse
informiation about biking, walking and rolling to the ctizens of Redmand. The overall goal of
Bike. Walk and Roll i to increase the number of people wha use akemative tensoorstion
methods in a safe and conveniant way. The campaign has slready Isunched two events in oder
to draw attention to the issue — the first ever Bicyce and Pedestrian Counts =nd the Ociober 8h
International Biks or Walk to schoal day.

We are aware that the City of Redmond Bike Walk Roll campaign already has exising
relationships with city parks, the Chamber of Commerce, local bike shops. and local schodls.
All nine schools participated in Bike o Walk to School Day in 20114, which invoived volunteers
stationad at 20 different stations throughout the city counting paricipants. A totl of over 1,700
participants were counted aver the coursa of two days.

IV. IMPLEMENTATION MATERIALS:

i orier fo move forward with the implementstion plan that our fsam has worked on over the iS5t
manit, we would ke to make it easy for the Bike Walk Roll Campaign to uphold thess tasks
whan ers are not vailabie to help. Each section will briefly describe the matsrisis nesded o
uphold these tasks.

1. The Redmeond Bike Fest [Event]:

Target Audience: Parents and parent influencers
Description: May is known as the National month for biking and Redmeond
recagnizes this by hosting a Bike Festival at John Tuck Elementary Schod This
year's Bike Fest was hald on May Z0th. The event heid a bike rodeo, bke safety
checks, helmst giveaways and prizes. Meanwhile, the BRAC took fis coportuniy
o promate the Bike Walk Rall Campaign in Redmond. Sy setfing up 2 booth at
the Bike Fest with memorabilia and itams such as comment cards, Redmond was
able to reseivs feetback and promote safe bidng, walking and roling in the
Redmond community. For future BPAC tabling events, please see the beiow
staps for referance.t is impartant to begin planning for events at least 8 month
and a half in advance as o iron aut all pertinent datsis. Segin by contacing the
administrator who is in charge of the event in which you hops o tabie at. In tis
case our contact was Katie Hammer, 2t RAPRD.

Materials needed:

+ Comment Cards {these are used for feedback Fom the commurity o hels
betéer & program). See Appendix fem A
Rack Cards. See Appendix item 8.
Super Mom poster. See Appendix item C.
Table cloth
10x10 Tent
Banner with Sike Walk Roll Logo {Ciy of Redmond has printed this for
Future wse),
Pens with logo atached. I the budget is availatie, you c=n ower these
hera
it ipu i i oo
rangasouantiy=100
= Mints with logo. Ifthe budget is available. you can crder frese hers:
itps:fivwer, discountmugs, comipeocucti 0148 2ustom-prntad-ore
Tee shirts for volunteers to wear with Bike Walk Roll logo stiached. fthe
budget is availzble, you can ordsr these hers:
it lidanasgns comjeontatys!. We almost used Dana Designs for the Bie
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THANKYOU

Feel free to contact me:
quinnhopp@gmail.com

(650) 339 1482



