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Introduction

All for Equality. 

What is equality? In today’s society, it seems to be a buzzword that the media throws around every time a social event 
needs a cause. Webster’s defines equality as “a state of being equal... likeness or sameness in quality, power, status, or 
degree.” But how do we apply that?

The United States has been in a consistent state of turmoil, as independent groups emerge from social fabric and de-
mand their beliefs and practices be recognized. As far back as the birth of our nation, Americans have wanted nothing 
more than to be treated equally under the law and in their communities. Even when their dream seems dead, there’s 
always a group fighting to keep the notion of equality alive. OC Human Relations is one of these groups. It promotes 
tolerance in the schools of Orange County. It enables communities to come together and resolve their differences 
without legal intervention. It helps to rectify situations where the law has done citizens wrong. And yet, the organiza-
tion fails to make headlines for the well-intentioned services it provides. This is where we come in.

By creating a cohesive campaign with easy and effective tactics and strategies, generating fresh ideas to reach out 
to the community, and offering the tools and plans to execute a campaign at minimal cost, OC Human Relations can 
begin to relate to its communities that its mission is noble, and the communities’ support is vital. We haven’t changed 
who OCHR is, what it stands for or manipulated a bait-and-switch campaign that misrepresents the organization: 
instead, we offer a campaign that supplements the organization’s current efforts but stands out with its own message: 

Within these pages, you’ll find original research, creative thinking, and viable executions that will help OC Human 
Relations impress and improve Orange County. By focusing on specific programs that are underexposed and highly 
suceptible to support, such as Bridges, The “All For Equality” campaign offers Equality as both a trend in today’s social 
climate as well as a universal right to Orange County Citizens. 

Thank you for the opportunity to create and support your organization. 
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Fact Sheet

OC Human Relations
1300 S. Grand Bldg. B 
Santa Ana, CA 92705
(714) 567-7470

To foster mutual understanding among residents and eliminate prejudice, intolerance and discrimination in order to make 
Orange County a better place for ALL people to live, work and do business.

 OC Human Relations is a partnership between the county-funded OC Human Relations Commission and the non-profit OC 
Human Relations Council.  The agency provides programs in partnerships with schools, corporations, individuals, cities and 
foundations to support a vision of an Orange County where ALL people are valued, respected and included - where our diver-
sity is realized as a source of strength. OC Human Relations Commission is a government organization with the mission is to 
build mutual understanding among residents and to eliminate prejudice, intolerance and discrimination with the primary goal of 
smoothing the transition of Orange County between a predominately white suburban community to a diverse urban county.
OC Human Relations Council is a non-profit organization founded with the purpose of developing and implementing proactive 
human relations programs in partnerships with schools, corporations, cities, foundations and individuals. 

The primary goal of OC Human Relations programming is to create safe and inclusive communities, developing diverse 
leaders, mediating conflict and building understanding and respect. To accomplish these goals OC Human Relations offers 
three major programs that form the foundation of our work - BRIDGES: School Inter-Group Relations and Violence 
Preventions Program, Community Building and Dispute Resolution.

BRIDGES is a multi-year program with the mission of improving inter-group relations in schools and communities to create, 
advocate for and sustain a safe, inclusive and equitable campus climate that respects society’s diversity. Bridges empowers 
members of the campus community to identify, investigate and address the human relations needs on their campus via 
trainings and dialogues. 
 
COMMUNITY BUILDING is a program that aims to organize community-building initiatives in collaboration with other 
nonprofits, institutions and community leaders to  build understanding and respect, develop diverse leaders, advocate for 
justice and build community capacity.

DISPUTE RESOLUTION was established to provide an accessible, community-based mechanism where various conflicts and 
disputes can be settled in a quick, efficient and cost-effective manner through mediation and conciliation.

All of our programs are made possible by the generous support of individuals, foundations, businesses and corporations and by 
our volunteers and Community Partners who give generously of their time and talents.

Contact

Mission

Allison Lehmann
Alison@ochumanrelations.org

Programs

Sponsorship

organization



Campaign Goal

Primary publics Primary Objectives

Company-In-Brief

OC Human Relations is a nonprofit organization focused on improving inter-community relations through 
programs and services that encourage tolerance, equality, peaceful conflict resolution and more. From school 
programming to community workshops to mediation services and beyond, OC Human Relations is making Orange 
County a better place to live, work and visit. 

The “All For Equality” campaign seeks to increase awareness of OCHR’s programs and services and increase 
donations from new donors by promoting specific programs such as Bridges, redefining their communication 
techniques with cohesive tone and appearance, and reaching out to influentials who have not been previously 
contacted. 

1. Middle & High School Administrators 
and School District Board Members
2. Community Influencers
3. Social Justice Advocates
4. Potential Donors
5. Victims and Family Members of 
Victims of Hate Crimes 

1. To brand OC Human Relations as a nonprofit organization 
through positive word associations (tolerance rather than 
intolerance, equality rather than prejudice) and create 
a cohesive appearance and tone for all communications 
techniques.

2. To increase donations from new donors by 10%. 

3. To increase awareness of and support for the Bridges 
program in all 29  Orange County school districts. 
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Strategies

Tactics

Budget Research Brief

Tagline

The strategies we’ve developed for OCHR rely upon cost-efficient workshops, open houses to promote program 
transparency, and testmonials from satisfied program participants. By leveraging word-of-mouth, capitalizing on 
newsworthy items that relate to OCHR’s mission and creating an open relationship with press and the general 
public alike, we can create top-of-mind awareness for OCHR when Orange County citizens are faced with issues 
of conflict, intolerance and prejudice. 

We will reach press and general public through tactics like an open house event, a redesigned website and a 
cohesive appearace in brochures, newsletters and other communications tactics. We will reach potential donors 
through special events and through our network of current donors. We will generate more support and demand 
for the Bridges program through workshops. For more detailed tactical plans, please see our Strategies & Tactics 
section. 

$5,356.00 (estimated)

All for Equality In preparation for this campaign, we conducted a cli-
ent interview to assess OCHR’s specific needs. Armed 
with that information, we created and distributed a 
survey to 55 random Orange County citizens. We held a 
donors-related focus group. Finally, we conducted man-
on-the-street interviews with both random citizens and 
with Bridges participants. Our campaign relies heavily 
on the data we generated from our original research. 

Creative Direction

We used the same blue and yellow color scheme 
of OCHR’s current website and used softer 
shades to create a professional but less severe 
color pallette. 

4
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Background

For longer than history books can recall, there has been conflict between people because of differences in race, 
gender, ableism, religious belief, values, sexual orientation, social status, and many more defining characteristics 
of a person.  Prejudice has plagued communities of people since the days of slavery in Egypt and Rome. 
Intolerance has resulted in the brutal murder of hundreds of thousands of people in mass genocides, and has 
brought counties to war for centuries. Discrimination can be traced to ancient times, and has stopped some of 
the past’s greatest minds from reaching their full potential. 

The progress that we have made between to beginning of civilization and the present day is apparent, but hate 
crime is still a very real and serious concern. As recent as seventy years ago, U.S. citizens were being arrested 
based solely on their race when Franklin D. Roosevelt signed Executive Order 9066, sending 120,000 people of 
Japanese descent to prison camps during WWII. It is present on a small scale as well. In May of 2010, nine-year-
old Brisenia Flores and her father were killed when three members of the Minutemen 
American Defense broke into their home and allegedly mistook them for illegal immi-
grants. 

Orange County has been changing over the last few decades. Forty years ago, it was a 
nearly entirely white community of people with similar conservative values and lifestyles. 
While it is still composed mostly white persons (78% in 2009, according to the US Cen-
sus Bureau), under-represented ethnic groups  are on the rise. In addition, non-traditional 
families are more common, diverse religious beliefs are  more widespread, and expression 
of sexual orientation is developing a stronger presence in American culture. Highly diverse 
cities such as San Francisco and Los Angeles have been dealing with tensions between 
people of different backgrounds for years. San Francisco’s Human Rights Commission was 
established in 1964 in response to discrimination against African-Americans and increas-
ing tensions in other under-represented groups. It is under a similar tense climate that the 
Los Angeles County Human Relations Commission and Orange County Human Relations 
work to settle discourse in the community and foster harmonious living. 

Brisenia Flores & her father, Raul, were 
killed in Arizona in 2010. 
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California Penal Code section 422.55, defines a hate crime as: “A criminal act committed, in whole or in part, because of one 
or more of the following actual or perceived characteristics of the victim: Disability, Gender, Nationality, Race or Ethnicity, 
Religion, Sexual Orientation, or association with a person or group of persons with one or more of the preceding actual or 
perceived characteristics.”

Orange County is beginning to feel the sting of issues similar to those that larger areas have faced, and the intention of 
Orange County Human Relations is to mediate these potentially hostile issues in the best and most harmonious manner; 
acting not as a force of equality but as a resource to mediate differences, opening the floor for two-way communication.

In 1971, the Orange County Board of Supervisors collaborated with the League of Cities to create the OC Human 
Relations Commission. Together, the Board of Supervisors and the League of Cities appoint 11 commissioners to the 
organization, which is governed by the Orange County Housing Community Services Department. It is important to note 
that the government-funded Orange County Human Relations Commission is only one half of Orange County Human 
Relations, the other half being the Orange County Human Relations Council, a private non-profit 501(c)3 founded in 1991. 
The two groups work together, defining their mission statement as the following:

“To foster mutual understanding among residents and eliminate prejudice, intolerance and discrimination in order to make 
Orange County a better place for all people to live, work and do business.”

The organization works in partnership with individual cities, school, businesses and people in the interest of developing 
programs that will decrease violence and increase tolerance in and development of the community.



7

Situation Analysis
Currently, OC Human Relations is facing two primary communication missed connections between the members of 
the OC community that need their assistance and the OC community that will serve as sponsors to their cause. The 
root cause of this problem is packaging all of the programs OCHR has to offer and presenting it in common language 
to the community. 

The “community” is a very broad term that can mean many different things. Unfortunately for OCHR, their potential 
demographic is that broad; any individual within Orange County is a potential client. Their current work seems to be 
primarily with under-represented groups in Orange County. “Under-represented group” is an umbrella term used by 
most social justice organizations to identify the oppressed groups within a society. This oppression can be rooted in 
ethnicity, gender, sexual orientation, socio-economic status, abelism, sizism and many other attributes that can 
separate one group from another. Due to the vastness of their organization’s potential reach across the community it 
is important for our team to identify the particular pressure points where our efforts can have the most impact.

The opportunity, presently, for OCHR that there is a clear need for their services. With over 47,000 students parents 
and teachers reached in the BRIDGES program last year, 5,500 residents provided mediation services from 2009-10 
and OCHR’s Police Community Reconciliation Program handling fifty-one conflicts last year it is clear that there is a 
void in the community which OCHR fills.

There is a disconnect where the people of Orange County need to learn that OCHR is making a difference in their 
community, behind the scenes making each day better and more accepting for the next generation that comes along. 

One of OCHR’s biggest weaknesses is the lack of consistency among their print communication materials, as well as 
a concise manner to describe their mission. With the variation of their pamphlets, brochures, website and other 
communication tools, they are unable to create a solid image for press and the community in general to associate 
with them. As for their “elevator speech” of what their organization provides, a quick description of the programs 
doesn’t suffice as an all-encompassing descriptor, nor does a quick overview of their mission, which doesn’t offer what 
specific actions they take. 
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With the expansion of Orange County’s population to include a variety of backgrounds, races, ethnic identities, sexual 
orientations and more, the opportunity for service expansion into new groups is great for OC Human Relations. The 
social climate is in need of an organization to enable healthy communication and tolerance. On a national level, human 
rights and tolerance organizations like GLAAD and Amnesty International are gaining momentum in news events and 
claiming victories for acceptance, such as the repealing of the military’s Don’t Ask, Don’t Tell policy in December 2010, 
emphasis on tolerance is creeping out of obscurity in the United States. Another opportunity comes from the OC 
Register, which tends to offer good coverage to nonprofit organizations and is willing to speak against popular opinion 
(For example, opposing Prop 8 in 2008 [see below]). 

Threats for OCHR include the highly conservative attitude of many Orange County residents. The notoriously “red” 
county was overwhelmingly supportive of Proposition 8 in 2008; according to the LA Times, almost 60% of the county 
strongly opposed allowing GBLT couples the right to marriage. 

It is the challenge our team faces to create a simple way for the community to learn about the good that this non-profit 
is doing and feel inclined to support their efforts; while making their services available so people in the community who 
need the help this organization has to offer find it.

If OCHR does not increase awareness and understanding of its mission and programming, they face losing 
community support in the form of donations and clients for their services.

Core Problem
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Goals & Objectives
Goal #1:
To bring awareness of the Bridges program to school administrators.

Objectives:
1. Plan and execute a Bridges Bootcamp in September 2011 for school administrators where we explain the 
             program, costs, and all other pertinent information.
2. Engage students currently in advocacy groups through invitation to students-only Bridges workshops in  
             December 2011.
3. Host a Bridges fundraiser in November 2011 to sponsor the program for a new school.
4. Encourage Orange County advocacy groups to donate and partner with Bridges to bring the program into 
             more schools.
5. Generate more press around current Bridges activities through journalist and blogger outreach. 

Goal #2: 
To brand OCHR as a nonprofit organization, independent of the government, which offers services in mediation, 
conflict resolution and fosters healthy communication among Orange County citizens.

Objectives:
1. Host an open house that explains the services OCHR provides and invite key influencers in the different 
            Orange County communities, such as city council members, advocacy group leaders and press.
2. Distribute cohesive materials (brochures, posters, etc.) to solidify the OCHR brand.
3. Create a concise promotional video to explain their mission and work.
4. Provide donation tables at open houses (mentioned above), and increase donations 10% for the 2011-2012 
             fiscal year. 
5. Attend nonprofit conferences and events to create a larger presence in the nonprofit community.
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When narrowing our key publics from a list of over twenty, there were five groups who stood out as best equipped to 
help spread OC Human Relation’s message and with the connections to improve OC Human Relations’ programs and 
organizational awarenesses. The following publics are all vital to reaching our goals and objectives, and are specifically 
targeted through our strategies and tactics. 

An important key public that OC Human Relations needs to reach is the school board members of the school districts 
they partner with for their BRIDGES program, a year-round program with the intention of creating peaceful relations 
between children at Orange County’s public school, as well as teaching them about positive human relations. School 
board members are responsible for making key decisions that shape how their schools function in themselves, as well 
as how they relate to the communities around them. They decide what programs will be implemented at their schools, 
how to manage issues, budget management, among many other things. Their approval of their school’s involvement in 
BRIDGES is vital. We should also focus our efforts on school administrators and Parent-Teacher-Association leaders and 
participants. It’s not just the blood-related children that these individuals care about; is the children in the school as a 
whole, and the future leaders of their own communities. These people have the ability to touch the next generation’s 
lives and change the social climate through teaching tolerance at a young age. 

Self-interest: They want what is best for their schools; both in their student’s health, safety and happiness, and the 
school’s overall financial state. They make the tough decisions of what is cut and what isn’t, and they are going to make 
those decisions based on what is best for the establishments on a larger scale. 

Influentials: The main influencers of the school board are government officials who decide how much financing the 
districts are going to get, as well as the parents of the students who attend their schools. Parents can often be very 
vocal about how their children are educated, and school board members can struggle to keep them happy. To a lesser 
extent, students can be influencers as well.

Key Publics

School Administrators 



11

Key Publics

Social Justice Advocates are individuals committed to the idea of creating a Utopian society based upon the principles of equality, valuing the 
human rights of every human being. These individuals in the modern sense are fighting to end the oppression and act as advocates for under-
represented groups. The various oppressions that advocates fight to eliminate include and are not limited to sexism, racism, able-ism, size-ism, 
hetero-normativism,  and oppression based upon socio-economic status. Within Orange County this group of individuals is a relatively small 
part of the primarily conservative population, however it does exist within organizations such as Safe-Space, LGBTQIA Alliances, and other 
advocacy groups. The opportunity lies within OCHR to find the allies that already exist within Orange County to help rally other’s to their 
cause, through volunteers and monetary donors.

Self-interest: Both groups are trying to communicate a message of equality and understanding to their causes. In finding groups that share the 
same mission, it will help them recruit new members and raise awareness within the community.

Influentials: A partnership with Chapman University’s advocacy community group would help expand both groups’ cause by providing the 
college students an opportunity to make a difference beyond their campus and OCHR is provided new blood with lots of energy, enthusiasm, 
and passion to assist their efforts.   

This public is vital to OC Human Relations because as a non- profit, they rely heavily on donations.  Potential donors are encouraged to donate 
online which allows them to become a member of OC Human Relations.  The Community Partners and Advisory Board is a group of successful 
business and community leaders who provide financial and intellectual resources for schools and neighborhoods.  As a member of this elite 
team, these individuals provide resources and council to support the work of the OC Human Relations Council.  There are two levels of 
membership available.  As a community partner, these individuals invest a minimum of $1000 annually and provide opportunities for leadership 
roles in OCHRC programs and special events.  As a member of the Community Partners Advisory Board, they contribute a minimum of $5000 
annually and counsel the OCHRC on programming and strategic planning.  Some current members of the Community Partner Advisory Board 
include the Vice President of Southern California Edison and the President of Innovative Marketing Strategies.  Generous donations from 
individuals, businesses, and foundations totaling about $1, 072,000 were facilitated by the Community Partners and Board of Directors in the 
2009-10 FY. 

Self-Interests: A favorable perception from the Orange County community, helping the program to create safe, equitable schools, supporting 
social justice, helping families mediate conflict

Influentials: OC Human Relations Public Partners, youth in the Bridges Program

social justice advocates

Potential Donors
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One had a brick thrown through his window for being gay; another was called a racial slur and refused service at a restaurant by an angry 
waitress. Despite the varying degree of the crime, hate crime victims are often shaken to their core for being taunted about a part of their 
identity. They can be male or female of any age, with various religious beliefs or sexual preferences or ethnicities. Victims are rarely directed 
to a clear path to follow in order to rectify the wrongs done to them. OC Human Relations has the answers for hate crime victims in these 
tumultuous times and can direct them to resources or programs that will help them. Hate crime victims will rally behind the message of the 
high school program Bridges, which instills tolerance in the next generation and paves an easier road for kids who face the same differences 
that they themselves did in school. By addressing the victims of hate crimes who were unsure where to turn, or currently still need some direc-
tion, we are reaching a market who have a personal connection to OCHR’s program as well as their families and friends who will help them 
get through the process of healing. 

Self-Interest: They directly benefit from the resources for hate crime victims that OCHR helps facilitate, as well as the personal connection to 
the Bridges program that can help prevent hate crimes from occurring in the future.

Influentials: The police, who deal with the initial aspects of hate crimes (reporting of vandalism, etc.); advocates for minority groups, who are 
inspirational and offer advice to victims of hate crimes

A community figurehead is an active member of the OC community with influence. For us, it is important to tap into influential members of 
the County, without directly targeting politicians, as OCHR is a non-partisan organization. Thus, any official endorsement stemming from 
this campaign should come from someone not directly tied into the political system. One community figurehead we will target is the Chap-
man University President, Jim Doti. Doti is known throughout the community for delivering the University’s Annual Economic Forecast. This 
forecast has been successful over the past 30 years, and is a valued tool for businesses and individuals in the community. This forecast gives 
Doti influence in the business community, an important aspect of OCHR’s current donors. Doti also holds clout with local educators, as the 
President of a premier private university. This influence could extend to local school boards and educators, who could become proponents of 
the Bridges program, another source of revenue for OCHR. Additionally, Chapman has been the scene of hate crimes in recent years, making 
OCHR’s mission and messaging an important cause to Chapman and Doti himself. 

Self-Interest: With Chapman’s name in the news recently, in association with questionable human relations actions, we believe Doti and the 
University would jump on the chance to support a cause that is pro-human relations.

Influentials: Local educators and school officials; business community

Victims of Hate Crimes

Sample Community Figurehead: James Doti
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Message Strategies

Campaign Theme
Equality as Trend-Right. 

Key Public: Community influencers in Orange County

1. Self-Interest: You want to support the community members you speak for and secure fair treatment of them by law enforcement,   
 businesses and more. One example is Jim Doti, who has had some problems with hate crimes at Chapman University and could 
               be a valuable help with outspoken students to back the cause. 
2. Present Issue: Discrimination, intolerance and hate crimes continue in our county, and in the Orange County community.  
3. OCHR as a Solution: OCHR offers programs to help the underserved populations and investigates cases of wrongdoing. Educational 
               programming to constituents (such as Chapman students) aims to increase tolerance and build peace. 
4. Appeal: Your support of OCHR will offer your communities a solution for solving their conflicts or getting compensation for wrongful 
               treatment by law officials or other sources. For Doti, it will ensure Chapman is no longer associated with hate crimes or discrimi
               nation, and can reverse the curent association.
5. Now is the time to spread equality and tolerance by promoting OCHR and their services among community members. 

Key Public: School Board Members & School District Administrators

1. Self-Interest: Supporting tolerance and peace amongst youth is a positive impact you can make possible through the support of 
               appropriate programming. This can help lessen gang-related or hate-related violence and issues in your student body.
2. Present Issue: Schools provide a breeding ground for hatred, intolerance and discrimination amongst youth. 
3. OCHR as Solution: OCHR offers the BRIDGES program to educate our youth. Young students are easily influence by their surroundings 
                and OCHR can send a positive message about peace and tolerance through their integrated curriculum.
4. Appeal: Adapting OCHR’s programs for your schools will help minimize problems on campus and create a better environment for 
               education.
5. Adopt OCHR’s programs as a way to influence future generations, and enrich the Orange County school curriculum with tolerance and 
               lessons that will prevent future instances of violence.

Tagline
“All For Equality.”



14

Key Public: Donors and Potential Donors to OC Human Relations
1. Self-Interest: You want to donate to a cause that creates a better community for your friends and family.
2. Present Issue: You are seeking a nonprofit organization that promotes tolerance, healthy interpersonal 
               communication and services and programs that reach out to youth. There’s not one advocacy group that spans all 
               walks of life and is unaffiliated with religious or government groups. 
3. OCHR as a Solution: OCHR is a great candidate for your support because of their diverse programming, enduring 
               message and broad audience for service.
4. Make Appeal: Your donations will help expand programming such as BRIDGES into more schools, aid in compensating hate crime victims 
               for wrongdoing and foster an environment for a healthier community.
5. Donate OCHR to create a new generation of OC citizens who practice tolerance and understanding.

All Publics

1. Orange County residents
2. Orange County residents who are 
               sympathetic to our cause but uninformed 
               about OCHR
3. Students attending schools that offer the Bridges  
               program
4. Parents of students attending schools that offer 
               the Bridges program
5. Orange County school boards
6. Principals of schools not currently offering the 
               Bridges program
7. Past donors to OCHR
8. Current donors to OCHR
9. Past donors to OCHR
10. Current volunteers for OCHR

11. Past volunteers for OCHR
12. Potential volunteers for OCHR 
13. Donors who have donated or do 
               donate to advocacy organizations 
               such as GLAAD or Amnesty Int’l
14. Advocacy groups (such as Next 
               Step) participants
15. Board of Directors of OCHR
16. Advisory Board of OCHR
17. Orange County police departments
18. Local politicians of Orange County 
               cities
19. Under-represented advocacy groups 
               (such as those for religious or ethnic 
               minorities)

21. Supporters of Human 
               Relations in LA County
22. Victims of hate crimes
23. Family members or friends 
               of victims of hate crimes
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Strategies & Tactics 

Increase awareness of and support for the Bridges program in high schools and middle schools to generate more awareness for OCHR as a 
whole and spread the program into more markets.

Tactics:
1. Hold a Bridges workshop for administrators in unserved school districts that will feature speeches from administrators currently employing 
the program. Testimonials will help secure the administrators’ desire to bring the program into their school.
2. Invite advocacy group leaders and philanthropic individuals in the OC community to an awards ceremony at a Bridges high school to show 
the beneficial nature of the program. Ceremonies such as these highlight the benefits the Bridges program offers to school communities, and 
this will encourage hate crime victims, bullying victims, or family members of the two to support the program as a preventative measure.
3. Create a “Build Bridges” school kit for administrators and school board members to explain the program and encourage third-party fund-
raising to bring the program to their school.
4. Create a Bridges Youtube channel where we can feature testimonials, coverage of Bridges events and interviews of individuals involved 
with the Bridges program.
5. Send representatives to PTA meetings to involve parents in bringing Bridges to the school. 

Increase donations for programming and operating costs by 10% for the 2012 fiscal year.

Tactics:
1. Start an annual Bridges school carnival on a unserved campuses to raise money, as a way for the program to pay for its own expansion. 
Carnivals could be conducted on each campus looking to have the program. Money would be raised through advertising from community 
sponsors, product donations, and volunteers.
2. Have a booth at cultural celebrations, such as the Orange Street Fair, to raise money and awareness and reach a broader audience than 
nonprofit organization conferences.
3. Expand network of donors by tapping into national Human Resources donor databases and providing specific challenges the Orange 
County Human Relations chapter faces.
4. Partner with local businesses to have an online membership drive. Offer incentives, such as restaurant deals and coupons, for different 
levels of donation generosity. Create a membership program with tangible benefits, such as discounts at certain retailers, with a portion of 
proceeds going to OCHR.
5. Increase grant-writing efforts through contacting writers who are sympathetic to the OCHR cause and engaging them in volunteer grant-
writing for OCHR.

Strategy

Strategy
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To raise awareness of the Community Dispute and Community Building programs OCHR offers (Dispute Resolution Program, Police-
Community Reconciliation Program and Community-Building) in neighborhoods, businesses and households in Orange County.

Tactics:
1. Create a video for the OCHR website, featuring testimonials from people who used these services, to provide third-party endorse-
ment from people who have used and benefited from the programs.
2. Hold an open-house event for each program that invites key community leaders, like city council members and mayors, where vari-
ous OCHR representatives will detail the benefits for the communities’ constituents. We will have both representatives and previous 
program participants available for one-on-one conversations for a revealing look at each program.
3. Create a specific brochure for each program and focus on how the services apply to a variety of situations and offer many solutions. 
4. Reach out to audiences such as battered women’s shelters, alternative high schools, and other programs where disputes have im-
pacted the lives of the organization’s constituents, and offer workshops for free to establish contact with new audiences and create 
positive word-of-mouth buzz about the Dispute Resolution Program and Police-Community Reconciliation Program. 
5. Pitch features of services, events or press opportunities to the Orange County Register, Daily Pilot, and other local newspapers to 
get OCHR and the results of these programs into community news.

Develop a unified OCHR brand image in all communications for internal and external use.

Tactics
1. Create uniform style for all print materials. This will include colors, fonts, and imagery uses (stock photos vs. clip art, etc.). 
2. Develop a direct tag-line that identifies what the non-profit accomplishes.
3. Emphasize facts that support the need for OCHR in front of their publics’ eyes
        - Consider news angles to pitch to press  
        - Use powerful statistic in communications that show a growing need for OCHR in Orange County.
4. Develop electronic resource kits for press, donors, and potential audiences for download on the OCHR website with contact mea-
sures (email and phone) emphasized for open communication.
5. Create monthly email newsletters detailing outstanding programs, new volunteers, expanded services and backward reference 
to previous issues (including former programs, information and more mixed in with new material). These newsletters will serve as a 
secondary broad audience communication, the only other broad audience communication being the annual report. 
 

Strategy

Strategy
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Communications Chart 

Key Public Self-Interest Primary Messages Influentials        Objectives Strategies Tactics
Community Figure-
head: James Doti

With Chapman's name in the news recently, in association with 
questionable human relations actions, we believe Doti and the 
University would jump on the chance to support a cause that is pro-
human relations

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Local educators and 
school officials; 
business community

       OCHR can offer educational programming to 
       university constituents, as well as mediation 
       services. OCHR aims to increase tolerance and 
       build peace."

To raise awareness of OC Human Relations and its ser-
vices in the Orange County community, specifically on 
the Chapman campus.

Social Media, Website, poster and 
press kit

Social Justice Ad-
vocates in Orange 
County

Both groups are trying to communicate a message of equality and 
understanding to their causes. In finding groups that share the same 
mission, it will help them recruit new members and raise awareness 
within the community.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Chapman University's 
student advocates 
who have created 
change on the 
Chapman campus.

      To brand OCHR as a nonprofit organization, in 
       dependent of the government, which offers   
       services in mediation, conflict resolution and 
       fosters healthy communication among Orange 
       County citizens.

To increase awareness and support of the Bridges toler-
ance program for middle and high schools, along with 
raising awareness of the dispute resolution programs.

Press kit, invitation to special events, 
Website and Social Media

Victims of Hate 
Crimes

You have a personal connection to OCHR’s mission as you’ve unfor-
tunately fallen victim to hate crimes or discrimination in our county. 
You will benefit from OCHR’s services, and can speak directly to 
their importance.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Advocacy groups, law
 enforcement 
professionals, 
community leaders

       To bring awareness of the Bridges program to 
       school administrators.

Increase awareness of and support for the Bridges 
program in high schools and middle schools to generate 
more awareness for OCHR as a whole and spread the 
program into more markets.

Social Media, Feature Article, News-
letter

Community influ-
encers in Orange 
County

You want to support the community members you speak for and 
secure fair treatment of them by law enforcement, businesses and 
more. One example is Jim Doti, who has had some problems with 
hate crimes at Chapman University and could be a valuable help 
with outspoken students to back the cause. 

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

City council members, 
community members 
who have used 
the programs or 
services

      To brand OCHR as a nonprofit organization, in
      dependent of the government, which offers 
      services in mediation, conflict resolution and 
      fosters healthy communication among Orange 
      County citizens.

To raise awareness of the Community Dispute and 
Community Building programs OCHR offers (Dispute 
Resolution Program, Police-Community Reconciliation 
Program and Community-Building) in neighborhoods, 
businesses and households in Orange County

Newsletter, news release, feature 
article

Donors or Potential 
donors in OC

By donating to OCHR, the BRIDGES program and mediation ser-
vices can reach a vast amount of people in the OC area.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Program recipients 
who can provide 
testimonials, 
community members 
who promote the 
mission

      To brand OCHR as a nonprofit organization, in
      dependent of the government, which offers 
      services in mediation, conflict resolution and 
      fosters healthy communication among Orange 
      County citizens.

Increase donations for programming and operating costs 
by 10% for the 2012 fiscal year.

Newsletter, social media, spokesper-
son bio
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Key Public Self-Interest Primary Messages Influentials        Objectives Strategies Tactics
Community Figure-
head: James Doti

With Chapman's name in the news recently, in association with 
questionable human relations actions, we believe Doti and the 
University would jump on the chance to support a cause that is pro-
human relations

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Local educators and 
school officials; 
business community

       OCHR can offer educational programming to 
       university constituents, as well as mediation 
       services. OCHR aims to increase tolerance and 
       build peace."

To raise awareness of OC Human Relations and its ser-
vices in the Orange County community, specifically on 
the Chapman campus.

Social Media, Website, poster and 
press kit

Social Justice Ad-
vocates in Orange 
County

Both groups are trying to communicate a message of equality and 
understanding to their causes. In finding groups that share the same 
mission, it will help them recruit new members and raise awareness 
within the community.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Chapman University's 
student advocates 
who have created 
change on the 
Chapman campus.

      To brand OCHR as a nonprofit organization, in 
       dependent of the government, which offers   
       services in mediation, conflict resolution and 
       fosters healthy communication among Orange 
       County citizens.

To increase awareness and support of the Bridges toler-
ance program for middle and high schools, along with 
raising awareness of the dispute resolution programs.

Press kit, invitation to special events, 
Website and Social Media

Victims of Hate 
Crimes

You have a personal connection to OCHR’s mission as you’ve unfor-
tunately fallen victim to hate crimes or discrimination in our county. 
You will benefit from OCHR’s services, and can speak directly to 
their importance.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Advocacy groups, law
 enforcement 
professionals, 
community leaders

       To bring awareness of the Bridges program to 
       school administrators.

Increase awareness of and support for the Bridges 
program in high schools and middle schools to generate 
more awareness for OCHR as a whole and spread the 
program into more markets.

Social Media, Feature Article, News-
letter

Community influ-
encers in Orange 
County

You want to support the community members you speak for and 
secure fair treatment of them by law enforcement, businesses and 
more. One example is Jim Doti, who has had some problems with 
hate crimes at Chapman University and could be a valuable help 
with outspoken students to back the cause. 

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

City council members, 
community members 
who have used 
the programs or 
services

      To brand OCHR as a nonprofit organization, in
      dependent of the government, which offers 
      services in mediation, conflict resolution and 
      fosters healthy communication among Orange 
      County citizens.

To raise awareness of the Community Dispute and 
Community Building programs OCHR offers (Dispute 
Resolution Program, Police-Community Reconciliation 
Program and Community-Building) in neighborhoods, 
businesses and households in Orange County

Newsletter, news release, feature 
article

Donors or Potential 
donors in OC

By donating to OCHR, the BRIDGES program and mediation ser-
vices can reach a vast amount of people in the OC area.

Discrimination, intolerance 
and hate crimes continue in 
our county. Equality as Trend-
Right.

Program recipients 
who can provide 
testimonials, 
community members 
who promote the 
mission

      To brand OCHR as a nonprofit organization, in
      dependent of the government, which offers 
      services in mediation, conflict resolution and 
      fosters healthy communication among Orange 
      County citizens.

Increase donations for programming and operating costs 
by 10% for the 2012 fiscal year.

Newsletter, social media, spokesper-
son bio
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campaign Calendar
Aug-11 Sept-11 Oct-11 Nov-11 Dec-11 Jan-12

Campaign Tactic 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4
Create a uniform style for all print materials. X
Develop a direct tagline that identifies what the nonprofit ac-
complishes.

X

Have a booth at cultural celebrations such as the Orange Street 
Fair to raise money and awareness.

X X

Develop a monthly email newsletter X
Hold a Bridges Workshop for administrators in unserved school 
districts. 

X

Increase grant writing efforts X X X
Battered women’s shelters/similar orgs outreach  X X
Expand network of donors by tapping into national Human 
Resources donor databases.

X X X X

Develop electronic resource kits for press, donors, and potential 
audiences for download on the OCHR website with contact 
measures.

X

Create a membership program with tangible benefits. X
Partner with local businesses to have an online membership 
drive.  Offer incentives.

X

Send out a “Build Bridges” school kit for administrators and 
school board members.

X

Begin filming for the Bridges YouTube Channel. X
Launch the Bridges YouTube Channel.. X
Create a specific brochure for each program and focus on how 
the services apply to a variety of situations and offer many solu-
tions.

X

Send representatives to PTA meetings to involve parents in 
bringing Bridges to the school.

X X X

Start an annual Bridges school carnival on unserved campuses to 
raise money.

X

Create a video for the OCHR website. X
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Campaign Tactic Feb-12 Mar-12 Apr-12 May-12 Jun-12 Jul-12
1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4

Launch the monthly email newsletter. X

Expand network of donors by tapping into 
national Human Resources donor databases.

X X

Invite Advocacy group leaders and philan-
thropic individuals in the OC community 
to an awards ceremony at a Bridges high 
school.

X X

Host an open- house event for each program 
that invites key community leaders.

X

Pitch features of services, events, or press 
opportunities to the Orange County Regis-
ter, Daily Pilot, and other local newspapers.

Reach out to audiences such as battered 
women’s shelters and other programs 
where disputes have impacted the lives of 
the organization’s constituents.  Offer free 
workshops to establish contact with new 
audiences.  

X X

Begin Website Redesign X
Launch new website X
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COMMUNICATION TACTIC COST PER UNIT TOTAL
Bridges Workshop (3 Districts) $825.00

Lunch $200.00

Handouts $50.00

Nametag $25.00

Bridges Awards $837.00

Audio/Visual $200.00

Props $150.00

Awards $75.00

Programs $112.00

Food & Beverage $200.00

Contingency $100.00

"Build Bridges" Kit (12) $1,104.00

Brochure $20.00

Flyer $12.00

Kit Container $60.00

Bridges School Carnival Fundraiser $410.00

Booths Sponsored

Food & Beverage Donated

Beverages Donated

Rides Sponsored

Entertainment $400.00

Tickets $10.00

Cultural Fair Booth (Fundraiser) $350.00

Food & Beverage $250.00

Supplies $100.00

Budget
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COMMUNICATION TACTIC COST PER UNIT TOTAL
Informational Video $100.00

Equipment Rental $100.00

Production Donated

Post-Production Donated

OCHR Open House $1,100.00

Food & Beverage $600.00

Beverages $100.00

Brochures $0.00

Flyers $0.00

Venue $400.00

Silent Auction Donated

Brochure Printing Costs $330.00

Bridges (500) $110.00

Dispute Resolution (500) $110.00

Police-Community Reconciliation (500) $110.00

Free Community Workshops $300.00

Dispute Resolution

Food $100.00

Props $50.00

Police-Community Reconciliation 

Food $100.00

Props $50.00

TOTAL ESTIMATED 
CAMPAIGN COSTS

$5,356.00
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Evaluation Criteria

To increase awareness of the Bridges program by inviting all 29 school districts to our awareness and fundraiser events and having representatives 
from at least 15 schools attend each event. 

•	 Identify the current participants in the Bridges program by August 2011 and request testimonials.
•	 Pre-interview school administrators to gauge awareness of the Bridges program and provoke interest starting in September 2011; follow-up 

with invitations to the Bridges open house event.
•	 Ask current participants to invite five current donors or supporters to the November 2011 Bridges Fundraiser. 

To strongly connect the OC Human Relations with target programming and missions to decrease the misconception from 60% to 45%. 

•	 Utilize this campaign with its tagline in all executions, communications and more to create consistency in the OC Human Relations percep-
tion.

•	 Hold a focus group that will examine the reaction to our tagline, the new mission statement and other campaign materials. 
•	 Survey the general public at the end of the campaign to see if their understanding of the term “human relations” and what OCHR does has 

increased.

Increase donations from new donors by 10%

•	 Invite advocacy groups to participate in fundraiser and awareness events. Conduct a survey after the event to gauge their perception of the 
organization and the likelihood of donation.

•	 Secure feature stories in The OC Register and The Daily Pilot that provide a link to an independent donation module to gauge the reception 
of the articles by February 2012. 

•	 Utilize our donor database when creating invitation lists for fundraisers. Ask loyal past donors to invite five new friends to the benefit and 
get money off of their ticket for each person who purchases a ticket and mentions the referral. 

Objective

Objective

Objective
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Tactic Execution Samples

On the following pages you will find sample tactic executions and analysis of the audiences, reach and 
effectiveness that these tactics could generate. From media alerts to website redesign to newsletter 
layout, we wrote thoughtfully and designed purposefully in order to create elements that exuded a co-
hesive positive tone and appearance. Here are 10 sample executions for you to peruse.

1. Website Redesign
2. Facebook Redesign
3. Sample Feature Article
4. Press Kit Outline
5. Spokesperson Bio
6. Poster
7. Newsletter Mock-Up
8. Bridges Open House
9. Social Media
10. News Release
11. Email Media Alert (Bridges)
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WEbsite Redesign
Key public (audience)
The key public for our website is donors. The site needs to 
highlight the work of OC Human Relations, all while moving 
people to make a donation. The benefits of donating should be 
clearly stated, and donating online should be easy and secure.

Secondary publics (audiences)
Our secondary public is volunteers. Volunteers should be able to 
follow up online, and view the results of their work. A current 
photo gallery should be kept to reward volunteers and keep the 
public interested. Another audience is those looking to learn about 
the services OCHR offers. The site should be informative, yet easy 
to navigate.

Action desired from public(s)
Firstly, we need our audience to donate money to our programs. If 
not, we would hope they could volunteer their time or exchange 
their services. Lastly, we want people to learn about OC  Human 
Relations and spread the word. The site should tie in key social 
media outlets.

How does this action tie to the key public’s self interest?
This ties into the public’s interest in making their community a 
safer, more inclusive place to be. It also ties into their interest in 
positive branding, by supporting a great local cause. And of course, 
many in our audience could benefit from OCHR services, or know 
someone who could benefit.

Overriding message/theme: All for Equality

Primary Messages

Primary Message #1: Donating today is an easy way to have a 
positive impact on the community in which you live.
We will support this message by showcasing the benefit of 
donating, highlighting OCHR’s work, and making donating easy 
and secure.

Primary Message #2: Volunteering is a great way to stay involved and 
affect the lives of those in Orange County
We will convey this message by featuring a photo gallery of recent events 
and work done by our volunteers. This is a reward for the volunteers and 
a teaser for others as well.

Primary Message #3: You or someone you know may benefit from 
services offered by OC Human Relations.
We will portray this by making it clear the work that OCHR conducts, 
and making it easy to sign-up for these services. We will also showcase 
our work online, so our audience understands the tangible benefits that 
OCHR offers.

Describe photos/graphics
The site should look professionally designed, and all photos should look 
professionally taken. The site will be clean, and easy to navigate.

Third-party influentials and how they will be used
We will feature community figureheads, and local police, talking 
about the benefits of OCHR’s services. This can be in a video or with 
photographs and captions. 

Slogan or tagline
Building Bridges Toward Understanding
All for Equality

Production deadline: June, when OC Human Relations becomes an 
independent non-profit.
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Facebook Redesign
The current OC Human Relations Facebook page could use a lot 
of work. The first change that needs to be made is the photo. Not 
only does it not reflect the logo or even the same color scheme as 
the organization’s current website, but it is also a little too juvenile 
for a company that addresses issues as serious as those of OCHR. 
Right now there is a separate page for Twitter and to Join the 
Group’s Mailing list, but these links are added to the side and 
almost completely ignored. Additionally, the “About” section 
features a link for donations, but it isn’t very compelling or eye-
grabbing.

In its posts, OCHR does a great job of posting links to news 
stories and current events, but some of their efforts are a little 
off-base. For example, on 4/8, they posted a link to an NPR story 
about researchers in Prague digging up a homosexual or transexual 
caveman. While it’s an interesting story, OCHR doesn’t add any 
commentary to the link as to why their Facebook fans would care. 
Their “Info” page doesn’t include a human contact that people 
can address their concerns to, which makes the page feel a lot 
less personable. The services and programs that OCHR provide 
are very emotional, personal things, and yet the Facebook is 
as business as possible. We need to exude a personality and a 
warmth from our websites and communications which is genuine 
and inviting so viewers are more prone to not only Liking the 
organization on Facebook, but engaging with it offline as well.

The new OCHR Facebook will feature a few important changes:
 
1. A New Sidebar to link to a Flickr account, a Youtube account, Twitter, 
and special projects. This sample sidebar was borrowed from UNICEF, 
but instead of “HAITI365,” we could have a “BRIDGES” page. Photos 
and questions will be more interactive than the last one, and get OCHR 
starting conversations with their Facebook friends rather than just 
posting links at them.

2. A Click-To-Like Command at the top will encourage visitors to 
immediately like the page and stay in on OCHR news. This prompt will 
get people thinking immediately! After liking the page, the Click-To-Like 
photo disappears, and a “Donate Now” button will appear and stay at the 
top of every page so it is ever-present on the Facebook. 

3. The new OCHR Logo in the upper left profile photo section will be 
cleaner and more mature. It is as of yet to be designed, but for brand 
continuity, the profile photo should feature the logo along with the 
OCHR name for easier recognition.

4. The About Section (unaltered here) will no longer have a link to support 
the organization; instead, it feature a brief bio with all of the pertinent 
programs, and maybe even have a few outreach specialists’ names, emails 
and photos to add a human touch to the page.

5. Groups will be added for volunteers and donors, so easier 
communication is fostered. These links will be featured under the left 
sidebar along with the Youtube, Flickr, and Twitter links.



28



29

Feature Article

Hate Crimes in Orange County and How We Are Fighting Them

A dramatic increase in hate crimes against Muslims has recently 
been brought to light within an Orange County report issued by the 
OC Human Relations Commission. This finding is said to be a local 
reflection of the nation-wide mistrust of Muslims. 

There were thirty-six cases brought to the district attorney’s office 
in 2009. African Americans are still the most frequent targets of hate 
crimes in Orange County. Hate crimes targeting Jewish and Muslim 
communities were up for the second year in a row.

California has a proud tradition of protecting personal and civil rights, 
and we have some of the strongest laws in the nation to combat hate 
violence. These laws protect every person’s right to freedom of speech, 
of religion and as of 2009 the right of sexual orientation and gender 
identity. The laws, however, do not stop hate crimes from occurring.

A hate crime, as defined by the state, is a criminal act 
committed in whole or in part because of one or more of the 
following actual or perceived characteristics of the victim: 
disability, ender, nationality, race or ethnicity, religion, sexual 
orientation, association wit ha person or group of persons 
with one or more o the preceding actual or perceived 
characteristics.

OC Human Relations prevents hate crime by building 
understanding among diverse communities through 
mediation, education and consulting with law enforcement 
and community leaders. Many hate crimes go unreported 
each year, however we remain vigilant and hopeful for a 
better future

As Americans we tend to view ourselves as ahead of the 
curve. We see the horrible images; crimes committed against 
humanity beyond our nation borders viewed on our television 
set and as we hold our loved ones close we are thankful 
that we do not live in a place like that. Now let’s make that 
perception a reality.

For more information please visit ochumanrelations.org
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Press Kit

While our aim is to reach as many members of the media as possible, we believe it will also be effective to reach educators (high 
school and middle school), victims of hate crimes, and a local community figurehead.

Our press kit will arrive in a branded box and the documents will be on branded stationary in a presentation folder that follows our 
color scheme.  The fact sheet will be printed on a “Bridge” image to emphasize the idea.  

Contents, in presentation folder:

•	 Cover Pitch Letter
•	 Press Release 
•	 Fact sheet about the Bridges School Program
•	 Bio- Alison Lehmann, Deputy Director of OCHR
•	 New DVD that will explain the range of services 0ffered
•	 Photos from various youth camps and events

Alison Lehmann, Deputy Director of OC Human Relations, plays an integral role as she helps to foster mutual understanding and 
eliminate prejudice within the community.  Alison has worked closely with the BRIDGES School Program to help reduce violence 
and motivate children to do well in school.  Her facilitation of this program has encouraged young people to serve as leaders, just 
like herself.  In fact, during the 2009-2010 school- year, the program reached over 44,000 students, 1,958 teachers, and 827 parents.  
The BRIDGES Program has received national recognition and was identified on the White House website as “Promising Practice” as 
part of the “One America” Initiative.  Alison hopes to continue her efforts with OCHR by working with Dispute Resolution Services, 
as well as encouraging young people to intern and volunteer.

Spokesperson Bio
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Email Pitch
Subject: Have you met Adriana?

Chances are, you haven’t met Adriana Cortes of Orange County High School. You’re meeting her on a very important 
day. She just graduated from her high school’s Bridges Program. 

No, Bridges isn’t an amateur building workshop, nor is it an architectural appreciation organization. It’s a program 
offered through Orange County Human Relations that is offered in many Orange County middle and high schools. It 
teaches its graduates the foundations of tolerance and enriches their lives with understanding and respect for other 
cultures, ethnicities, lifestyles and more. This nationally recognized program was called a “Promising Practice” on the 
White House’s website and was selected by the US Department of Justice AND the US Department of Education as 
one of the seven best programs to prevent hate crimes in schools and communities.

Each of our graduates have gone on to do wonderful things in their communities, and we’re sure their stories would be 
very interesting to you and your readers. Please feel free to contact me if you’d like to talk to Adriana or students like 

Specific Media to Receive Communication: Orange County Register, OC Weekly, Laguna Journal,  Daily Pilot, La 
Habra Journal

Follow-up:  Special Events News Release after graduations to journalists to remind them of the program. 
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Sample Poster

This Could Have Been Avoided

Did you Know OC Human Relations Offers Conflict Mediation? 
facing a Small claims court matter? Neighbor dispute? 
Call us at (714) 567-7470

We also offer family & divorce mediation, and partner with local law enforcement to 
build undersatnding in Oc. Want to learn more? Ochumanrelations.org
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Newsletter
Key public (audience)
This newsletter is primarily targeted toward current donors and 
volunteers. It is a way of keeping OCHR top of mind.

Secondary publics (audiences)
This newsletter will be distributed to local school boards. It will 
also be available in the OCHR office and at events. Thus, our 
secondary audience is others interested in OCHR’s services.

Action desired from public(s)
We hope this newsletter would cause people to search for more 
information, volunteer or donate.

How does this action tie to the key public’s self-interest?
This ties into key public’s self-interest because they or someone 
they know benefit from the services offered by OCHR. Association 
with OCHR can also help them build or maintain a positive image.

Overriding message/theme
All For Equality

Primary messages: two to three short statements/selling points to 
be conveyed

Primary Message #1: The latest news from OCHR
We will support this message by sharing the latest OCHR news, 
such as the Awards 40 Gala, or recent recognition.

Primary Message #2: OCHR is a leader in the human relations field
We will convey this by sharing industry news or contributing a 
brief summary of some of our research.

Primary Message #3: By donating to OCHR, you are bettering your 
community
We will remind people to donate in each newsletter, and update them 
with our progress, and how donations have helped specific individuals.

Describe photos/graphics
All imagery should look professionally photographed and feel current. 
Ideally it is from recent events. People should be the emphasis, and 
especially youth.

Third-party influentials and how they will be used (testimonials, 
quotes, photos, etc.)
Donors and volunteers can personally provide a profile of someone 
they have helped. Program participants can provide testimonials. 
Local governments can detail the help that OCHR has provided for 
their community. Any community figureheads involved with OCHR 
should be photographed and featured.

Slogan or tagline
The Bridge – The Monthly Newsletter of OC Human Relations

Production deadline
Last Wednesday of each month

Production quantity: 500

Means of distribution: Direct mail and distribution at OCHR office 
and events
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Bridges Open House
Event settings: Open to everyone; guests can invite other people

Target guests: Parents, teachers, administrators and city council members 

Photo: OCHR-branded photo from a Bridges graduation ceremony

“Come one, come all to the Costa Mesa High School Bridges Open House! This nationally renowned program, currently featured in several 
Orange County high schools, builds tolerance and understanding among youth. Proven to decrease bullying and violence in schools, Bridges has 
been recognized by the US Department of Education and the White House alike. 
This Bridges open house will feature demonstrations of sample curriculum, testimonials from graduates and a Q & A with program planners. 
Light refreshments will be served.
Bridges is brought to OC high and middle schools by OC Human Relations. OC Human Relations has been building respect and tolerance in 
Orange County since 1971.” 
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Key public: General public, potential donors, volunteers and donors of OCHR. Action desired from public: Follows and interaction

How does this action tie to the key public’s self-interest? Social media allows people to follow brands and organizations conveniently and 
make them part of their life, which is a great way to integrate OCHR into their lives in a way that they can get to know the organization’s 
mission and see things that are useful to them without having to go out of their way to get the information. 

Overriding message/theme: We are an organization concerned with communication, and we’re opening more channels for you to contact us.

Primary Message #1: We want your feedback and support. 
How will you support the primary message? We will support the message by posting 
links and asking for their opinions; leading them to donation links, and explaining more about programs by creating an open dialogue.

Primary Message #2: Our mission is relevant in everyday life.
How will you support the primary message? We will show results that our programs produce in videos, photos and stories we share through 
links. 

Describe photos/graphics: Photos and videos from events.

Third-party influentials and how they will be used (testimonials, quotes, photos, etc.): Testimonials, quotes and stories will be posted on the 
website to share with our fans as well as introduce ourselves and our missions to people who are new to the organization.

Social Media
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NEWS RELEASE
Key public (audience): Parents

Secondary publics (audiences), if any: Community members, students

Action desired from public(s): To attend an introductory meeting for BRIDGES at El Imaginario High School, an imaginary high school we made 
up for the sake of this assignment. 

How does this action tie to the key public’s self interest? The parents of students at El Imaginario HS have invested interest in their students; 
they want their students to feel safe at school and learn about tolerace 

Overriding message/theme: The new chapter of BRIDGES will be a benefit to the high school.

Primary Message #1: BRIDGES is needed at the high school.
How will you support the primary message? Testimonial from Don Anderson, principal at El Imaginario. 

Primary Message #2 BRIDGES is well-deserved at El Imaginario. 
How will you support the primary message? (data, facts, testimonials, etc.)? Testimonial from Joy Wilson, advisor to the new program.

Third-party influential and how they will be used (testimonials, quotes, photos, etc.): Don Anderson, he will be used to win the favor of parents 
through testimonial.

Production deadline: April 11, 2011

Specific media to receive information: OC Register, school newspaper, local publications. 

Proposed follow-up with media, if any: phone calls, email.
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FOR IMMEDIATE RELEASE – April 11, 2011

Contact: Cassie Zanone
Phone: (949) 715-1884
Email: cassie@ochumanrelations.org

OC Human Relations Expands BRIDGES Program to El Imaginario 
High School

ORANGE, Calif.—April 11, 2011. OC Human Relations welcomes parents 
and community members to a meeting at El Imaginario High School 
in Orange, Calif. to introduce BRIDGES to the school, which will be 
launched al El Imaginario in fall 2011. The meeting is free to the public and 
will feature a discussion of what BRIDGES will feature, how students can 
become involved, as well as the successes BRIDGES has already achieved 
at other institutions. The meeting will be held in the gymnasium of the 
school at 7 p.m. on April 24, 2011.

Don Anderson, principal at El Imaginario, thinks that a program such as 
BRIDGES is long overdue. 

“For years we have been struggling to encourage peaceful relations 
between the different members of our student population, and I truly 
believe that BRIDGES is just the type of program we need to teach 
students to respect one another and value their differences, rather than 
resent them,” says Anderson. 

The program will be led by Joy Wilson, AP European History teacher at El 
Imaginario. Wilson has been teaching at the school for 15 years, and was 
selected from seven applicants to advise the program. 

“I can not even come close to expressing how honored and thrilled I am to 
lead BRIDGES,” says Wilson. “The students at this school have so much 
potential, and I know that BRIDGES is going be an amazing platform for 
them to use to reach that. It is well-deserved, and we are all honored that 
OC Human Relations chose to expand their program with us.”

BRIDGES is already in full swing at other high schools in Orange 
County. La Quinta High School regularly sponsors local speakers on 
their campus as a part of their BRIDGES chapter, and the Fountain 
Valley High School chapter hosted their 6th Annual Day of Dialogue 
last month.  

BRIDGES will be open to all students at El Imaginario, and expects 
to begin hosting school-wide events as soon as October 2011. The 
meeting on April 24, will feature presentations by representatives 
from OC Human Relations, and will conclude with an invitation by 
Wilson to the students at the school. Parents, community members 
and students are all highly encouraged to attend.

About OC Human Relations
Since 1971, OC Human Relations has worked to build bridges 
of understanding to promote a vision of our community where 
all people are valued and included and our diversity is realized 
as a source of strength. For more information, visit www.
ochumanrelations.org. Connect with us on Facebook at www.
facebook.com/ochumanrelations or follow us on Twitter at www.
twitter.com/WeAreOneOC.
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Event Media alert
Key public (audience): Media

Action desired from public: To attend Awards 40, and provide subsequent news coverage.

How does this action tie to the key public’s self interest? The media need interesting, relevant news stories. 

Overriding message/theme: Awards 40 is an important, interesting event, relevant to Orange County.

Primary Message #1: Awards 40 is important to the county.
How will you support the primary message? Naming well-respected individuals in Orange County who will be attending the 
event, as well as the noteworthy sponsors.

Primary Message #2 It is a newsworthy event. 
How will you support the primary message? Describe significance of the event, including the fact this is the 40th anniversary. 

Describe photos/graphics: Awards 40, ING, Disneyland, Related, and St. Joseph Health System logos.

Third-party influential and how they will be used (testimonials, quotes, photos, etc.): Well-known Orange County 
individuals-- their presence adds relevancy and newsworthiness. 

Production deadline: April 11, 2011

Specific media to receive information: OC Register. 

Proposed follow-up with media, if any: phone calls, email.
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***MEDIA EVENT ALERT***

We invite you to attend an evening honoring the people and 

organizations across Orange County that are making a difference in 

our community!

       

What: “Awards 40,” an evening dedicated to recognizing significant growth in positive 

human relations in Orange County, with awards being presented to distinguished guests 

such as Ralph Bauer, Dr. Thomas Parham, and Dr. Muzammil Siddiqi, as well as to 

Los Amigos High School and Newport Harbor High School. 

Where: The Grove of Anaheim

When: May 5, 2011 at 7 p.m.

Why: To celebrate the dedication of Orange County towards peaceful and progressive 

relations between our residents! 

This year marks the 40th anniversary of the awards ceremony, and in honor of this OC 

Human Relations will also be presenting the Lifetime Achievement Award to the Sisters 

of St. Joseph of Orange, as well as The Civil Rights in History Award to Sandra 

Robbie, writer producer of the Emmy Award-winning PBS documentary Mendez vs.  

Westminster: For All the Children / Para Todos los Ninos. 

Awards 40 is not an evening to be missed! To RSVP please contact Barbara Hunt at (714) 

834-7181 or BarbaraHunt@OCHumanRelations.org. 

Thank you to all of our sponsors!
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Appendix 
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Trend Research
We evaluated the following journals to get a grip on the human rights, nonprofit and related industries in order to 
gauge what direction our campaign should take. Here are summaries of our findings. 

Trade Journals
Overall, publications in this industry focus on researching, and advancing the various causes that are addressed. It 
seems the most appropriate way to gain space in the many newsletters or news feeds, is to contribute relevant 
experiences and resources.

In our case, 'trade journals and professional publications' are from a variety of organizations, and usually focus on 
research and advances in a specific human relations area. We went through a handful of organizations and investigated 
the nature of their newsletters or blogs.  This gave us insight as to how we could add our name to the picture, and the 
presence of other Human Relations organizations in their publications. 

Sources included: The Human Relations Academic Journal and documents published by the California Associati0n of 
Human Rights, GLAAD and Equal Rights Advocates. 

Orange County

Overall the recent trend in Diversity and Equity in Orange County is that there aren’t any and that Orange Country 
does not need any. The conservative perspective of local residents and local news publications very clearly demonstrate 
the lack of concern the community has for their under-represented groups claiming that these organizations are simply 
trying to push their political agendas rather than noticing the need of these communities that is filled by OCHRC. 

The barriers our team faces include a lack of understanding about the goals of the organization, the demographic being 
put off by the idea of diversity and equity, and the demographic seeing no direct benefit to them for efforts of OCHRC.
The primary way other diversity groups have countered these barriers mainly involve them looking for support within 
the under-represented groups and hosting speakers at various universities and colleges in Orange County. Through 
these relationships the nonprofits have secured support and little bases of operations throughout the county, however 
so far these groups have been ineffective at reaching their target 
demographic.

Sources included: Articles from the OC Register and OC Weekly. 
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California state Trend
Through preliminary research of the trends in California hate crimes, it became apparent that one cause of it was far 
more prominent than others. The main source of hate-crime in California, and discourse among different people in the 
state is race. While other variables do play into problems, it is clear by my research that the main need of the OCHR is 
to combat racial discrimination. 

I decided to look at a range of articles on the subject, to see how the issue has evolved over the last few decades. The 
oldest article was one from 1992, and was a very sad announcement of the disbanding of a group designed to soften 
relations between different races in Los Angeles. Many of the older sources I found seemed to describe similar 
instances, or would discuss that it was an issue, but would not indicate that any sort of solution was trying to be found. 
As the year went on however, change seemed to be happening, and Californians became aware that in order for hate 
crimes to subside, organization was necessary. 

Disappointingly, hate crimes, specifically those based on race, are still a reality of the lives of individuals in California. 
The difference now is that people are joining together to fight them, and we are seeing a real effort on many people’s 
part.

Sources include: Documents from The California Association for Human Relations and LA County Human Relations. 
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National Trends

Throughout the nation, there is a plethora of services in the areas of mediation, crime awareness, and programs to 
assist youth and their parents.  With conflict present in many aspects of our lives, mediation services become 
essential.  According to the Sixth Judicial District Family Meditation Program, 71% reach agreement on some or all 
of their issues in their divorce or custody case.  From the research I conducted, it seems that mediation and dispute 
resolution services are on the rise.  When one organization is successful, similar organizations mimic their approach.

The fact that the following organizations are non profit forces them to rely on outside assistance.  The most 
common type of funding comes from donations, grants, and fundraisers.  Grants are a key component to their 
success.  They are usually very specific and time consuming, but in the end it’s worth the effort.  Volunteers who 
specialize in mediation or leadership would be greatly appreciated in these types of organizations.  Volunteers are 
ideal because they don’t cost the non profit any money.  However, I learned that it’s important to choose volunteers 
who have a genuine interest in the organization with a motivated attitude.  Without these qualities, the 
organization won’t benefit from their help.
From this research, I learned that mediation is a useful tool for people of all ages.  It’s vital that non- profits offer this 
service because many families can’t afford it otherwise.  Many national organizations strive to offer counseling and 
mediation in the hopes that conflict will be eliminated.

Sources included: The Antidefamation League, The Prichard Committee for Academic Excellence Home and 
Network of Victim Assistance.
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International Trends

International groups for human rights, tolerance, mediation and the other mixed-bag services that OC Human 
Relations offers are as difficult to define succinctly as this nonprofit is. Amnesty International, UNESCO and 
others offer a variety of services just like OC Human Relations, but seem to have a more solid and somber tone to 
their communications, online presence and events than that of OC Human Relations.
 
As a general observation, the services of mediation seem to be one of the things that OC Human Relations values as 
part of its services; however, some organizations (like IMI) are attempting to bring mediation into the mainstream as 
a career. While this is still many years off, perhaps emphasis on the mediation program would help interest would-be 
mediators into volunteering at OC Human Relations. As for human rights, emotions run high when it comes to the 
topic of gay rights. Prejudice, sexism, and racism seem to go widely unacknowledged in current arguments, while gay 
rights seem to dominate the conversation. 

Fundraising for the nonprofits seem to be largely done through grants and established donors; however, having one 
well-known name can definitely help to attract more attention to your cause (such as UNESCO, which not only has 
the UN affiliation, but also the attention of Hewlett-Packard.) 

International nonprofits for human rights seem to be very dedicated to the idea of international holidays, which, 
while applicable to OC Human Relations, might or might not draw attention away from the organization through 
simply publicizing the holiday. It’s hard to narrow focus to one or the other. However, establishing a strong online 
presence, reaching out to individuals in the community who have been stalwart advocates of tolerance and 
supporting organizations who support OC Human Relations’ goals seem to be three trends in the international level 
that should be implemented on a local level.

Sources included: Documents published by Amnesty International, GLAAD, UNESCO and The International 
Mediation Institute 
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Original Research
Our research into OC Human Relations (OCHR) and their main demographic was driven by the focuses we got from 
our initial interview with Allison, our client correspondent. We determined at that time that awareness would be our 
primary goal, with the main demographic for our campaign being Orange County residents, any and all. Our secondary 
goal would be recruiting new donors. Having these open guidelines allowed us to talk to people from all walks of life in 
Orange County. 

Our research indicates that OCHR has an identity crisis on its hands, and one that our campaign will seek to solve. 
While general awareness has been confirmed as a goal and as one of the organization’s weaknesses, the research 
impressions indicate that first we must solidify an identity and elevator speech for the organization that is concise and 
indicative of the organization’s goals, rather than its specific practices.

Client Interview
We met with Alison Lehman, Deputy Director, at the OCHR headquarters in Santa Ana. The facility is housed in a 
County building, but their space is well-personalized, to provide more interest than the grey walls and carpet.

The first thing I gathered from the interview is that most of the staff are overworked, as they are a non-profit with a 
limited budget. This does affect the quality and scope of their programming, and Alison continually mentioned their 
budget as the biggest challenge OCHR faces. This also prevents them from making any big changes in their 
organization; with everyone just barely managing their work load, little time is left for innovation, and 'unimportant' 
things, like err, PR and marketing.

Thus, the direction the client would like to see a PR campaign taken, is one that addresses the bottom line. An increase 
in donors would be an amazing and optimal result for OCHR. The client is aware though, that many in OC are confused 
about who they are and what they do. So firstly, they would love to solidify their “elevator pitch” and use that to build 
awareness (and donations) within Orange County.  At the moment, I see a detailed and elegant pitch package a useful 
tool for the client are their PR efforts.

Please see the following questions for how we decided we would target our campaign. 
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**Mission-Related Questions**

•	 How do you contact your donors, volunteers, and 
constituents? Do you have a database of contact 
information? 

•	 How do children in OC schools become aware of 
the Bridges program?

•	 How do you finance all of your operating costs? 
Grants? Donations?

•	 I recently read that a year ago, OCHRC was in 
jeopardy of losing its funding from the County. How 
was this avoided? Does this threat still linger?

•	 Which programs have received the most praise? 
Which programs receive the most demand from 
young people?

•	 Does the Dispute Resolution Program have a high 
success rate in settling conflict?

•	 Is the OC Youth Organizers (OCYO) program 
restricted to Bridges members?

•	 Name some organizations you frequently partner 
with. What is the nature of these partnerships? Or 
which community groups do you work with, and 
what community events do you annually attend?

•	 Who are some of your biggest community 
supporters?

**Goal-Related Questions**

•	 What are the primary challenges that OC Human 
Relations faces?

•	 From whom do you face the most opposition? 

•	 Community groups? Random constituents? How 
aggressive?

•	 Who do you consider your competition?
•	 What would you say are the strengths and weaknesses of 

your organization?
•	 Which key words represent your organization or mission?
•	 What are your long-term and short-term business goals?
•	 Do you have any planned communications forthcoming?
•	 What is your goal for this project?
•	 Is there a specific demographic you would like to target?
•	 Would you like to narrow your focus to a certain program 

for this campaign?
•	 What are some trends you’ve noticed in the human 

relations industry?

**Design-Related Questions** 

•	 What colors do you feel represent your organization?
•	 What design elements do you absolutely not want to 

change? (Website, logo, name, etc.)
•	 Are you interested in creating more videos, or updating 

current ones?
•	 How easy is it to update the website? Who is in charge of 

this?
•	 Beside the print materials you gave us, does OCHRC pay 

for any other advertisements or marketing? Explain.
•	 Who updates your Twitter account? Facebook page?
•	 Does your website use analytics? 
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Online Survey

**Audience & Distribution**

The focus of the online survey was to gain general attitudes toward the biggest programs OCHR provides as well as 
gauge knowledge of general awareness of OCHR. The survey was sent out through social media platforms Facebook 
and Twitter, as well as posted to Craigslist, OCWeekly’s Forums and emailed to friends and colleagues who live and 
work in Orange County. The audience for the survey was any and all Orange County residents, regardless of age, gen-
der, ethnicity or any other characteristic. The focus was awareness in general rather than in delimited populations of the 
county. Demographic information collected indicated that the respondents ranged from age 19 to age 62, included both 
men and female respondents (1 to 3 ratio) and had lived in Orange County more than two years, with 20% of respon-
dents living in Orange County for more than 10 years. 

**Survey Results**

The program that received the biggest support was “Bridges,” the high school tolerance-building program. Participants 
were asked if they believed that tolerance of other religions, ethnicities and other social differences should be included 
in school’s curriculums; overwhelmingly, 100% of respondents answered yes, it should. None answered “no.”
Assessing the commonality of hate crimes was another important goal of the survey. 70% of respondents either knew or 
were a victim of a hate crime while living in Orange County – with the large variety of respondents, this means that hate 
crimes are quite prevalent and an important focus for our campaign. 
Mediation services were surprisingly largely unknown and also unneeded, according to respondents. Only 9% of respon-
dents indicated that they had been in a conflict (non-domestic) that required third-party mediation; of those respon-
dents, each one indicated they had contacted the police to resolve the conflict. 
When asked what organization they would consult for mediation services (asked as an open-ended question), the most 
common answers were as follows: the police (3 respondents), a family lawyer (2 respondents), or ask family members for 
a referral (5 respondents). The rest were unsure, or said they would not contact a third party for mediation.
The final question asked, “What services would you assume a “human relations” organization would provide?” Almost 
60% of respondents replied that they had no idea; several ventured guesses that they provided job placement services; 
only three responses out of 55 actually had the right idea. They are quoted below.
-- “Aid with various aspects of human interaction such as counseling”
-- “Communication methods, human rights advocates.”
-- “Promotes awareness for human rights issues, counseling, tolerance advocacy, financial support for victims of hate 
crimes.”
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**Evaluation of Results**

The information the survey produced tells us that the two strongest assets OCHR possesses is its Bridges program, the 
main idea of which is overwhelmingly supported by Orange County residents, and the commonality of hate crimes in 
Orange County. For everyone who has experienced or knows someone who has experienced a hate crime, OCHR has 
a sympathetic ear who will support their mission. One of our communication goals should be targeted at showing how 
much residents have in common, whether they think they do or not.
Another major insight is the misconception of “human relations” and the services such an organization would provide. 
We already knew condensing OCHR’s many services into a compact elevator speech would be a challenge; adding in the 
ambiguity of terminology, it’s clear we have a big job ahead of us.

Sample Questionnaire With Results (distributed via 
SurveyMonkey)
 
1. Please enter your age. 
(Open answer) – Range of 19-62 years of age; average 
age of 36. 
 
2. Please select your gender. 
(male; female) -- 32% male; 68% female
 
3. How long have you lived in Orange County? 
(Less than two years; 2-4 years; 4-9 years; 10+ years) – 
Less than two years: 0%; 2-4 years: 55%; 4-9 years: 25%; 
10+ years: 20%
 
4. Have you, or has someone you know, been a victim of 
a hate crime of any kind while living in Orange County? 
(Yes, No, Not Sure) – Yes: 70%; No: 30%; Not sure: 0%

5. Have you ever been involved in a conflict while living in Or-
ange County that required the use of third-party mediation 
(conflicts include disagreements with neighbors, etc.) 
(Yes, No, Not Sure) – Yes: 9%; No: 91%; Not sure: 0% 

6. If yes, who did you consult for mediation? (Open answer) 

7. Do you personally agree with the inclusion of tolerance 
teachings in schools’ curriculums? (For survey purposes, toler-
ance is defined as acceptance for other religions, ethnicities, 
cultures, races, and social differences including sexual prefer-
ence.) (Yes, No, Not Sure) – Yes: 100%; No: 0%; Not sure: 0%
 
8. If you answered “Not sure,” please explain. (Open answer)
 
9. If you were to seek mediation services (to solve non-legal 
disputes), what organization would you consult? (Open 
answer)
 
10. “What services would you assume a “human relations” 
organization would provide?” (Open answer)
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Focus Group: Donors to Other Nonprofits

Location: Saturday, March 6, 2011 at Cassie Zanone’s home

Participants: 
Gary, 35, Villa Park, CA
 Anna, 32, Villa Park, CA
 Eric, 22, Orange, CA
 Adam, 24, Laguna Niguel, CA
 Andrew, 46, Laguna Niguel, CA
 Catherine, 53, Lake Forest, CA
 Lynn, 57, Anaheim Hills, CA

Familiarity with OCHR: 2 – yes, 5 – no. 
Familiarity with other non-profits: 7 – yes. 

Why they were selected: 
They don’t necessarily donate to OC Human Relations, but they all do donate regularly to other non-profits. Also, they all 
live in Orange County. 

Questions:
1. What factors do you take into consideration when donating to a non-profit?
2. Are you more compelled to donate to organizations that work with a focused or broad set of goals/philanthropy?
3. Do you choose to donate to a particular organization based on personal conviction and experiences? If so, what  
 kinds of organizations draw your attentions? (i.e. someone who was once homeless would possibly donate to food  
 banks)
4. How important is the size of the organization? Would you prefer to donate to a larger organization or a smaller  
 one?
5. How effective do you think organizations such as OCHR are in reducing hate crimes and hostility between peoples?
6. What kinds of factors would draw your attention to a certain nonprofit?
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KEY INSIGHTS

1. All donors responded that the end result’s tangibility was the most important factor and, more importantly, in-kind 
donations were most common. Five respondents preferred to donate only in-kind items – such as clothes, furniture, 
etc. to the Salvation Army or homeless shelters.

2. The one respondent said, when donating money, he preferred to have a big name behind the organization so they 
knew it was reputable. All others agreed. One added that she would only donate in-kind so that she knew the value 
of the product was going directly to where it was needed.

3. One respondent said she donated to medical organizations due to family members with those illnesses. Another 
responded that he would only donate to nonprofits that mirrored his personal values – for example, he was Catholic, 
so he would only donate to Catholic charities. All agreed that personal connection was the biggest factor for 
choosing where to donate goods.

4. Size of the organization did not impact opinion. One respondent replied that reputation would be considered far 
before size, and the others agreed.

5. One respondent (aware of OCHR) said that OCHR’s role in reducing hate crime was very important; the other 
respondent who was also aware of OCHR said the programs seemed intangible. After explaining the Bridges 
program and the Community Building program, the unaware respondents responded positively, saying they would 
like to know more about the programs but that they sounded like effective venues to prevent hate crimes.

6. Word of mouth from friends or family was the overwhelming response in drawing attention to nonprofits. A close 
second was news attention to concerns. An example was Hurricane Katrina, which brought a lot of media attention 
to the Red Cross, and motivated one respondent to donate. 



53

External Interviews

**Francisco “Pancho” Gonzales: 19 year old resident of Anaheim**

Pancho has been a resident of a low-income area of Anaheim his entire life, spending a few months of his youth 
living on the streets. As a male-Latino, Pancho recognizes the need for an intervening organization to act upon his 
family’s behalf to handle conflict resolution within the community.  Throughout the interview he informed me that he 
has experience hate crimes against himself and between families in his neighborhood. Pancho is now an active member 
of social justice organizations since he has entered college, however before he was not informed that any such 
organizations existed. He believes the BRIDGES program would have been an excellent way for OCHR to become a 
member of the community. 

**John Kabala: Emergency Medical Transporter, Assistant Fire Chief/Fire Marshal (currently retired)**

Previously worked for the City of Alhambra Fire Department (Los Angeles County, CA). Sworn management position 
for all Arson, Explosives, and Hazardous Materials Investigations within the City of Alhambra and ten independent cities 
through eastern Los Angeles County from March 1992 to October 2009.

Officer Kabala has never taken part of the OCHR mediation program since he was part of LA County, however he sees 
the vital role it plays in the relationship with the fire and police departments and the civilians they serve. “Open 
communication is key with any working relationship.” The potential problem he could see arising between the 
opportunity to communicate or to not would simply be a matter of knowing the opportunity is there. Through this find 
it is the goal of our team to simply make the public aware of the chance to have a fair and just place to voice their 
concerns. The civilians want their side of things heard and the fire and police department want to make sure they are 
given a fair shake of things as well. Both sides can agree that they want a safe community and with that groundwork 
mediation should be very successful.
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**Erin Pullin: Program Coordinator, Diversity & Equity Initiatives**

Erin’s originally from Irvine, CA and has her B.A. in Women’s Studies from the University of California, Santa Barbara 
and her M.S. in Organization Development & Change from American University in Washington, D.C. through the 
AU/NTL program. Before coming to Chapman Erin spent 4 years living and working in Burlington, Vermont at the 
University of Vermont. Erin has worked as an Organization Development Consultant for clients including Vermont 
Children’s Aid Society, Vermont Battered Women’s Services & Shelter, and the Vermont Network Against Domestic & 
Sexual Violence among others. Erin has a passion for anti-racist work, ally development, and examining interpersonal 
manifestations of oppression through non-verbal behaviors and group dynamics.

Erin is a very passionate advocate for social justice and has experience working within Orange County with various 
initiatives. Concerning the context of our client in Orange County Erin explained that there are communication 
barriers with our client beyond an inability to summarize all that OCHR does briefly. There are walls in conservative 
Orange County that cause community members to shut down to messages when they hear that social justice is 
involved. Many of the privileged white members of the community lack the understanding that just because an 
individual works hard it does not mean they will succeed. Erin began to talk at length about the institutionalize 
oppression within society and how organizations like OCHR are climbing uphill against an onslaught of negative 
individuals who do not find their efforts effective use of tax payer’s money much less offer to support it monetarily 
outside of the government side of the non-profit.

Erin explains the challenge of our organization is to display the need and offer there services as a remedy that will 
benefit all members of the community not simply the under-represented groups. Explain the benefits of everyone being 
respectful to one another, and don’t be afraid to bring it home to the community who are not directly affected. “A 
community is a community because it is a group of people who all are affected by one other, many people nowadays 
don’t realize that what happens to their neighbor will in turn hurt themselves too. Your client needs to break down that 
idea in people’s minds to flourish in Orange County. I’m not saying it will be easy, it is simply what must be done,” said 
Erin Pullin.
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Internal Interviews

**Dispute Resolution: (in person)**

I interviewed an individual who used the dispute resolution services offered by OC Human Relations.  Her parents were 
going through a complicated divorce and it was taking a toll on her, affecting her school and social life.  She heard about 
the program through a teacher at school.  Unlike many couples who refuse to try and resolve the issue, her parents 
agreed to try the service.  After five mediation sessions, her parents were able to reach an agreement regarding their 
divorce.  The individual I interviewed said that she was grateful for this service because her parents wouldn't have been 
able to work things out on their own, and she was running out of options.  She also appreciated the fact that the 
sessions weren't expensive and there was a Spanish- speaking mediator available.  This made the process much easier, 
considering English is not her parents' first language.  When I asked her if she would recommend this service to others, 
she said absolutely!  She said she knows that a divorce not only affects the couple, but the children as well, so the 
mediation is a great tool. 

**Bridges Youth Organizing Camp: August 2010 (phone interview)**

I talked to a male teen about his experience at the Bridges Youth Organizing Camp that he attended last year.  He is 
only 15 years old, but he says that this camp made him realize that youth can do just about anything.  He stressed that 
his generation has the capability to be great leaders and transform the world.  One day, he hopes to be one of those 
leaders.  The core theme of the camp that resonated with him most was the idea of combating prejudice.  He says that 
he sees racism present in his high school on a daily basis.  "It's not right.  It literally makes me sick."  Overall, he enjoyed 
the camp and thought that the team activities and role playing were a lot of fun.  He recommends the camp to other 
teens and thinks that they will benefit from it.  The only improvements he could think of were to extend the camp a 
couple of extra days and provide alternative guest speakers. 
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**Walk In My Shoes: (phone interview)** 

I had the opportunity to speak with a fourteen year old ninth grader who attended the “Walk In My Shoes” Youth 
Conference.  Ashley said that the workshops gave her a new perspective on racial issues and ways to tackle this 
ongoing problem.  The youth did an exercise called “step forward, step back” and she said it really opened her eyes to 
how racially different we are.  However, at the end of the day “it’s important to embrace these differences and 
appreciate our talents.”  She said she enjoyed meeting other students and interacting in this type of setting.  To this 
day, she keeps in contact with a few of the people she met at the conference.  Ashley said that the one- hour length 
for the workshops was perfect, not too long and not too short.  This year, the Walk In My Shoes Conference will be 
held in November at UCI and Ashley plans to attend.
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OCHR Literature Analysis
OC Human Relations has the difficult task in their print material of explaining a very complex organization within a finite number of pages. 
To create structure in their print materials they segment their organization into community outreach, conflict mediation and various special 
events. Now they do not organize their print materials in this way, however that is merely a trend one can draw throughout their print 
materials. 
Throughout their print materials their primary tone communicated is their commitment to being involved in the community. To support this 
tone they employ statistics that demonstrate the fact that their efforts have made an impact. Overall the copy of their material is very strong, 
concise and easy to understand given the amount of information that must be conveyed. The concise nature of their writing is best demon-
strated I believe in their mission statement: 

OC Human Relations’ mission is to foster mutual understanding among residents and eliminate prejudice, intolerance and discrimination in 
order to make Orange County a better place for ALL people to live, work and do business by:
   - Creating safe and inclusive communities
   - Developing diverse leaders
   - Mediating conflict
   - Building understanding and respect
 
It is the nature of most mission statements to be fluff pieces providing a vague feel-good statement that will look good on the stationary, in 
contrast while it does certainly rolls off the tongue nicely, it also clearly communicates the goal and the general implementation tactics to 
achieve said goal. This mission statement does not appear on all OC Human Relations print materials, but the verbiage is uniform throughout. 

**Design**
Overall OC Human Relations positions itself as human-interest centered. All of the materials are rich with pictures of various members of the 
organization; within these pictures are a wide variety of ethnicities, ages and activities. The organizations print materials are usually very design 
sound, in that they follow basic layout practices. However, they do not seem to have high quality prints of all of their pictures and materials 
putting off a less than professional vibe. Also, there is no uniform style developed that will bridge their many diverse groups under the same 
umbrella organization of OC Human Relations.

**Conclusion**
OC Human Relations have developed very sound print materials that clearly organizes the information in the layout form, to improve upon 
their materials I would suggest uniform headings that clearly explain which area of their organization is being addressed in the following text. 
Ideally breaking it up into community outreach, conflict mediation and special events. 
Another simple opportunity OC Human Relations has to expand their brand is to set a uniform style in their print materials. By establishing a 
consistent palette and using high-resolution images they will be able to bring an elevated sense of professionalism to their organization through 
their print materials. Since print materials are often one of the first impacts outside individuals have with their organization it is important to 
maintain a clean finished look so as not to distract the eye from the most important part, the content. 
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