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Executive Summary 

For the public relations campaign project, elmms agency has teamed up with the League 

of Women Voters of Manhattan/Riley County (LWV). The LWV has a long, proud history of 

promoting non-partisan advocacy and voter services.i Unfortunately, one demographic they have 

struggled to reach are the 18-23 year-old voters. This group consistently has the lowest voter 

knowledge, registration, and turnout, with only an estimated 21.5ii percent voting in the 2014 

midterm election. 

After examining the LWV's existing data, website, and social media pages, elmms 

agency set out to create a campaign that would educate and inform voters in this age 

demographic. Our goals were to increase their voter registration, turnout, knowledge, and overall 

excitement for voting. The elmms agency's first task was to look through any existing data to 

decipher what initial attitudes existed about voting in this age demographic, as well as measure 

existing voter knowledge and awareness. Then, three surveys were created to support our 

campaign’s overall key message and hashtag; apathy is agony. Our campaign was primarily 

satirical in nature, and in order to assess the effectiveness of this communication method we 

surveyed 71 K-State students in our Student Satire Survey to obtain their attitudes towards satire 

as a means of promoting political information. We then sent out a Voter Attitude Survey to 110 

K-State undergraduate students to determine the specific cause of their voting attitudes and 

corresponding behaviors. Finally, following the election, we sent out a Post-Election Survey to 

133 K-State students to determine whether or not they had voted, what their reasoning was, and 

what would encourage them to vote in future elections. Given that K-State undergraduate 

students tend to consist of 18-23 year-olds, we felt it appropriate to target our efforts at the K-

State campus.  



 

 

Explained later in the report is our social media and graphic design campaign, with the 

idea that engaging students over social media and with fliers and posters will foster a more 

inclusive and positive response to voting. We are confident that these measures, once 

implemented, will result in an increased turnout of Manhattan and Riley County residents 

between the ages of 18 and 23. 

 

 

 

 

 

 

 

 

 

 



 

 

Introduction 

Voter apathy in young people is not necessarily a new problem. It's not even an American 

problem. Across the world, youth are consistently the demographic with the lowest voter turnout. 

In Riley County, only 12.3 percent of young people actually voted in the 2014 midterms. iii This 

represents a staggering number of Manhattan residents whose voices aren't heard in every 

election cycle.  

 The League of Women Voters of Manhattan/Riley County (LWV) has set out to engage 

the young voting demographic, but this is easier said than done. Previous research shows 

overwhelming voter apathy in 18-23 year old Manhattan and Riley County residents surveyed.iv 

This age demographic appears to be more inclined to a cynical attitude towards voting, rather 

than a positive one.  

LWV has an incredible opportunity with the K-State campus in voter outreach efforts, 

and there are multiple platforms and occasions available to them. In this case, it’s all a matter of 

how these opportunities are utilized so the message is targeted effectively. The elmms agency 

has drafted a report that will utilize what is already available in terms of resources, as well as 

address the issues already present in our target demographic of 18-23 year olds. 

 

 

 

 



 

 

Secondary and Primary Research 

OUR AUDIENCE 

The goals for this campaign include increased voter education, voter turnout, voter 

registration for the 18-45 age group in Manhattan. Target age range of the subject population will 

be 18-23 years old. The age range reflects the majority of the Manhattan residence population, 

almost half of the total population. Subsequently, that age range and population frequency 

defines our target group as active Kansas State University (KSU) students attending the physical 

KSU campus. The United States Census Bureau reported that the specified 18-23 age group 

additionally carries the title of lowest voter turnout numbers, more than any other eligible voter 

groups.v This means that this age group has the greatest potential for new growth in voter turnout 

numbers.   

CANDIDATE KNOWLEDGE 

Our first objective is to increase voter knowledge of candidates and candidate platforms 

and stances on relevant issues. In a survey distributed to 204 K-State undergraduate students by 

Millennial Movement, “lack of knowledge” was cited by 58 percent of responders as the reason 

that people on the KSU campus are not registered to vote.vi Our objective is to decrease the most 

recently cited amount of unknowledgeable voters to less than 25 percent by the November 

election. In addition, a survey distributed to 51 respondents between the ages of 18-23 by Royal 

PR states that 64 percent of respondents felt uneducated on political issues.vii 

Additionally, our Voter Attitude Survey showed that 71 percent of respondents said they 

“strongly agree” or “agree” that if people are more up-to-date on politics, they are more likely to 



 

 

vote. In addition, 72 percent of students said they are more likely to vote if a candidate supports a 

cause that is important to them. Getting students the facts will lead to increased voter turnout. 

VOTING PROCESSES AND AWARENESS 

 Our second objective is to decrease lack of knowledge about voting procedures, including 

early voting and the suspense list, among 18-23 year-old Riley County residents by 10 percent by 

the November election. Our Voter Attitude Survey showed 41 respondents are either “somewhat” 

knowledgeable about the voting process, or not knowledgeable at all. 

Advance voting and mail ballots will be our primary focus. Non-residents currently make 

up nearly half of KSU’s student population, so advance voting information would potentially 

benefit 7,091 students.viii The 2012 general election in Riley County had 1,681 advance mail 

application requests of which 88 percent were returned and accepted.iii  

VOTER RESPONSIBILITY 

 Our third objective is to increase personal responsibility and voter urgency by 10 percent 

following the November election. Our Voter Attitude Survey showed only 25 percent of 

respondents “strongly agree” that their vote counts. This leads to an apathetic attitude towards 

voting can lead Millennials to believe their vote doesn’t matter. However, new Pew Research 

Center data shows Millennials are now the largest voting bloc. Additionally, close elections such 

as the last gubernatorial election, which came down to 32,096 votes,iii can speak to the KSU 

population of 23,779 students.viii By highlighting these statistics, our target demographic will see 

the importance and value of their vote, and feel a responsibility to vote. 

 These statistics will be promoted through a variety of mediums, including both social 

media and local newspaper outlets. A 2011 national poll of America’s 18 to 29 year olds by 

Harvard’s Institute of Politics found the preferred sources for political news and information 



 

 

among 18-29 year olds includes a variety of mediums. 49 percent of 18 to 29 year olds and 60 

percent of four-year college students reporting that they are interested in receiving information 

from major national newspapers. Social media followed, with friends who share using Facebook 

(36 percent), official campaign Facebook feeds (29 percent), partisan, political blogging websites 

(22 percent), text or mobile alerts (19 percent), friends who share using Twitter (16 percent) and 

official campaign Twitter feeds (16 percent).ix Social media plays a huge role in KSU students’ 

political news consumption. In our Student Satire Survey, the majority of respondents get their 

political news from social media. 

VOTER TURNOUT 

 Our fourth and final objective is to increase voter turnout in our target demographic by 10 

percent this election. Through this objective, we are leaning heavily on methods of face-to-face 

interaction and satire-based media. A study conducted at Robert Morris University reported a 79 

percent increase in “its conversion rates for prospects and response rate” by using direct and 

personalized marketing for college-aged students, proving directing marketing is still effective 

for our target audience.x Our Student Satire Survey reported students used satirical news sources 

54 percent of the time because it was more entertaining, and 21 percent of the time because it 

was easier to follow than other sources.  73 percent of the students surveyed said they thought 

satire has a major influence on Millennials.  

 

 

 



 

 

Campaign Goal  

The main goals for this campaign includes increasing voter education, turnout, and 

responsibility as well as improved voter registration numbers for the 18-23 age group in 

Manhattan, Kan. We believe that the League of Women Voter’s mission to better Riley County 

and surrounding areas is vital to making informed decisions regarding our local, state and even 

national leaders. There are many ways to go about this, but our primary method will be 

communicating our key message, apathy is agony, via satirical-based mediums tailored to the 

KSU student population. This unique form of communication will challenge students to think 

about their voting behaviors and attitudes, and form a behavior change that results in making an 

informed, conscious vote for the right reasons. 

 

 

 

 

 

 

 



 

 

Target Audience 

Currently, KSU students make up more than half of the Manhattan population. As a 

result, our objectives will primarily be targeted to K-State students. This data also indicates that 

the target age group will be 18-23 year olds. The U.S. Census Bureau reported that the 18-23 age 

group has the lowest voter turnout, which gives it the greatest potential for growth. The elms 

agency consists exclusively of undergraduate KSU students, giving us an excellent opportunity 

to reach out to our fellow Wildcat classmates to promote the importance of voter and candidate 

knowledge, as well as registering to vote in Riley County (or “home” counties respectively).  

 

 

 

 

 

 

 

 



 

 

Objectives, Strategies and Tactics 

OJBECTIVE 1: EXCEEDED 

Increase knowledge and awareness of eligible candidate profiles with 18-23 year-old Riley 

County residents by 8 percent by the November election. 

Rationale: A survey of 204 K-State students by the Millennial Movement found that “the 

main reason participants have not registered for the upcoming election was because of the 

lack of knowledge about the candidates (58 percent) who are running for office.”vi  

 

Strategies: 
 

 Promote candidate information through satirical pieces, using issues that are 

important to students and the satirical hashtag #ApathyisAgony. 

Rationale: Our Student Satire Survey determined that students used 

satirical news sources 54 percent of the time because it was “more 

entertaining,” and 21 percent of the time because it was “easier to follow” 

than other sources.  73 percent of the students surveyed said they thought 

satire has a major influence on Millennials.   

Tactics: 
 

1.  Created a series of 40 Senate and Congress candidate posters with the overarching 

theme, “Do you know this person? You should, they’re running for office in 

YOUR state,” with a QR code for more information, which were distributed in the 

K-State Union, Kedzie Hall, Hale Library and the Leadership Studies Building on 

September 30. 



 

 

2.  Distributed 30 satirical informational pamphlets with Senate and Congress 

candidate profiles and a QR code linked to their websites for further education in 

the K-State Union, Kedzie Hall, Hale Library and the Leadership Studies 

Building on October 7.  

3.  Promoted candidate information 2-3 times a week from October 1-November 8 on 

our MHK Youth Vote website (http://mhkyouthvote.weebly.com), including 

stances on issues that matter to Millennials. 

Strategies: 
 

 Educate undergraduate students with fact-based direct mediums on issues that 

impact college students and the candidates’ stances. 

Rationale: In our Voter Attitude Survey distributed to 100 undergraduate 

students at K-State, 71 percent students surveyed said that they “strongly 

agree” or “agree” that if people are more up-to-date on politics, they are 

more likely to vote.  In addition, 72 percent of students said they are more 

likely to vote if a candidate supports a cause that is important to them. 

Getting students the facts will lead to increased voter turnout.     

Tactics: 

1.  Wrote a detailed article for The Collegian titled, “2016 Candidate Election Guide” 

with an in-depth look at candidate’s positions and various stances, which was 

published on November 2. 

2.  Promoted voter importance through satirical fliers and informative pitch, at a 

governmental relations brown bag series hosted on November 4, featuring two 

state senators and the director of governmental relations.  



 

 

3.  Posted 3-4 informative articles a week on our Twitter page 

(https://twitter.com/mhkyouthvote) from October 1-November 8 , including “It’s 

Illegal to Take Voting Selfies in These States.”  

Objective 1 Evaluation: 

 OBJECTIVE 1 EXCEEDED: Our Post-Election Survey was taken by 133 undergraduate 

students at K-State by the same distribution methods as our Voter Attitude Survey.  This 

survey evaluated whether people voted in the 2016 election and their reaction as to why 

or why not.   

 9 percent of undergraduate students in the Post-Election Survey said that they 

didn’t vote because they did not know enough about the candidates.  This was a 

decrease of 49 percent of people that said they didn’t vote because of lack of 

knowledge about the candidates.  This far exceeded our goal of eight percent. 

 Visit our Dropbox 

(https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5eKOspxnx5tByRHvva?dl=

0) for electronic versions of our tactics. 

 Reach of our tactics: 

 “2016 Candidate Election Guide” received 778 online views and The Collegian 

estimates that they receive 8,000 physical views. 

 Twitter post with link to article titled, “It’s Illegal to Take 

Voting Selfies in These States” received 115 impressions and 2 

engagements. 

 MHK Youth Vote website received 109 unique visitors a week and 200 page 

views a week. 

https://twitter.com/mhkyouthvote
https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5eKOspxnx5tByRHvva?dl=0
https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5eKOspxnx5tByRHvva?dl=0


 

 

 Qualitative Feedback: 

 Governmental Relations Brown Bag Series: 

o “Thank you for being a responsible member of our state in your 

focus on student voting.  Keep going strong!” -Representative Tom 

Hawk 

OJBECTIVE 2: EXCEEDED 

 To decrease lack of knowledge about voting procedure and early voting among 18-23 year-

old Riley County residents by 10 percent by the November election. 

 Rationale: Our Voter Attitude Survey reported that 62 percent of undergraduate 

students at K-State were knowledgeable of the voter registration process.  In addition, 

26 percent of those that didn’t vote, didn’t vote because they were uneducated in some 

way on voting procedure.  

Strategies: 

 Use direct, personalized marketing efforts to educate students about voting 

procedure, including early voting and how to be removed from the suspense list. 

Rationale: A study conducted at Robert Morris University reported a 79 

percent increase in “its conversion rates for prospects and response rate” 

by using direct and personalized marketing for college-aged students, 

proving directing marketing is still effective for our target audience.x 

Tactics: 

1.  Designed 50 copies of a small pamphlet that covers voting registration steps, 

deadlines to register, and how to get off the suspense list to hand to students 

during lunchtime in Bosco Plaza at the Student Union on October 5 and 14. 



 

 

3.  Designed and posted flyer about voting procedure, including suspense list 

information, around Aggieville business (Coldstone and The Dusty Bookshelf) 

and campus locations (Einstein’s and Hale Library) on October 14. 

3.     Wrote an article for The Collegian titled, “Advance voting is a college student’s 

friend this election,” detailing the process of requesting an advance mail ballot 

and how it is beneficial to college students, to be published October 17. 

Strategies: 

 Educate students about voting procedure, deadlines, and how to get off the 

suspense list through alternative mediums  

Rationale: A study by Pew Research shows that college-educated people 

in our target audience’s age group is the most active demographic on 

social media. Our Voter Attitude Survey also found that the majority get 

their political news from social media, so outreach through these 

mediums, most specifically trafficked also by our audience would be 

strategically effective for alternative marketing.xi  

Tactics: 

1. Pitched a radio spot 91.9 KSDB with details about the closeness of the 2014 

midterm election in Kansas to emphasize the importance of every vote, which 

was broadcasted on October 19 at noon. 

2. Promoted early voting at Auntie Mae’s Open Mic Night on Tuesday, October 

11 and at UPC’s Open Mic Night on Thursday, October 20. 

3. Wrote a satirical blog post on the MHK Youth Vote website titled, “Ignore 

Advanced Voting, For Earth’s Sake,” published on October 12. 



 

 

4. Drafted an educational press release that includes voting registration steps, 

deadlines to register, advance ballot request information, and how to get off 

the suspense list and distribute to University department heads and K-State 

Today (check if possible) to ask if they would post online, include in 

publications, and/or forward to class email lists on October 24. 

Objective 2 Evaluation: 

 OBJECTIVE 2 EXCEEDED: 6 percent of students in our Post-Election Survey said they 

would have voted if they knew more about the registration process.  This was a decrease 

of 20 percent of those that said in our Voter Attitude Survey that they didn’t vote because 

they were uneducated on voting registration process. 

 Reach of our tactics: 

 Approximately 2,500 listeners tuned into 91.9 KSDB’s satirical broadcast on 

advance voting. 

 “Ignore Advance Voting, for Earth’s Sake” has received over 200 views online 

since publication. 

 Approximately 50 people were in attendance at Auntie Mae’s Open Mic Night, as 

well as 35 people at UPC’s Open Mic Night in the Little Theatre during the 

promotion of advance voting. 

 Educational press release first distributed to University professors was forwarded 

onto 4 class lists, reaching at least 60 students. 

 “Advanced voting is a college student’s friend this election” received 160 views 

online and The Collegian is estimated to reach 8,000 readers in print. 



 

 

 MHK Youth Vote website received 109 unique visitors a week and 200 page 

views a week. 

OJBECTIVE 3: MET 

To increase the sense of urgency and personal responsibility among 18-23 year old voters 

in Riley County which would increase the voter demographic turnout by 10 percent. 

Rationale: 20 percent of students in our Voter Attitude Survey said they didn’t believe 

their vote counted. 

Strategies: 

 Develop various direct mediums with an urgent tone and #ApathyisAgony that 

will encourage 18-23 year-olds in the Manhattan area to vote and reduce their 

apathetic attitudes 

Rationale: The Harvard Business Review says, “What we’ve found again and 

again and again is that right at the beginning of successful change, you get 

a sense of urgency going. And if you don’t, everything slows down, 

everything’s tougher, everything’s more frustrating.”xii 

Tactics: 

1. Distributed 50 business cards with #ApathyisAgony in Bosco Plaza on 

October 17 to publicize our social media accounts. 

2. Wrote an opinion piece for The Collegian titled, “Your Vote Matters,” to 

change the apathetic attitudes of young voters by taking common thoughts 



 

 

and behaviors and dismantling them with facts and statistics, published on 

October 26.   

3. Wrote an editorial piece for the Manhattan Mercury explaining why 

Millennial votes matter using statistical evidence and facts, which was 

published on November 2. 

Strategies: 

 Develop direct mediums with a satirical tone and #ApathyisAgony to get 

Millennial voters’ attention and foster a sense of personal responsibility. 

Rationale: 73.44 percent of K-State students responded in our 

Student Satire Survey that that they believe satire has “a major 

influence” on Millennials.  In addition, only 25 percent of students 

in our Voter Attitude Survey “strongly agree” that they believe their 

vote counts.   

Tactics: 

1. Distributed 50 social media handle cards during “The Politics of Parody” lecture 

at McCain Auditorium on October 7, with the phrase, “Vote! Or don’t. You don’t 

care, right? They sure hope you don’t.” 

2.  Recorded a radio spot highlighting what is at stake for those who don’t vote 

(including issues Millennials care about), and satirically dismissing it as “only 

your future at stake,” which was broadcast October 18. 



 

 

3.     Wrote a blog post on our website, MHK Youth Vote, satirically explaining why 

Millennials are the “worst generation” who don’t deserve to vote, titled “Why 

You Shouldn’t Even Bother Voting,” published October 12. 

Objective 3 Evaluation: 

 OBJECTIVE 3 MET: 18 percent of students in our Post-Election Survey said they didn’t 

believe their vote counted.  We successfully met our objective of increasing sense of 

urgency, but not by 10 percent, only by 2 percent.  

 Reach of our tactics: 

 MHK Youth Vote website received 109 unique visitors a week and 200 page 

views a week. 

 “Your Vote Matters” received 52 views online, and The Collegian has an 

approximate physical reach of 8,000 people. 

 Radio spot was broadcast about actually voting and being excited about it on 91.9 

KSDB.  They have 2,500 streaming listeners per month and 3,000 listeners 

terrestrially. 

 Qualitative Feedback: 

 “Politics of Parody” event: 

o “Sounds great!” -Todd Holmberg, Executive Director of McCain 

Auditorium 

OJBECTIVE 4: EXCEEDED 

To increase voter turnout of undergraduate K-State students aged 18-23 by 10 percent by the 

November presidential election. 



 

 

 Rationale: 58 percent of K-State undergraduate students said they did not vote in the 

last election in our Voter Attitude Survey. 

Strategies: 

 Encourage voting through giveaways and face-to-face contact that promote 

immediate action to go vote. 

Rationale: According to Forbes, 93 percent of communication effectiveness 

comes from nonverbal cues, which makes face-to-face contact strategies 

even more important.xiii     

Tactics: 

1. Promoted the message of voting and the social media accounts of MHK Youth 

Vote at the Institute for Civic Discourse and Democracy “Voter Readiness” 

brown bag on November 4th. 

2. Distributed 30 stickers with #ApathyisAgony to hand to students during 

lunchtime in Bosco Plaza at the Student Union on November 7 while advance 

voting was taking place in the Student Union.  

3. Collaborated with Einstein Bros. Bagels 

inside Hale Library on November 8 to offer 

20 percent off a medium coffee to those who 

bring in our coupon and an “I Voted” sticker. 

 



 

 

Strategies: 

 Create excitement for the election through a series of mock elections both in 

person and online 

Rationale: 51 percent of students in our Voter Attitude Survey that didn’t vote 

in the last election, didn’t vote because they were not old enough.  Giving 

these students the sense of the power of voting will garner that 

excitement.   

Tactics: 

1.  Hosted an on-campus election poll in Bosco Plaza on October 19 to encourage 

political participation and stimulate activity among target audience. Collected 

students’ emails during the poll and emailed them the results, while 

simultaneously growing an email list for future campaign tactics. 

2.  Hosted a Twitter presidential election poll on October 19 to encourage political 

participation and stimulate activity among target audience related to voter 

outreach.  

 

 

 

 

 

 

 



 

 

3.  Hosted a presidential election poll on October 19 on the MHK Youth Vote 

website using a satirical means of communicating the importance of voting. 

Objective 4 Evaluation: 

 OBJECTIVE 4 EXCEEDED: Based on our Post-Election Survey, 91 percent of 

undergraduate students at K-State voted in the November election, compared to 42 

percent who reported in our Voter Attitude Survey that they voted in the last general 

election.  This was an increase in the voter turnout of our target demographic by 49 

percent which exceeded our goal of 10 percent.   

 Of those that reported that they didn’t vote in the last general election in our Voter 

Attitude Survey, 51 percent didn’t vote because they were not old enough.  This is 

definitely a place of opportunity for future campaigns, is targeting the age group 

that will be old enough to vote in the next major election even if they aren’t old 

enough currently.  

 Reach of our tactics: 

 134 votes in our Twitter election poll 

 50 votes in our on-campus election poll 

 12 votes in our website election poll 

 2 coupons returned to Einstein’s.  

 Recommendation: Start this earlier than the day before the election.  Our 

rationale was for people to get the coupons right before they vote on 

Election Day, but with early voting happening in the Union, there might 

be more incentive placed into voting if the coupons are handed out earlier. 

 



 

 

 Qualitative Feedback: 

 Institute for Civic Discourse and Democracy “Voter Readiness” brown 

bag quote: 

o “This is a really unique take on communicating voter information.” 

-Donna Schenk-Hamlin, Director of Institute for Civic Discourse 

and Democracy 

Budget and Timeline 

 

Type Cost Resource 

Stickers $15 University Printing 

Posters, Pamphlets 
 

Employment Printing and InDesign Program 

Radio Spot, Editorials 
 

Networking 

 

 

 

 

 

 



 

 

Analysis of Strengths and Weaknesses 

Taking on a campaign tone of satire presented many challenges in broadcasting our 

mediums, but overall, we found this to be a very unique and successful take on promoting voter 

information. In our Student Satire Survey, 73 percent respondents said they thought satire has a 

major influence on Millennials. Additionally, 54 percent of the time students used satirical news 

sources because it was more entertaining, and 21 percent of the time because it was easier to 

follow than other sources.  This also allowed our media to stand out from other sources and 

appeal to our target audience directly.  

Unfortunately, our limited timeline proved to be our greatest weakness. In coordinating a 

coupon deal with Einstein Bros Bagels in Hale Library, we were unable to organize our efforts 

sooner, and were only able to distribute coupons during election day in Bosco Plaza. This led to 

the use of only one coupon. Since so many students reported using an absentee ballot in our 

Post-Election Survey, we felt a better strategy would have involved earlier promotion and deals 

for those who participated in advance voting. 

 

 

 

 

 



 

 

Future Recommendations 

In addition to the business incentives with Einstein Bros Bagels as previously mentioned 

9contact information is found in the Appendix), elmms agency would also encourage LWV to 

reach out to a younger audience. Our Voter Attitudes Survey found that 58 percent of respondents 

did not vote in the 2014 midterm election with the majority citing their age as their reason for 

doing so. In addition, 47 percent of respondents who did vote reported that they used an absentee 

ballot to do so. This again speaks to the young, transient population at K-State. Many are 

arriving to campus under the legal voting age with no plans of returning home to vote. For many, 

this makes voting itself a very confusing process. Therefore, elmms agency recommends the 

LWV begin to target this younger audience by reserving tables at upcoming Junior and Senior 

Days, where high school students will tour K-State and learn about campus and Manhattan 

offerings. Many of these future KSU students will be unaware of the registration process, and 

this is a wonderful opportunity to pass on that information. Registration steps and informational 

fliers can be found in the Appendix.  

 

 

 

 

 



 

 

Conclusion 

This campaign proved to be a challenging one for elmms agency, given our limited 

timeline and the unique tone of our campaign. We began with using the idea of satire to 

communicate to 18-23-year-old voters who had cynical attitudes towards the voting process, and 

were even wondering if their vote counted. In the end, as our evaluation has shown, we were able 

to either meet or exceed all of our objectives, fostering a sense of civic responsibility among 

Millennials in Riley County. While this campaign was unusual in nature, our success speaks to 

trying new methods to bring in new audiences, as behavioral changes are always possible. 
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Contact Info 

 

Senior Day 
 

To request a table at Senior Day, contact:  

 

The Admissions Office at 785-532-6250 and ask for Jessica Arnold. 

 

Pick a date that works for you: 

 

http://www.k-state.edu/admissions/seniors.html 

 

Media 
 

To publish press release, contact:  

 

Lydia Kautz du.reporter2@thedailyunion.net 

  

To publish an opinion letter, contact: 

 

Walt Braun wbraun@themercury.com 

 

To schedule a radio spot/interview, contact:  

 

Dewey Terrill, news manager, KICK: dewey.terrill@eagleradio.net  

 

Cathy Dawes, news manager, KMAN: news@1350kman.com  

 

John Anderson, Sunny 102.5: john.anderson@alphamediausa.com 

 

Partnerships 
 

To develop a commercial deal with Einstein’s in Hale Library, contact: 

 

Pamela Kelley, manager: pamela21@k-state.edu 

 

To schedule an event with the K-State Office of Governmental Relations, contact: 

 

Dr. Sue Peterson: 785-532-6227 

 

To schedule an event with the Institute for Civic Discourse and Democracy, contact: 

 

Donna Schenck-Hamlin donnash@ksu.edu 

 

 

mailto:du.reporter2@thedailyunion.net
mailto:wbraun@themercury.com
mailto:dewey.terrill@eagleradio.net
mailto:news@1350kman.com
mailto:john.anderson@alphamediausa.com
mailto:pamela21@k-state.edu
mailto:donnash@ksu.edu


 

 

                                                                                                                                                             

www.mhkyouthvote.weebly.com 

www.twitter.com/mhkyouthvote 

www.instagram.com/mhkyouthvote 

For all electronic tactics, please see our Dropbox: 

https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5

eKOspxnx5tByRHvva?dl=0  

    

 

http://www.mhkyouthvote.weebly.com/
http://www.twitter.com/mhkyouthvote
http://www.instagram.com/mhkyouthvote
https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5eKOspxnx5tByRHvva?dl=0
https://www.dropbox.com/sh/f2ja8pcmwgp2lfv/AAB8CHp5eKOspxnx5tByRHvva?dl=0

