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7-7:15 p.m. 
Young Politicos on the Internet: An Examination of Why Young Voters  
Share Political Content through Social Media 
Mary Claire Couch 
Faculty Advisor: Kevin S. Trowbridge, Ph.D. 
 
Social media is a growing communication tool used by both politicians and political 
organizations to propel messages and gain issue awareness at local, state, and federal levels.  
While studies of political social media use are becoming more common, there are few studies 
that look at how young voters use social media to interact with political organizations and gain 
political knowledge. The purpose of this study was to gain an understanding of why young voters 
chose to participate in political dialogue on social media.  This research project was inspired by a 
study completed by the College Republican National Committee in 2012.  The target subjects in 
this study were young adults, ages 18-35, who reported being active on social media platforms 
such as Facebook, Twitter, Instagram, etc. The survey responses of study participants offer 
insight into how social media use and political activeness correlate among young adults. This 
presentation will provide insight into the political actions of young adults on social media. 
 
7:15-7:30 p.m.  
Monroe Harding: Doing for Young Children What a Family Would Do  
Erika P. Matallana & Stephanie L. Willis 
Faculty Advisor: Bonnie P. Riechert, Ph.D. 
 
Monroe Harding is a non-profit organization based in Nashville that provides foster homes, 
group living, mentoring, relationship-building skills, safety and structure, encouragement, 
spiritual formation, life skills training, education, job placement and more to children and youth 
in state’s custody and those aging out of it (www.monroeharding.org/). A two-person team in 
public relations campaigns class studied Monroe Harding’s archived history documentation and 
online resources, as well as conducted in-depth interviews with the organization’s staff, a foster 
family and four teens in Monroe Harding’s Cooperative Living program. Informed by this 
research, the team identified the organization’s current needs and proposed to produce a 
promotional video for use in recruiting potential foster parents and community donors for the 
organization. The effectiveness of this campaign will be measured by the increase in new 
community supporters for Monroe Harding after use of the video during fundraising events and 
civic and private corporate presentations, and through the success of Monroe Harding’s foster 
parent recruitment initiatives within the first 12 months of using the video. 
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7:30-7:45 p.m. 
Extra! Extra! Read All About It!  
A Content Analysis of Five Top University Online Student Media Outlets  
Catie Benenson, Adriana Figueroa, Kristin Hinkley, Carrie Morris, & Lane Sasser 
Faculty Advisor: Kevin S. Trowbridge, Ph.D. 
 
While some college students embrace their university’s student-produced news source as an 
integral component of their campus culture, other schools struggle to engage students with their 
student-run media. This research team discovered through informal interviews with current 
Belmont students that the popularity of a university’s news source can be hit or miss with its 
students. With this information in mind, the researchers set out to discover ways to enhance 
student-produced university news sources and potentially increase student engagement and 
readership. The researchers established criteria to define what makes for an exceptional and 
student-praised university media source. Using these criteria, the researchers conducted a content 
analysis of five top student-produced media outlets. Through this content analysis, this study 
gained an understanding of the qualities and content that tended to spark reader interest and 
engagement. This presentation will outline the findings from the content analysis and offer 
suggestions for student-run media outlets.   
 
 
7:45-8 p.m. 
Turning Followers Into Foodies:  
How Nashville Restaurants Use Social Media to Connect with Patrons 
Sydney Brannan, Jaclyn Kornacker, Chelsea McGuerty, & Nicole Parker  
Faculty Advisor: Kevin S. Trowbridge, Ph.D. 
 
Nashville. A city dominated by music, universities, and local businesses, specifically restaurants. 
From the local college bars to the fine dining on M Street, Nashville’s restaurant industry is 
booming. While location is key, these local eateries also have another secret: Social media. A 
young, highly technologically savvy generation turns to social media for practically everything, 
so this study was designed to discover how the very restaurants these social media users frequent 
utilize social media to expand their customer base. This research explores social media’s effects 
on attracting customers to selected restaurants. It examines the customer bases of four Nashville 
restaurants to explore trends across the demographics and social media strategies employed to 
engage their key publics. Findings are drawn from in-depth interviews with account 
administrators at four eateries in Nashville. Additionally, quantitative data was collected through 
a survey of young adults to discover how they perceive restaurants’ use of social media and its 
effectiveness.  This presentation will share the best practices in using social media to attract 
customers in the local restaurant industry. 
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8-8:15 p.m. 
Is the Hit Show “Nashville” Music to the City’s Ears? 
Chloe Brookshire, Danielle Hollis, Victoria Lewis, & Meredith Martin 
Faculty Advisor: Kevin S. Trowbridge, Ph.D. 
 
It is not news that Nashville has peaked national interest over the past few years. The purpose of 
this research was to discover the how the popular television show, Nashville, shaped tourists’ 
perceptions and affected their decisions to visit the city. This original study was rooted in 
scholarship that describes the effects of television dramas on viewers. The researchers surveyed 
tourists in the downtown Nashville area to discover if and to what extent Nashville influenced 
their perceptions of the city. The television drama prominently features many of the city’s 
attractions as well as offers a glimpse into the music business industry. This presentation will 
offer insights into how the hit show influences tourism in Nashville. 
 
8:15-8:30 p.m. 
Why Belmont?  
Discovering the Decision-Making Journey of International Students 
Silvia Jones, Megan Perez, Julia Severino, & Jason Wu 
Faculty Advisor: Kevin S. Trowbridge, Ph.D. 
 
Belmont University invites students from diverse backgrounds to enrich the student body. With 
an increasing influx of international students in recent years, the purpose of this study was to 
discover the leading factors that attracted students from all over the world to Belmont. The 
research project was designed to discover the most common reasons for an international student 
to choose Belmont. In-depth interviews were conducted with a sample of international students. 
Demographic information was used to interpret the cultural influence of the decision-making 
process. The interviews revealed ways in which students learned about the university, what 
specific programs of study were of primary interest, whether respondents were involved in 
athletics, how Belmont assisted their assimilation into American educational culture and the 
students’ overall satisfaction with their experiences at Belmont. 
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8:30-8:45 p.m. 
Every Buddy Has A Voice 
Kristin M. Hinkley, Danielle L. Hopkins, Megan B. Jack, Erika N. Marschall, Carrie A. Morris, 
R. Lane Sasser, & Jacqueline R. Shelton 
Faculty Advisor: Bonnie P. Riechert, Ph.D. 
 
Best Buddies is a non-profit 501(C(3) organization dedicated to establishing a global volunteer 
movement that creates opportunities for one-to-one friendships, integrated employment and 
leadership development for people with intellectual and developmental disabilities (IDD). The 
non-profit was founded in 1989 by Anthony K. Schreiber and has grown from one chapter to 
almost 1,700 in middle schools, high schools and colleges worldwide (www.bestbuddies.org).  
Belmont University opened its first Best Buddies chapter in 2009, starting with only 12 
members. By 2014 the chapter included 78 members with 28 active buddy pairs. Because Best 
Buddies’ purpose is to create an environment for one-to-one friendships, leadership opportunities 
and fellowship, a team in public relations campaigns class proposed to bring all three 
components together for a night of karaoke at Belmont University. The event was approved as a 
personal and profession al growth convo. Best Buddies members, Belmont students and 
members from other college chapters in the Nashville area were invited through posters, online 
announcements and email.  Because Best Buddies aims to put itself out of business by creating 
full integration between people with and without IDD, this allows for the opportunity to bring 
Best Buddies to the Belmont community. While they were here, the buddies and college students 
spent time together doing an activity that was mutually beneficial. By opening the event up to the 
entire Belmont student community, the team aimed to gain new prospective members. Success of 
the campaign will be measured by level of attendance at the event and the number of people 
reached through the campaign.  
 
8:45-9 p.m. 
Nashville Fashion Week: It’s more than just a week.  It’s a celebration. 
Julie A. Anderson, Kara E. Fulgum, Katherine G. Mulrain, & Kailey M. Pearce 
Faculty Advisor: Bonnie P. Riechert, Ph.D.  
 
Nashville Fashion Week is a local organization benefiting the Nashville Fashion Forward Fund 
of The Community Foundation of Middle Tennessee.  The week celebration showcases creative 
talent featuring local, regional and national designers in daily fashion events.  All ticket sales 
from Nashville Fashion Week benefit the Fashion Forward Fund, which is an opportunity to 
award an individual for their personal achievements in the fashion industry 
(http://nashvillefashionweek.com/na/the-fund).  In-depth Interviews with organizational 
leadership were conducted prior to the event to gain a better understanding of the organizational 
structure, flow of events and how events are currently promoted.  A public relations campaign 
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was created to help increase awareness, promote the fund and manage the front of house during 
each event.  Members of the team in public relations campaigns class served as sponsor liaisons 
at the 2014 fashion week events on April 1-5, including after parties.  The event was promoted 
through social media to increase “likes,” and a crisis plan was created to help ensure a flawless 
event.  A survey was designed to study local Nashville residents and Belmont University 
students.  The survey was distributed to 150 participants to attract new attendees, determine how 
students and residents obtain current information about Fashion Week, and determine event 
interest.  The effectiveness of the public relations campaign will be evaluated by the increase of 
number of “likes” on social media, the number of survey responses received, and minimal chaos 
during the event.  The information gathered from the campaign will be used to identify and 
evaluate and target publics, and for future event planning and marketing strategies. 
 
9-9:15 p.m. 
Public Relations Campaign for Special Olympics of Tennessee, Williamson 
County, Figure Skating 
Kimball C. Lybbert, Matt J. Romanowski, & Qiyuan Jason Wu 
Faculty Advisor: Bonnie P. Riechert, Ph.D. 
 
The newly established figure skating program for Special Olympics of Tennessee, Williamson 
County, has been creating opportunities for athletes with special needs in the local community. 
Lately, the figure skating program has struggled with inadequate funding to support facility use, 
as they are planning on expanding the program. As part of the team’s service-learning experience 
in public relations campaigns class, JMK Relations made the decision to work with the figure 
skating program in order to promote awareness of the program and raise funds for area athletes 
who have passion for figure skating. During the campaign, JMK Relations established social 
media outlets, such as a Facebook page and a Twitter account. In hopes to raise money for future 
facility use, JMK Relations partnered with local businesses to achieve the team’s objective 
through fundraising events. Evaluation of the campaign’s success will be based on the impact on 
social media and money raised.  
 
9:15-9:30 p.m. 
Thistle Farms-Magdalene: A Movement Of Global Healing For Women. 
Allison R. Brightwell, Louise D. Efejuku, Silvia E. Jones, Joy T. Morgret, & Leonardo M. Rios 
Faculty Advisor: Bonnie P. Riechert, Ph.D. 
 
Thistle Farms at Magdalene (www.thistlefarms.org) is a non-profit social enterprise founded by 
Becca Stevens in Nashville, Tenn., in 2011 to provide employment for the women of Magdalene. 
Magdalene is a residential program at Thistle Farms for women who have survived lives of 
prostitution, trafficking, addiction and life on the streets. The women create all-natural body care 
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products by hand that are as good for the body as they are for the earth. All proceeds made from 
Thistle Farm products and the Thistle Stop Cafe, founded in 2013, support Thistle Farms and 
Magdalene. Run by Thistle Farms’ two-year residential program Magdalene graduates and 
residents, the Thistle Stop Cafe sells Nashville-based and fair-trade coffees, teas and healthy 
catered foods. A team of students in public relations campaigns class conducted in-depth 
interviews with the team’s community partner, Marlei Olson, director of public relations and 
development at Thistle Farms, to learn the need for increased awareness of Thistle Stop Café. A 
public relations campaign was developed to introduce Thistle Stop Cafe through emailed pitches 
to several online wedding publications, blogs and wedding planners as a venue for weddings and 
other special events. The campaign’s effectiveness will be evaluated by the number of positive 
responses received from the team’s online contacts and feedback received from the management 
team at Thistle Farms. 
 
9:30-9:45 p.m. 
Live FashionABLE Does Model for a Miracle 
Kimberley R. Dalrymple, Elisabeth M. Ragan, Ashland L. Seay, Abigail N. Wiggins, Kate E. 
Wilke, & Emily K. Young 
Faculty Advisor: Bonnie P. Riechert, Ph.D.  
 
Live FashionABLE (livefashionable.com) is a business created for African women through the 
sales of handmade scarves and leather bags. Interviews with the organization’s main contact 
revealed that women can feel empowered and supported through this process. Live 
FashionABLE has their main clientele basis rooted in the college market. By broadening the 
market to sorority women of all kinds, Live FashionABLE can expand into a market they 
previously have not been a part of. Model For A Miracle is a philanthropy event hosted by Phi 
Mu Theta of Belmont University on April 5, 2014, for their charity, Children’s Miracle Network. 
Vendors in the fashion industry set up booths and various products were sold and modeled 
throughout the show. Ten percent of all sales of the day from the vendors were donated to 
Children’s Miracle Network. Live FashionABLE has a unique opportunity to expand their 
market while also touching the lives of many through this wonderful event. A team in public 
relations campaigns class worked through this event to help Live FashionABLE establish a new 
audience and gain brand loyalty in the Belmont and Nashville community. The team planned that 
this event would not only help boost sales for the company but also provide and create a new 
client base. Through the engagement of sorority women to model and promote these products, 
more women in the Nashville community were exposed to the message and mission of Live 
FashionABLE. Success of the campaign will be based on product sales at the event and the week 
directly after.  
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9:45-10 p.m. 
Sweet Tweets for Sweet Sleep: Using Social Media to Provide Beds for the 
World’s Orphans 
Catherine L. Benenson, Danielle C. Hollis, Jackie R. Kornacker, Moriah N. Murrell, & Nicole D. 
Parker 
Faculty Advisor: Bonnie P. Riechert, Ph.D. 
  
The popular expression, “sweet dreams!” is said to wish another individual a comfortable and 
restful night’s rest. Sweet Sleep (www.sweetsleep.org) is the only organization in the world 
providing beds to the world’s orphans, many of whom have never dreamt sweetly in their own 
bed.  Its mission is to “provide beds to the world’s orphaned and abandoned children, 
demonstrating God’s love for them, and improving their quality of life.”  Sweet Sleep provides 
beds to children and family preservation courses to parents and caretakers in Moldova, Haiti, 
Uganda, South Africa and the United States. These acts of love encourage children to come out 
of hiding to receive medical care and motivate parents around the world to implement better 
caretaking practices at home. “Sweet Sleep Soiree” is an event Sweet Sleep will host in 
Nashville in the Fall 2014 to raise awareness of, and fundraise for, the organization, and to 
expand its audience.  A public relations campaign team, Somnul Dulce PR (Romanian for 
“Sweet Sleep” PR), provided tools for Sweet Sleep to promote the event and raise general 
awareness using social media. Somnul Dulce PR created a strategic social media plan focusing 
on multiple social media platforms.  To do so, the team collected photos and information from 
the Sweet Sleep archives as well as conducted in-depth interviews with the Sweet Sleep team. 
Sweet Sleep will implement this social media plan in preparation for the Soiree. Evaluation of 
effectiveness will be based on successful completion of the social media plan, feedback from the 
organization leaders and success of the fall event.  
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