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2 
Introduction  

As of March 2019, there were about 11 million undocumented immigrants living in the United 

States. Among them, nearly 3.2 million individuals are undocumented children and young adults who 

were brought to the U.S. at an early age (Capps, R., & Zong, J., 2016). Although they have assimilated to 

American culture and have attended school, they face economic, legal, social, emotional, and educational 

barriers as they struggle to access paths to higher education due to their legal status in the country (Capps, 

R., & Zong, J., 2016). Since 2001, there have been multiple versions of the Development, Relief, and 

Education for Alien Minors (DREAM) Act, federal legislation intended to protect young immigrants who 

are vulnerable to deportation. The DREAM Act came close to passage in 2010 when the House of 

Representatives passed the bill and the Senate was only five votes short of the 60 senators needed to 

continue to the final decision (Chishti, M., Chishti, C. B., & Bergeron, C). As a result, undocumented 

young adults have been referred as “Dreamers.”  While Congress continues to debate issues regarding 

immigration reform, there have been recent versions of the DREAM Act and proposals that mimic the 

original legislation, while others are more restrictive. In 2012, during the Obama administration, the 

Department of Homeland Security created Deferred Action for Childhood Arrivals, also known as 

DACA. This program is a temporary relief from deportation and work authorization to qualifying 

undocumented youth. This program has allowed nearly 800,000 eligible youth to work lawfully, attend 

college, obtain driver’s licenses, and receive protection from deportation threats. Unlike the original 

DREAM Act, DACA does not provide a permanent legal status or a pathway to citizenship; instead it 

must be renewed every two years. (American Immigration Council, 2018).  

Shortly after the 2016 presidential election, President Donald Trump committed to end DACA, 

putting at risk the lives and futures of these young immigrants. After many televised speeches in which 

President Trump spoke against immigration and denigrated Dreamers and the DACA program, the 

Supreme Court has had to address the controversial existence of DACA and the Temporary Protected 

 



3 
Status (TPS), another humanitarian program which protects nations from Central America. In September 

2017, acting Secretary of Homeland Security annulled the 2012 DACA announcement, which put an end 

to new applications for this program. This alteration of DACA allowed for current beneficiaries to 

continue renewing their permits, but affected the millions of undocumented children who were not yet 

eligible to request deferred action. Dreamers face continued uncertainty and remain in political limbo as 

this controversial issue bounces between both political parties.  

Although states cannot legalize the status of undocumented immigrants, some have enabled 

legislation that helps them overcome barriers to higher education, and some have done the opposite. 

Undocumented students may attend state universities with in-state tuition in California, Colorado, 

Connecticut, Florida, Illinois, Kansas, Maryland, Minnesota, Nebraska, New Jersey, New Mexico, New 

York, Oklahoma, Oregon, Rhode Island, Texas, Utah, and Washington. But in other states, like Indiana, 

students that cannot prove legal residency are required to pay out-of-state or international-student tuition 

rates. Because undocumented youth are not allowed to receive federal student loans, work study, or other 

federal financial aid, it becomes difficult for them to attend a public university (American Immigration 

Council, 2018).  

In light of these hurdles, activism has emerged as a form of communication and empathetic 

storytelling within the immigrant community. Empathic storytelling is essential for successful advocating 

efforts. However, actively encouraging positive reflection on a cause could create false narratives. For 

example, when social media campaigns portray individual abortion stories as overly positive or negative, 

the result could be a culture of silence. Rather, it’s important to normalize an experience without 

“trivializing the issue.” Instead, evoking empathy is a more effective way to expand the invested 

community (Michie, Balaam, McCarthy, Osadchiy & Morrissey, 2018).  

This creative project is predicated on three guiding questions aimed at examining the relationship 

between storytelling and social media advocacy for undocumented youth. 
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1. What is the most effective way to reach non-immigrant supporters through storytelling 

techniques? 

2. How can a social media campaign provoke tangible action for undocumented immigrant 

allies and non-allies? 

3. How to create an engaging online environment in which Dreamers are encouraged to 

share their stories? 

These questions will be addressed through the development of a transmedia campaign around the 

undocumented community. To call attention to this issue, this creative project will feature successful 

Dreamers in a series of short video testimonials. It will also create a social media campaign designed to 

promote and engage Dreamers and DACA supporters. This campaign aims to create a network of 

Dreamers and provide them with an opportunity to share their DACA stories, engage with original 

content, and advocate for a permanent solution.  

 

 



5 
Literature Review 

Advocacy in the Information Age 

Over the past decade, many social protests have taken place across the nation and around the 

world, and with them, a wave of social movements has also sparked. However, due to the novelty of the 

social movements of this information age, their credibility is often misinterpreted. In recent years, major 

cities have witnessed crowds of social activists trying to challenge political and business leaders. An issue 

that is often ignored is the role of communication technologies in the organization and development of 

these movements (Castells, 2014). Communication has been central to any social movement throughout 

history. Through mass communication, outraged activists are able to raise their voices collectively before 

powerful institutions. According to Castell, institutions that hold great influence and power have always 

been vertical, evolving into the same power structure year after year, while social movements are always 

horizontal, based on questioning current democracy and having contradicting ideas. Given that 

communication is crucial to social mobilization and its transformation throughout time is important to the 

control of information and power, it affects the structure of any social movement. A recent study about 

immigration social activism and the media, “Out of the Shadows, Into the Streets: Transmedia Organizing 

and the Immigrant Rights Movement,” names five parts to the transformation of social mobilization: 

technological, organizational, institutional, spatial, and cultural. In today’s society, people set up their 

personalized networks – from political to social views – and they tend to communicate only within those 

networks.  However, there has been a major shift from mass communication, in which distribution of 

messages involves limited interactivity to mass self-communication, where the interactivity of messages 

is self-retrieving, remixing, and exemplified by the Internet and social networks (Castells, 2014). Castells 

later explains that with network communication technologies, social movements have empowered social 

mobilization and allowed for direct and indirect communication with government officials and business 

leaders. There are about 3.7 billion (50%)  Internet users in the world, 2.8 billion (37%) are active social 
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media users, and 2.5 billion are active mobile social users (34%) (Kemp, 2017). Given these statistics, the 

power of communication now lies within community networks as opposed to only powerful governmental 

or other high-authority institutions.  

While it is silly to deny the role that social networking technologies have on networked social 

movements, it is also equally silly to deny that social media networks are not the force behind new social 

movements. Castells’ observations around the world reveal that the new social movements are networked 

in multiple ways, beyond online platforms and more interpersonal and in physical public space. This 

creative project presents a transmedia experience to explore how empathetic storytelling affects 

advocating efforts. There are a variety of modes of communication practices that exist within these social 

movements, from Web and mobile platforms to non-digital, face-to-face interactions. Costanza-Chock 

(2014) calls it “the media ecology of the movement.” This is the “reality of the new movements and the 

foundation of their communicative autonomy, on which their very existence depends “ (Castells, 2014). 

Castells focuses on current social movements, such as the immigrants’ rights and recent undocumented 

immigrant social change movements. From the partnership with community activists and organizers, 

Costanza-Chock was able to follow the effects of different communication processes throughout the 

immigration movement. These movements are recently seen in the fight for undocumented youth’s human 

rights and their participation in civil disobedience in the digital age (Zimmerman, 2016).  

 

Political Activism in the Information Age 

On Dec. 16, 2005, the Border Protection, Antiterrorism and Illegal Immigration Control Act 

(H.R. 4437) passed the House of Representatives. This legislation aims to address illegal immigration by 

strengthening interior enforcement of immigration laws and implementing additional security border 

(NCSL, 2017). It criminalizes any violation of federal immigration laws, including unlawful entrance and 

presence, essentially criminalizing more than 11 million undocumented people and anyone associated 
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with them through work, services, or academia. This bill caused outrage among the immigrant 

community, and not only initiated demands to end this bill, but also to stop other U.S. Immigration and 

Customs Enforcement (ICE) raids, as well as advocate for respect for the whole community. When 

marches and public protests took place, not many English-speaking major media companies or local 

publications were aware of this issue, but the Spanish-speaking media quickly spread the news. Soon 

after, Spanish-language print media, television, and even radio stations provided extensive coverage, and 

persuaded people to join the crowds in the streets. Television persuasion was not the only form of 

activism, but also the widespread of access to the Internet, which allowed for participants to document 

their own struggles and stories.  

 

“Dreamers” and Undocumented Youth 

Dreamers are drawing attention for the many ways they use new media to challenge policies and 

advocate for human rights. Zimmerman (2016) writes about these youth “coming out” of the shadows, 

declaring their undocumented legal status at protests, meetings, blogs, videos, and through social media. 

While the previous example noted the H.R. 4437 bill, which criminalized undocumented people, the 

DREAMers civil rights movement is the movement of modern times. The young activists have adopted 

many protest strategies that are similar to the civil disobedience acts in the civil rights movement in the 

American South years ago. They walk, march, participate in sit-ins, and defend their own American 

Dream.  

With many online resources available today, Dreamers are strategizing methods of sharing their 

personal stories and organizing local and national events to raise their voices and advocate for their “right 

to stay” (Corrunker, 2012). Before the Deferred Action for Childhood Arrivals, an executive order that 

allowed for qualified undocumented youth to lawfully work in this country, not many Dreamers wanted to 

publicly share their stories for fear of deportation. However, a most recent social media strategy to the 
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fight for the extension of this temporary program, has been to organize coming-out events. These events 

are primarily through social media, and their purpose is to help “construct bonds of solidarity and 

collective identification” (Zimmerman, 2016), while also mobilizing participants through close and broad 

networks. In fact, the Transmedia Testimonio project focuses on undocumented youth coming out in order 

to achieve various movement outcomes, including support for campaigns, personalization and 

humanization of the activist themselves, documentation of the “truth” and solidarity. These video 

testimonials represent one significant way to gain to audience engagement and connect with other 

participants, but also how they can strategically work in larger and more direct actions. These planned and 

direct actions depend on social media in order to create a nation-wide hype and collective action.  

 

The Role of Slacktivism 

Slacktivism is defined as “armchair activism” because it requires little to effort in supporting a 

social justice issue online (Seay, 2014). Slacktivism is often criticized and seen as the form of activism for 

a lazy generation. This digital engagement is a mode of communication through which people believe 

they are active by simply sharing or clicking on a social media button (Zimmerman, 2016). Many see 

slacktivism as creating an illusion of having a meaningful impact on the world; however, its power to 

influence movements is largely disregarded. There is evidence that networked communication has the 

potential to provide opportunities for young people to engage with political conversations. Slacktivism is 

a powerful method of advocacy, as it opens pathways to collective action and access to information as 

well.  

Social networking sites and content-sharing sites are the main source for communicating 

information for the purpose of slacktivism. It is crucial to analyze whether social issues, such as the 

immigrant movement, are positively influenced by social media activity. For example, the 2011 academic 

journal titled, From Slacktivism to Activism: Participatory Culture in the Age of Social Media, states that 
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“these powerful social issues introduced a need for scientific research into technology-mediated social 

participation” (McCafferty, 2011). The purpose of this source was to examine how, and if, 

technology-mediated participation has an influence on both outcome and engagement level between 

online social activism. By looking at the various approaches to increase participation, analyzing the 

effects of participation, and understanding the steps of a social media campaign, one can evaluate the 

power of slacktivism.  

In 2010, during the earthquake that devastated Haiti, the International Red Cross (IRC), started a 

campaign asking people to donate money to help with relief efforts via a text message. Only four days 

after this campaign was launched, about $7 million dollars had been raised. Through the use of cellphones 

and text messaging a whole new opportunity for social causes was discovered (McCafferty, 2011).  While 

technology helped raise awareness of the earthquake issue, it does not necessarily mean that the rise of 

social media has particularly the same effect. For example, some questions that often arise from this topic 

are “Does changing a Facebook or Twitter profile picture have the same effect as an email campaign?” or 

“When people partake in activism via social media, are they doing anything meaningful?” Although 

online activism has the potential to start conversations, bring awareness and knowledge about particular 

topics, it is less clear whether that translates into tangible and meaningful benefits.  

 

Tools of Activism: Online Participation 

In addition to changing profile pictures and liking certain pages, online participation engages 

people through characterizing their presence on social media. Some social activism campaigns range from 

changing Facebook statuses to acts beyond online methods, such as wearing particular clothing on a 

particular day as a symbolic support of a cause. Social media platforms are mainly used as a way to 

distribute information, create niche social support, and facilitate action. Because social platforms are easy 

to access, fast, and efficient communication mediums, it becomes easy to feel positive about oneself 
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through participation. The ability to empower and connect individuals as well as groups goes a long way 

when looking to bring change about a social cause. The Journal of Information Policy takes a closer 

examination at advocacy groups and the use of social media as tools for engagement and collective action. 

This research in particular focuses on how new technologies contribute to the mobilization of groups and 

individuals who engage in online activism, and how people can share, cooperate with one another, and 

take collective action. Critics argue that slacktivism only relies on temporary excitement and anecdotal 

evidence, often masking the little effect that social media has on social movements and change.  

There are two political processes, civic engagement and collective action. Civic engagement 

refers to the process that “involves moving an individual from disinterest, distraction, ignorance, and 

apathy and towards education, understanding, motivation, and action” (Obar, J. A., Zube, P., & Lampe, 

C., 2012). It means working to make a difference, while also developing knowledge, skills, and values for 

the intention of making a difference. Collective action “refers to the pursuit of a single goal or multiple 

goals by more than one individual” (Obar, J. A., Zube, P., & Lampe, C., 2012). This includes activities 

ranging from voting to forming interest groups. The key point of collective action is having the ability to 

influence political activity. The concept of political mobilization revolved around groups of people 

coming together to affect political and social change.  
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Understanding Advocacy Groups 

Advocacy groups do not only want to “advocate” for the sake of championing a specific cause. 

This term rather suggests that those who groups who advocate hope to gain public attention, but also 

achieve specific goals. Their goal is to influence policy without formally “exercising the powers of 

government”, as seen with the Dream Act and immigrant rights social issue. Given that influencing policy 

is one of the main objectives of advocacy groups, the Internet and media have helped accomplished this 

by increasing the reach and speed of communication efforts. Collective action has proven to be true in 

most Dream Act advocacy groups and efforts, which will be later discussed.  

In order to further understand advocacy groups, a study was conducted to see whether social 

media is a benefit or drawback for the cause they supported. About 169 participants took an online 

survey; short and long versions were given out to different people depending on the size and resources of 

their respective organizations. (Obar, J. A., Zube, P., & Lampe, C., 2012). When asked how many 

employees work in social media-related positions within the organization, the results were similar among 

both small and large groups. Regardless the size, both groups noted at least one person working in a social 

media position. All of the participants agreed that the main purpose of the social media accounts was to 

interact with citizens. Among the most popular social media platforms were Facebook and Twitter, 

followed by YouTube and blogs. Advocacy groups were asked how their social media practices relate to 

civic engagement and collective action, this is how they responded: 

Civic engagement: Facebook is generally the most popular form of social media, providing 
advocacy organizations the ability to help with educating the public about issues that matter to the 
organization.  
 
Collective action: Facebook, once again, ranked the highest in terms of helping with mobilizing 
citizens, followed by Twitter.  
 
In addition to educating and mobilizing the public, social media was also found to be a way to 

communicate and receive feedback as well. Establishing a two-way communication loop with people who 

also support the same cause is crucial to the conversation and ultimate goal: policy change. Feedback 
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from the public strengthens the physical and digital community and is a major contributor to the growth of 

the organization. It also also allows for the immediate interaction with individuals, which helps to be 

prompt when there is an urgent issue happening (Gerbaudo, P., & Treré, E., 2015). Aside from allowing 

for an increased speed of communication, it is also cost-effective, which lets organizations to do more for 

less. This refers to the practice of advertising online, without having to actually advertise. Organizations 

in support of undocumented youth, such as Organizing for Action, FWD.us, Cosecha Movement, and 

United We Dream have successfully used and continue to use social media to spread awareness and 

promote action about current immigration policies affecting the community.  

 

Project Design 

At the center of this creative project is a series of interviews with DACA recipients and related 

experts who share their experiences, with special emphasis on how being Dreamers has shaped their daily 

lives, education, and career paths. To explore how this collection of stories can be used to engender 

empathy among audiences, this project is inspired by similar case studies that exemplify effective digital 

storytelling and advocacy campaigns. The project includes six video testimonials from Dreamers and 

DACA stakeholders and proves the opportunity for other Dreamers to share their own stories as well. 

Additionally, it is inspired by researched digital storytelling and advocacy campaigns related to DACA 

recipients or the undocumented community.  

 

The goals for this creative project are twofold: 1) to create an advocacy and awareness campaign to 

educate the public about this timely social and political issue; and 2) to demonstrate how empathetic 

storytelling can directly engage the DACA community, both with its allies and individuals from a wider 

community who are less educated about this topic.  
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This creative project includes the following key features 

A website and social media campaign was developed to serve as the primary platforms for the distribution 

of these stories. The following key features comprise the collection: 

● Original video content chronicles stories that explore the journeys of Dreamers and their success 

stories. 

● Informational graphics and images display key facts, news, and data to educate the audience 

about this issue. 

● A social media campaign on Facebook and Instagram that engages Dreamers and advocacy 

organizations, as well as promote new website content. 

● A video campaign introduces the project and topic and encourages conversation among the 

DACA and outsider communities. 

 

Dreamer Video Testimonials 

Video testimonials showcase Dreamers and document their lives before, during, and after DACA. 

Interviewees were prompted to ask other Dreamers to share their stories as well. The profiles were shot 

during in-person or video call interviews.. All videos are hosted on the project website 

www.unafraidreamers.com, as well as on both Facebook and Instagram platforms. The initial video 

testimonials are currently featured on the site, and other Dreamers are encouraged to join the conversation 

 

http://www.unafraidreamers.com/
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by recording and uploading their own stories through a webcam tool or via social media.  

 

Figure 1. Screenshot of the “look and feel” for the video profiles. Other videos were provided by the 
project participants or recorded during a video call interview. 

 

Unfraid Dreamers: A transmedia campaign  

This social media advocacy campaign begins with a video representing Dreamers through actor 

portrayal. The video defines Dreamers and expresses common statements made by Dreamers. Dreamers 

are encouraged to share the video and join the conversation by using #unafraidreamer on social media or 

through the website. The campaign also showcases video testimonials from Dreamers from across the 

country and encourages engagement through active participation online. It also includes educational 

material about this issue in the form of informational images, shared news and articles, and “call to 

action” strategies to drive audiences to the website. The social media campaign is composed of three 

phases: 1) gaining following to new social media accounts, 2) encouraging engagement through original 

content, and 3) driving visitors to the website to share their own stories. Informational images share recent 

news about the DACA journey and related content through the form of listicles, powerful quotes, 
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instructions, and related statistics. Informational images will be primarily shared on Facebook. Based on a 

social media analysis, the following hashtags already exist within the DACA community: #DACA, 

#Dreamers, #DefundHate #FamiliesBelongTogether, #AbolishICE, #Defundhate, and #Heretostay. New 

hashtags will be introduced to make this campaign searchable and to facilitate the discovery this project. 

These include: #UnafraiDreamers #UndocumenteDreamers #DREAMerica #DREAMerstories 

#UnafraidStories. 

 

 

 

 

  

 



16 
Campaign Calendar:  

Phase 1: Growing following 

 

Figure 2. The days and times that work better to engage new people on Facebook and Instagram.  
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Phase 2: Sharing original content 

 

Figure 3. Calendar that shows the most popular days to share content on Facebook and Instagram.  
At least one post will be created for each corresponding topic and day. Posts will vary depending  

on recent news and updates regarding DACA. 
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Campaign Video:  
 
The purpose of the video is to introduce the project, evoke emotion, communicate key facts, and make a 
statement about Dreamers and their contributions. The video features music from Australian band For 

King & Country and their song titled “To The Dreamers.” This video is a combination of actor portrayal 
and DACA beneficiaries. 

 

 
 

Figure 4. Screen grab of campaign video featuring “To The Dreamers”  
an original song provided by Australian band, For King & Country. 

 
 

 
Informational Graphics 

 

Informational graphics are intended to educate social media audiences on key facts about DACA 

and Dreamers. The information ranges from basic “by the numbers” statistics to moving quotes about key 

legislators, advocates, and featured Dreamers.  
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Figure 5. Example of “by the numbers” graphic.  
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Figure 6. Example of quotes from Dreamer stories. 

 

 
Figure 6. Example of quotes from political figures. 
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Promotional and Educational Website 

The promotional and educational website houses the featured video testimonials and promotes the 

submission of multimedia narratives to continue the conversation outside of social media. This site aims 

to create a network of Dreamers and uses empathy as the key strategy for understanding their stories.  

  

Figure 7. A section of the home page. 
It’s an overview of the project. 

Figure 8. The “Stories” page, where  
featured video profiles will be hosted and users can 

submit their own.  
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Figure 9. The “Share Your Story” page, which  
will prompt users to post their own story through 

the website.  

Figure 10. The “Resources” page features 
an interview with an immigration attorney 

and links to several recent articles and 
resources. 

  

 



23 

 
Figure 11. Dreamers and DACA supporters have the option to buy  

a shirt supporting the cause and promoting the project.  
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Discussion 

This creative project includes six initial video testimonials or stories, but this is only the starting 

point. The goal of this campaign is to educate and inspire action, encourage engagement, and provide a 

users the opportunity to control the content by uploading their stories via videos, creative work, or written 

pieces. While many individual video testimonials exist or have been published by online publications and 

major media platforms, such as The Washington Post, TIME, The New York Times, Univision, and more, 

there is not a online space designated for the storytelling of Dreamers. The online platform created 

through this creative project allows all Dreamers – not only those sought by the media or recommended 

by others – to express their feelings, share big and small accomplishments, voice their challenges, and 

even reveal their fears. For example, during an interview with one Dreamer, he stated, “Wow. I have 

never told this to anyone. I want to keep sharing my story with others. I want others to do the same.” 

While in high school, he did not feel comfortable sharing his status with anyone because he feared being 

bullied. This creative project gave him a spotlight moment, and with that, the opportunity to do what other 

Dreamers have done in the past years, come out of the shadows. While the Dreamer interviews were 

unique, as they each told their own perspective of growing up undocumented, some key moments in their 

lives overlapped. For example, five out of six Dreamers interviewed were not able to access higher 

education right after high school due to their undocumented status. Because of this, many of them lost 

prestigious job opportunities. Similarly, after receiving their employment authorization, the same 

Dreamers re-established their career paths by attending college and getting better jobs. When visiting the 

website, users can share the featured video testimonials or the campaign video, join the conversation by 

posting their own story using #UnafraiDreamers, or stay in touch through Facebook and Instagram. With 

the ability to engage in conversations and promote user-created content, this creative project can expand 

beyond the DACA community and reach non-supportive audiences.  
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Updating the website  

The “Resources” section of the website needs to be updated at least once a week, as this topic is 

frequently on the news. The website should include the top-10 weekly stories about the immigration 

reform, DACA renewals, important dates and reminders, and other related topics. The maintenance of the 

news and articles will help DACA and outside audiences to better understand the politics of this issue. 

Additionally, resources included on the page – such as DACA scholarships, volunteer opportunities, 

rights for undocumented people, and legal resources – should be updated at least once every month with 

current and correct information. Currently, there is one expert interview on this section, therefore, 

including more expert interviews would help expand the credibility of this creative project.  

In addition to the resources and news articles, the “newsletter” feature could be expanded and 

improved. Dreamers, allies, and curious website visitors have the opportunity to register for a monthly 

newsletter. This newsletter is intended to keep the audience informed on this topic, share new video 

testimonials or creative work uploads, and provide opportunities to engage with this topic. The newsletter 

also allows for regular communication with users and creating relationship with them.  

After conducting a website walkthrough with three Dreamers, one expressed the credibility of 

project, “I wouldn’t be scared to upload or share my story. It looks legit. It would be beneficial to expand 

this with organizations or groups so that they can share their stories as a whole.” Therefore, sharing the 

website with advocacy groups can expand the narrative of the project beyond individual stories, but rather 

allowing them to share their collective success as an organization. While the project projects credibility, 

the experience of sharing stories needs improvement.  The website is using Clipchamp, an online video 

tool that offers a video editor, recorder, and webcam recorder. Currently, the user has to submit a form 

indicating his or her name and the submission category, such as video, written piece, or creative work. 

After submitting the form, users can record their story using Clipchamp, or upload their own video. All 
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other file types such as PDFs and JPEGs need to be submitted via e-mail. This tool not only records and 

collects video from others, but also stores the submitted recordings in a safe folder accessed only by the 

project content administrator. The content administrator receives a notification when a new video is added 

and can decide whether or not to publish it on the website. Currently, the tool only allows for desktop 

recordings. Ideally, users can record on their desktops, tablets, or smartphones. The website contains a list 

of technical requirements, such as supported video formats, file size and length, which allows for a 

five-minute recording time. This feature can be improved to allow for high-quality video submission or 

by adding social media content curators. 

 

Limitations 

Given more time, and more resources, I would like to improve upon the quality of the initial 

video testimonials. Due to conflicting schedules, different time zones, and long travel distances, the 

majority of these interviews were done through a Google Hangout or phone call, thus affecting the video 

and sound quality. Because I did not conduct some interviews in person, I did not have control of the 

interviewee’s setting, webcam quality, audio recording, and unplanned distractions. This will continue to 

be a limitation when users record and submit their stories through the webcam feature. 

  

Moving forward  

In addition to expanding the message through shared stories, future components of this project 

will hopefully help support non-profit local organizations advocating for undocumented immigrants. 

Currently, there is the option to buy a t-shirt in support of the project’s mission, but it is not a fundraising 

event. Moving forward, the proceeds of t-shirt purchases in collaboration with a non-profit organization 

could help fund DACA renewals, scholarships for undocumented students, and families in need. As the 
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social media efforts continue, the audience reach and attention will determine more possibilities for this 

project.   
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