
 

Briefing Document: The American Dream: Fact or Fiction? 
 
Specific, targeted public(s) 
Specific, targeted publics for “The American Dream: Fact or Fiction?” are people who are 
interested in the issues that face America in the sectors of healthcare, business, government, 
criminal justice and education. More specifically, millennials and Generation Z are targeted 
because they are heavily involved in activism and human storytelling to bring awareness to the 
array of issues in society. 
 
Secondary public(s), if any: 
Secondary publics include legislators, government officials, business executives, or anyone who 
holds significant power in healthcare, business, government, education and criminal justice. 
Because these publics oversee these sectors, they have the influence to restructure institutions or 
make changes that can have a significant impact.  
 
Intervening public(s), if any: 
Intervening publics include social media influencers and organizations whose missions seek to 
solve issues in these categories. Social media influencers have the power to spread messages to 
their followers and a wide audience, especially if posts go viral. Organizations like nonprofits 
and media content companies also have the power to spread awareness, especially if the 
organization is heavily invested in one of these issues.  
 
Specific tactics to target intervening public(s): 
We will distribute previews of the documentaries to influencers and organizations to give them 
an inside look of what the documentaries will entail. These publics can share these videos with 
their followers or supporters to spread awareness on a larger scale.  
 
Action desired from public(s): 
“The American Dream: Fact or Fiction?” seeks to spread awareness about the challenges and 
issues that face Americans on a daily basis in the sectors of healthcare, government, education, 
criminal justice and more. If the publics are aware, they are able to circulate the message to 
others. In addition, the publics can support organizations that seek to fix these problems and 
contact government officials and legislators to implement new policies or legislation that can 
solve these problems. 
 
Main message to be conveyed: 
The main message to be conveyed is that America is not perfect, and there is an array of fixable 
problems across a variety of sectors that affect thousands of Americans, regardless of who they 
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are. These problems are not unsolvable; Americans can unite and demand reform to solve these 
issues and improve lives. 
 
Secondary messages or objectives: 
America is extremely polarized and plagued by misunderstanding and mistrust. By 
understanding each other’s situations and putting aside differences, we can help each other. 
 
Specific media to receive the release: 
The New York Times 
Buzzfeed, Inc, 
Dateline NBC 
ABC Nightline 
Street Soldiers – WQHT-FM Radio 
Slate Magazine 
Refinery29 
The Michelangelo Signorile Show – SIRIUS XM Radio 
Fast Company Magazine 
Humans of New York (Brandon Stanton) 
 
Delivery method and follow-up activities with the media (if needed): 
We will send the media previews of the documentaries that will be shown at the film festival so 
they can get a glimpse of what the documentaries will include. We will offer them interviews 
with subjects and directors of the documentaries so they can better understand the creative and 
educational process behind the production of these documentaries. The goal for these follow-up 
activities is to continue coverage of the event and its mission and to create overall social 
awareness and action. 
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