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We believe that change comes from the bottom-up rather than the top-down.
Specifically, our campaign is modeled on the theory that change comes from within
individuals more than from larger institutions. Additionally, the power of the
individual becomes even more important when you consider that institutions are
made up of individuals.

Our theory of change is focused on reform instead of revolution. Even changing one
person's mind is valuable when the problem has to do with how people think and feel
about another person. 

While many people think that one needs to be on the "inside" of the system if they
hope to change it, we are more connected to campus resources as college students
than those experiencing homelessness. Thus, being on the "outside" of the system is
an advantage in our case.

We put compassion into
action by building a
community of UCSD

students who are educated
about mental health in San

Diego’s homeless
populations.

 

ABOUT US

Theory of Change
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Currently, UCSD students lack awareness and understanding of the specific mental
health problems that homeless people in San Diego experience. Because of this,
students stigmatize the homeless they encounter (both on and off campus) and don’t
believe that they should get involved in existing solutions or creating new solutions. 

As students, we are privy to the assumptions and stereotypes many students attribute to
homeless people. It is not uncommon to hear students on campus talk about "the crazy
homeless person" at the trolley stop, on the bus, or in Price Center. In fact, one can see
the degree of interactions that students have with homeless people on campus by
looking at the UCSD Police Department's Crime and Fire Logs. 

There is a homelessness crisis in San Diego, demonstrated by the just released 2023
Point in Time Count results (see appendix). They show a 22% increase in the region's
homeless population compared to 2022, and we know this is just an estimated
minimum. Students are aware that homelessness is a problem, but not enough of them
are aware of the complex interactions between homelessness and mental health. For
instance, many students assume that every homeless person is addicted to drugs. While
it is true that substance use disorder is prevalent among people experiencing
homelessness, the people who make this generalization often don't consider that the
drug use can start after a person becomes homeless because it serves as a way to cope
with their stressful situation. This is just one example of a reason why an education
campaign is necessary

Problem Statement
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Sustainable Development Goal 3

Our campaign is inspired by the United Nations'
Sustainable Development Goal 3, "Ensure
healthy lives and promote well-being for all at all
ages." Specifically, we chose to focus on
promoting the mental health and well-being of
people experiencing homelessness because of
their status as a disadvantaged group. We
wanted to choose a topic that our group had
prior knowledge in, so we chose to focus on
mental health rather than physical health since
we all major in psychology. However, we
acknowledge the signifcant overlap between
mental and physical health problems in this
patient group. 
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CAMPAIGN OBJECTIVE
OVERVIEW

Educational Resource
A pamphlet including information about our
campaign, statistics on homelessness and
mental illness, and community resources in
San Diego

Social Media
An Instagram account where we posted
statistics, resources, event information, and
promoted our campaign's message

Creative Objective
We wrote and submitted an opinion editorial
about mental health within specific homeless
sub-populations to the San Diego Union
Tribune

Event
An educational Workshop on mental illness,
homelessness, and the role of compassion 



OBJECTIVE ONE: EVENT 

Our team held an educational workshop to educate UCSD students about
the mental health challenges people experiencing homelessness may

face. We also educated them about the facts and statistics surrounding
this issue in order to combat the stigma and misconceptions they have. 

Compassion Craft Activity: 
Students wrote and drew their responses to the prompt,
"What does compassion mean to you?"

10 players 
Top players had 73%, 68%, and 64% correct responses
respectively.
Most students hovered around the 60% correct mark- this
indicates players had many misconceptions prior to this event. 

Educational Kahoot:
We provided statistics and facts about homelessness and mental
illness in San Diego and ways students can help. This was
intended to have attendees be engaged in the learning instead of
passively listening.
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Take Home Pamphlet: Objective Two 
In the pamphlet, we gave a list of ways that students can get
involved on campus (like UCSD classes and clubs), a list of
community homelessness programs in San Diego, and informed
them about the Psychiatric Emergency Response Team and how
to call them. 

UCSD Houselessness Service
Two members from this student organization came and gave a
speech for the event. They also gathered donations to give to
individuals experiencing homelessness. 

Presentation 
Kayla gave a presentation explaining the information in the
pamphlet. 



PICTURES FROM OUR EVENT

Snapshot of our
event. Kayla was

giving a
presentation she

put together 

Participants playing our
Kahoot!

Our craft: each
participant wrote

about what
compassion meant

to them
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Our Presentation
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Seniors
33.3%

Sophomores
16.7%

Juniors
16.7%

Transfers 
16.7%

Other
16.7%

Suburban 
66.7%

Urban/city 
33.3%

Friend
50%

Recruitment
16.7%

Social Media
16.7%

Walk In
16.7%

Survey Results from 6 responses 
Year in School: Type of City Raised In:

How Did You Hear About Us?

1) On a  scale of 1 to 10, how much did this workshop improve
your knowledge of the mental health issues people experiencing

homelessness may face? (1 = I did not learn anything and 10 = I
learned a great amount!)
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2) On a  scale of 1 to 10, how informative did you find this workshop ? (1 =
Not educational at all and 10 = Super informative!)
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3) On a  scale of 1 to 10, how much has this workshop changed your
personal beliefs/ attitudes about people who are homeless? (1 = My
opinions did not change at all/I don't care and 10 = My perspective
changed greatly/I have new, positive attitudes towards this issue)

"What activities are illegal when being homeless in San Diego?"
"Perhaps a further discussion on bills or laws being put forth that
can address the issues discussed"
"Causes of homelessness and policy solutions"
"No comments, it was perfect"

4) Was there anything you were hoping to learn that was not included in
the workshop?

"Really good!"
"Knowing about PERT is super helpful and I'll mention it if I'm ever
contacting the police about a homeless person going through a
crisis" 

5) Any comments, questions, or concerns? 
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Survey Analysis  

We had a pretty wide range of grade levels, 33% being seniors,
the rest being an equal amount of the other year options. 
Most were born in the suburbs 

1/2 of our participants heard about our event from a friend, and
then the rest were walk-ins, heard about it on social media, or
were recruited. 
All of the participants said our event helped further their
knowledge about this issue (scale of 6+).
A majority said it was informational.
A majority said their personal beliefs and attitudes were also
changed for the better after this event. 

It seems like people were really interested in our topic and left
with some further questions that maybe they would research
on their own.
They also said our event was very informative and helpful. 

Demographic Information:

Questionnaire Information:

Comment Section: 

 Takeaways From the Event
Everyone really enjoyed our event and said that they learned a lot
of new information and initially came in with many pre-conceived
ideas about homelessness. Many participants said that they were
now much more educated on this topic and had no idea this issue
could be so complex. 



OBJECTIVE 2: EDUCATIONAL RESOURCE

We decided to create a pamphlet (see
appendix) as an education resource for
the UCSD student community as well

as the surrounding homeless
population. We wanted to educate

UCSD students specifically on
homelessness facts in SDCounty and
with resources so they're able to help

others in need. We wanted to
emphasize PERT through our

pamphlet. Since PERT is not educated
on or discusses much, we wanted to
emphasize a way to help someone

having a mental health crisis.
Bystanders are able to help those who
are in crisis, especially for the homeless

population that frequents the same
areas as UCSD students

At first, It was hard to chose
what we wanted to include on

our pamphlet. We debated
making it fact heavy or even
including all of the addresses

to the homelessness
programs in SD County. It was

not feasible since the
pamphlet would become too
"crowded" and hard to ready,

understand, and follow along. 

Challenges

handed out in class 
35.7%

handed out by the trolley
25%

handed out in the workshop
21.4%

given to houselessness service club
17.9%

We printed out 50 copies of
our pamphlets to hand out

but we also made it
accessible via QR code. We

were able to hand out 36
during our event and by the
trolley. We handed out what

was left during our class.
presentation We received

many compliments on how
useful it is and how easy it is

to understand.

"This pamphlet looks great. It is very resourceful
especially the section about PERT! " - Manuel 2023
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OBJECTIVE 3: SOCIAL MEDIA

Having a social media presence is crucial to having an effective social impact
campaign in today's world. After considering a variety of social media

platforms (Snapchat, Facebook, YouTube, Reddit, etc.), we chose to use
Instagram because it is the most commonly used among students at UCSD.

We named our Instagram account "ucsd_compassion_in_action" because we
wanted it to be clear to students that we were a group from their school so
that they would be more likely to follow us, accept our follow request, and

look at our posts.
 

We wanted the content of our account to reflect our campaign's message
and goals: to educate students about mental illness and homelessness in San
Diego, and to get them to empathize more and think more compassionately

about people who are homeless. To align with these ideas, our account
consisted of both educational and emotional posts, communicating that
mental illness in homelessness is both an objective and subjective social

problem.
 

In addition to producing our own content from scratch, we also utilized the
existing Instagram accounts of student clubs, community groups, and

national organizations that focus on homelessness and/or mental health.
These were the first accounts we decided to follow in order to give our

account more credibility. We prioritized following smaller student accounts
just as much as larger accounts (like the National Institute of Mental Health

with 48.5k followers) because we knew that having recognizable student
organizations following us would increase our credibility with our target

audience, UCSD students. 
 

Our Instagram was successful in spreading our campaign's message and
raising awareness about the mental health experiences of San Diego's
homeless populations. Our metrics of success come directly from the

"Insights Dashboard" that is a feature of business accounts (which is why we
made our account a business rather than a personal account). 

 

11



Instagram Insights

Accounts Reached
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Impressions

The number of unique accounts that saw our
content at least once

The total number of times our content was
seen

Accounts Engaged
The number of unique accounts that interacted with our

content, including post interactions and story interactions
such as likes, comments, shares, and saves.

Content Interactions

Profile Visits

The total number of times our content was
interacted with, including likes, shares, comments,

and saves on our posts and stories

The total number of times our profile was
visited

Total Posts: 18 (3x/week)
Total Stories: 20

Total Followers: 67
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Account Reach & Engagement Over Time

Follower vs. Non-Follower Activity

Not surprisingly, the majority
of accounts we reached were
made up of people who didn't
follow us. Our goal was to
have as many people see our
content as possible, which is
not necessarily the same as
having more followers. So, we
made the choice to have a
public profile to extend our
reach. However, the power of
having followers is still
demonstrated by the fact that
the majority of the accounts
that actually interacted with
our content were followers. 

The number of
accounts reached and
engaged steadily
increased over the
course of our
campaign. We created
the account in Week 5
and by the end of that
week had reached 126
accounts and engaged
29 accounts. By the
end of Week 9, we
reached 175 and
engaged 58 accounts.



OBJECTIVE 4: CREATIVE

We decided to write an opinion piece and submit it to a local
newspaper, The San Diego Union-Tribune 

 
We had originally planned to submit an opinion piece to the UCSD

Guardian, which is the university’s own student run newspaper
because the target audience for our campaign is the UCSD student

population. However, we discovered that in order to submit for
publishing, you need to be a member of the Guardian, as they

typically only publish what is written by their staff. We looked into
applying to become a member, however that was a lengthy process

that required prior journalistic experience, and a commitment to
write pieces regularly, both of which did not make sense for the

timetable and goals we had for this project overall. 
 

In this paper we attempted to bridge the gap between UCSD
students and the homeless population and develop an

understanding that these two groups have more in common than
what students may have originally believed. We did this by focusing
on three specific communities within the larger San Diego homeless

population–veterans, LGBTQ+ people, and college students. We
chose these three groups because there are students at UCSD who

are veterans, LGBTQ+, and/or homeless or housing insecure. We tried
to show that as a result of shared similarities, students should be able

to garner more empathy towards the unhoused community.
 

“Every major positive change begins with compassion and it's
about time we extend that level of understanding to those

experiencing homelessness so together, we can be the
generation that creates a more equitable and safer future for

us all.”
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What we learned
Bureaucratic red tape

Connections Matter

 There is a lot of "red tape" to cut through. In
order to reserve any space on campus, you
have to be a registered student organization
to officially do it.  We started the process of
becoming an organization, but it was not
feasible within our time frame. Additionally, 
you need permission to just simply post flyers
in certain spaces, which we learned when one
of ours was taken down in Price Center. The
less-trafficked the area is, the less likely it is
that they will get taken down, but then that
would defeat the purpose of putting them up
in the first place.

Connections matter because if not, we would
not have had a place to hold our event. We
had to connect with other groups on campus
to advertise our campaign and events also,
without them, we would not have as much of
a following that we do now. For example, we
reached out to more than 9 groups on
Instagram and 3 of them promoted us on
their accounts.
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Running a social media account and
developing a strong presence takes time and
energy. When you start off as a brand new
account with zero followers or posts, people
automatically assume you are a bot or spam
account and are therefore more hesitant to
follow back. Additionally, making the content
itself is time consuming and takes a lot of
careful consideration. We had to be
constantly asking ourselves: "How could this
be interpreted? Is this sending the message
we want it to send? Does this convey our
campaign's values?"

What we learned
You won't become an
influencer overnight

We held our event on a Friday afternoon
when there weren't as many students on
campus. It was also in a location that didn't
have as much foot traffic which may have
made it more challenging to get people to
seek out and join our event. 
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Timing & Location Matter



APPENDIX

Pamphlet Survey

Op-Ed: https://opinion-piece-pdf.tiiny.site/

Instagram

2023 Point in Time Count: https://www.rtfhsd.org/wp-
content/uploads/2023-San-Diego-Region.pdf

Event Kahoot

17

https://create.kahoot.it/share/kahoot-for-compassion-in-
action/e2f3aa63-ab3a-4f3a-89a3-ad8c2eaeaa96
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