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CASE STUDY 

Organizational Research  

Dressember is a nonprofit organization that seeks a community of international advocates 

utilizing fashion and creativity to help end human trafficking. The mission of the organization is 

to equip a community of advocates to fight for the dignity of people, leading to the protection 

and freedom of millions. Dressember’s main vision is to prevent, rescue and provide holistic 

aftercare. The mission and vision statements are reflected in the educational, informative and 

engaging content that is provided for the audience.  

Slavery exists around the world in every city, making it a timely issue today. Dressember 

educates its audiences on the severity of the issue by explaining what human trafficking is and 

where it is happening. The United Nations & International Labor Organization state that more 

than 40 million people are in human trafficking around the world, and about 1 in 4 are children. 

Additionally, human trafficking generates roughly 150 billion dollars every year. Dressember has 

three goals in mind: Prevention, Rescue, and Holistic Aftercare.  

One way Dressember informs the public is through a campaign in which participants 

wear a dress or tie during the month of December. Dressember created an opportunity to reclaim 

and reappropriate a dress as a symbol of freedom and power; a flag for the inherent dignity of all 

people. Wearing a dress or tie has become a conversation starter around many different 

communities to educate others on human slavery. Dresses are providing a way for advocates to 

speak up and fight for the dignity of all people.  
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Dressember encourages others to become an advocate for human trafficking in a number 

of other ways. These include opportunities to donate, raise funds with a fundraising toolkit, 

purchase a dress or tie from Dressember’s online store, join the conversation on social media, 

participate in the annual “Walk for Freedom” or attend the annual fundraising gala.  

Dressember has built credibility through its website in a variety of ways. It details its 

previous impacts through written reports and testimonials, shows its partnership with several 

credible organizations, displays the magazines which have highlighted Dressember and links to 

the TED talk by founder Blythe Hill. These are some of the factors that have established a 

credible foundation that encourages audiences to join Dressember’s efforts. Dressember is also 

transparent about how donations are allocated. Donations are contributed to vocational training 

for teen survivors, counseling needs for children, emergency nutrition and medical care to 

rescued survivors and trials fees that allow survivors to be heard in court. 

Scholarly Research 

Definition of Human Trafficking  

The United Nations Office of Drugs and Crime (UNODC) defines human trafficking in 

the Toolkit to Combat trafficking in persons as: 

 Trafficking in persons’ shall mean the recruitment, transportation, transfer, 

harboring or receipt of persons, by means of a threat or use of force or other forms 

of coercion, of abduction, of fraud, of deception, of the abuse of power or of a 

position of vulnerability, or of the giving or receiving of payments or benefits to 

achieve the consent of a person having control over another person, for the 
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purpose of exploitation. Exploitation shall include, at a minimum, the exploitation 

of the prostitution of others or other forms of sexual exploitation, forced labour or 

services, slavery or practices similar to slavery, servitude or the removal of organs 

(2008, p. 2). 

Statistics About Human Trafficking  

The following statistics were collected from the UNODC’s Global Report on trafficking 

in persons: 

● “Human trafficking is always a crime” (2018, p. 3). 

● “The overall number of reported trafficking victims has increased” (2018, p. 3).  

● “Traffickers the world over continue to target women and girls. The vast majority of 

detected victims of trafficking for sexual exploitation and 35 percent of those trafficked 

for forced labour are female” (2018, p. 3). 

● “Trafficking for sexual exploitation continues to be the most detected form” (2018, p. 10) 

● “35 percent of the victims trafficked for forced labour are also females, both women and 

girls. At the same time, more than half of the victims of trafficking for forced labour are 

men” (2018, p. 3).  

● “The trafficking of children – particularly girls – remains a key concern” (2018, p. 13).  

● “Large parts of Africa and Asia are weak in detecting victims and convicting 

traffickers” (2018, p. 15) 

Additionally, the capacity to collect official statistics on human trafficking at the national 

level has improved in the last ten years. Further, almost every country has legislation in place 

criminalizing human trafficking now. Despite the progress, trafficking is still a global problem.  
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The Timeliness of the Issue of Trafficking  

Human trafficking is a timely issue. The UNODC argues that “the international 

community needs to accelerate progress to build capacities and cooperation, to stop human 

trafficking. . . in all our societies” (2018, pp. 3, 8, 13). “This terrible crime continues to operate 

in the shadows” (UNODC, 2018, p. 3).   

According to Janie A. Chuang, people around the world have been recognizing the 

severity of trafficking, especially in the past twenty years. She says trafficking has “become a 

focus of government and advocacy agendas worldwide” (2014). Further, she adds: “Increasingly 

referred to as ‘modern-day slavery,’ the phenomenon has prompted rapid proliferation of 

international, regional, and national anti-trafficking laws, and inspired states to devote enormous 

financial and bureaucratic resources to its eradication” (2014). Chuang also points out that many 

nonprofits have crated campaigns to “abolish slavery,” and many scholars have been “calling on 

states to marshal human rights law, tax law, trade law, tort law, public health law, labor law, and 

even military might to combat this apparently growing international crime and human rights 

violation” (2014).  

Scholars Crenshaw, Scott, and Venegas say there are “overwhelming statistics regarding 

the number of global and U.S. victims, their ages, their estimated years of survival as victims,” 

and a “low rescue rate” (2019).  

Trafficking and the Internet                                                                                                   

The UNODC recently found that, in many regions, use of the internet has become a new 

way for traffickers to prey on victims. The UNODC states: “The online domain has opened new 

pathways for traffickers to identify, contact and entrap victims in exploitative ploys. Perpetrators 
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sequence their actions by identifying victims on social media, creating dependency, and 

subsequently entrapping them in exploitative situations” (2018, p. 38).  

The UNODC also says that traffickers have found ways of using social media apps: 

They created fake profiles, joined groups and advertised lucrative jobs in order to 

get in contact with potential victims who aspired to working abroad in modeling. 

The traffickers recruited 100 girls and convinced them to share revealing pictures 

of themselves. The pictures were used to coerce them to travel to the traffickers’ 

intended destination, where they were bought by another trafficker for US$500 

for each. The traffickers never met the girls and were able to facilitate the 

trafficking online (2018, p. 38). 

Additionally: “The use of Internet-based applications has eased the process of identifying and 

contacting victims, the logistics of transferring money, and the coordination between different 

groups” (UNODC, 2018, p. 38). 

Suggestions for Anti-Trafficking Efforts  

Many experts affirm the effectiveness of awareness campaigns for human trafficking. 

When stating what civil society can do to aid the problem of human trafficking, the UNODC 

suggests creating grassroots and national-level awareness of trafficking, its causes and 

consequences, as well as conducting “intensive awareness-raising campaigns against trafficking 

at the local and national levels to mobilize diverse groups” (2008, pp. 15-16). Educating the 

general public on the dangers associated with trafficking is deemed important. The intended 

purpose of raising awareness is: “to mobilize popular concern about the risk of falling prey to 

these criminals and about the social and human costs of” human trafficking (2008). Should 
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campaigns be implemented, the UNODC has several suggestions for what should be considered 

and executed. These suggestions are summarized below (2008, pp. 418-453). Anti-trafficking 

campaigns should: 

● Convey messages about vigilance and public accountability (taking action when 

trafficking is detected), information about anti-trafficking programs and criminal 

penalties for trafficking 

● Focus on educating people about the true nature of the crime and its consequences 

● Provide potential victims of trafficking with sufficient information about the risks of 

human trafficking, the possibilities for migrating legally in order to work and earning 

possibilities, to enable them to make informed decisions about migration, to evaluate 

whether job offers are realistic and to seek help in the case of trafficking 

● Address basic human rights standards and make victims aware that trafficking is a crime, 

that they are being victimized and that they can seek the protection of the law 

● Be informed by an understanding of the complexities surrounding trafficking and of the 

reasons why individuals may make potentially dangerous migration decisions 

● Include the methods employed by traffickers and the risks to victims 

● Take into account the factors that increase vulnerability to trafficking, including 

inequality, poverty and all forms of discrimination and prejudice  

Stephanie A. Limoncelli makes a suggestion about the demographics of victims to be 

considered. She suggests that, while focussing on child sex trafficking is important, “it needs to 

occur along with, rather than instead of, the provision of programs, resources, and services for 
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other populations. Men and women in labor-trafficking situations, in particular, remain 

underserved populations” (2016, p. 325).  

For successful, long term anti-trafficking outcomes, Limoncelli also suggests: 

 Service provision needs to be a larger component of anti-trafficking efforts and 

should include longer term and coordinated strategies. . .providing employment, 

vocational training, educational, or other services aimed at improving the long-

term outcomes and opportunities of those who have experienced trafficking 

(2016, p. 326). 

Communication expert Mark Miller reports that research from multiple disciplines 

discovered five principles that make people care about a cause (2018). These principles are what 

have made social campaigns effective in the past. The principles are to invite people to “join the 

community,” “communicate in images,” “invoke emotion with intention,” “create meaningful 

calls to action,” and “tell better stories” (2018).  

Other Recommended Strategies and Tactics for Anti-Trafficking Efforts  

Experts recommend other strategies and tactics for anti-trafficking efforts and 

fundraising. The UNODC says the prevention of human trafficking requires creative and 

coordinated responses” (2008), which points to the need for PR. It also states: “Sharing victim 

testimonies can be effective: “We must always listen to the people who have been harmed by the 

crimes we seek to stop. Their testimonies can inform and strengthen our responses” and 

“improve prevention and protect victims” (2018, p. 3).  
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In a recent study called Fundraising of Nonprofit Organizations: Specifics and New 

Possibilities, Hommerová and Severová found that online methods of fundraising are trending, 

especially in younger people (2019).  

Media As A Tool for Anti-Trafficking Efforts 

UNODC says that media can “educate the public” and “shine light on an issue typically 

shrouded in darkness” (2008, p. 477). Further they argue that when it comes to preventing and 

combating trafficking, “the media have a large role to play in mobilizing public support and 

involvement... Owing to their reach and their ability to mold public opinion, they are a powerful 

tool of social change. Investigative journalism on trafficking needs to be promoted” (2008, p. 

477). The UNODC also urges for responsible measures to be taken if media is used. If media 

raises awareness of human trafficking, it should, “include a clear explanation of the phenomenon 

and a realistic portrayal of the victims” and be conducted with media professionals (2008, p. 

477). 

People Groups to be Considered When Planning Awareness Campaigns 

The UNODC says awareness-raising campaigns should be targeted at “the most 

vulnerable groups, including persons belonging to national minorities, children, migrants and 

internally displaced persons” (2008, pp. 418-453).  

Education, Teaching, and Curriculum  

Research suggests that there is a need for more intentional and comprehensive public 

education about human trafficking. Crenshaw et al. discuss the impact and implications of a 

particular curriculum that was used on a group of 9th and 10th grade students. The curriculum 

was created by the popular anti-trafficking organization A21 and was taught in a Texas public 
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school. Prior to the study, students had a “rudimentary understanding of human trafficking” or 

“misconceptions about the issue,” based on what they had viewed in movies, video games, and 

snippets of news reports (2019). By the end, many reported feeling more knowledgeable about 

human trafficking and being better equipped to recognize the signs. Overall, the curriculum 

increased students’ awareness about human trafficking and influenced their attitudes about it. 

Some students expressed interest in knowing more about “how to avoid indirectly supporting the 

human trafficking industry,” an “inclination to join the fight against human trafficking,” or a 

desire to use social media “to share what they had learned about human trafficking” (2019). The 

most impactful elements of the curriculum appeared to be video content and the “overwhelming 

statistics regarding the number of global and U.S. victims, their ages, their estimated years of 

survival as victims, and the low rescue rate” (2019).   

What was discovered from this study and curriculum seems to suggest that high schoolers 

are not too young to start learning about human trafficking. Further Crenshaw et al. say:  

There is a need for more human trafficking prevention and awareness classroom 

curricula. . . Schools are also engaging the conversation and looking for training 

materials. The A21 Campaign’s Bodies Are Not Commodities curriculum is a 

necessary start in the right direction but is not comprehensive for all grades, 

classes, and public schools throughout the nation. Given the average age of 

trafficked females, there is a dire need for a middle school, standards-aligned 

classroom curriculum. (2019)   

The UNODC also suggests there is a need for more “public education, information and 

awareness campaigns” and that “working in schools and universities, as well as directly with 

─────────────────────────────────────────────────────    

                      10



families to reach young people and to raise their awareness about trafficking” are all steps in the 

right direction for anti-trafficking efforts (2008, pp. 418-453).  

Other Campaigns                                                                                                                              

The UNODC describes some past campaigns. Past anti-trafficking campaigns have  

used tactics such as posters, competitions to engage the public, the display of documentaries, 

celebrity involvement, and the offering of monetary prizes (2008, pp. 418-453).                                                            

Programming and Implementation  

Dressember has made tremendous progress since it was founded in 2009. What started  

as a woman wanting to make a change by simply wearing a dress has turned into an international 

movement to fight human trafficking. Dressember was birthed from a passion to change the 

harsh realities of human trafficking, and it is fueled by that same passion today. In every 

campaign and fundraising effort it executes, Dressember holds to its convictions and goals: to 

rescue, protect, and restore the lives of trafficking victims and survivors worldwide. Dressember 

always seeks to make true impacts in the fight against trafficking. On its website, Dressember 

lists its objectives and describes the tangible ways it will aim to meet its goals.  Dressmeber has 

5 main objectives: collaboration, cultural sensitivity, measurable impact, innovation and 

sustainability.  

With the objective of collaboration, Dressember aims to parter with organizations, 

companies and people who have a grasp on the complexity of human trafficking and desire to 

work together to end the injustice of trafficking. They also partner with those who seek to better 

understand and work with locals who are culturally sensitive and aware.  
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It is also important to Dressember that the work it does has a measurable impact. 

Dressember strives to be able to show how victims are being protected, perpetrators are being 

convicted and slavery is being prevented. 

Finally, it is important that Dressember’s work uses creativity and expression of art to 

dismantle a shrewd industry. And Dressember wants its work to be sustainable in all areas so that 

its impact is long-lasting.  

Dressember has very active public relations and marketing departments and strategies. 

Event planning and campaigns have been a primary focus, resulting in large growth in 

participants, partners and funds raised. Throughout the years, Dressember has implemented 

several awareness and fundraising campaigns. Below are some examples of campaigns from 

2017 to 2018:  

2017: Collaboration with A21 Can You See Me? Campaign  

 In 2017 Dressember contributed its grant money to the Can You See Me? campaign. Can 

You See Me? was launched by another leading anti-trafficking organization called A21. The 

campaign aimed to raise awareness, encourage reporting and increase victim identification 

through informative and compelling videos about human trafficking. These Can You See Me? 

videos and signs were played and displayed all over international malls and public transportation 

buildings, bringing awareness to the reality of human trafficking and encouraging people to 

identify victims.  
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2017: Dress Collection  
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Aligning with Dressember’s aim to restore dignity to people through fashion and 

creativity, a fall line of ethical, fair trade dresses were created. With the partnership of 

Elegantees, Dressember was able to receive designs from women and then have dresses created 

in a way that helps the workers’ livelihood. Additionally, this process does not contribute to the 

rising issue of forced, unethical labor in the fashion industry. “We believe that personal style 

should not compromise someone else’s livelihood, which is why we partner with Elegantees 

whose sewing center in Nepal offers fair-wage jobs to survivors of human trafficking, paying 

them 2-3 times more than the Nepali minimum wage.”  

April 2018: You Can Do Anything in a dress (or tie) 5K  

The Dressember campaign is all about showing the world that you can do anything in a 

dress. In Dressember’s first spring campaign, advocates were challenged to run a 5K in either a  

dress or tie to bring awareness to their organization and raise funds. The central location of the 

5K was in southern California, but people were able to participate from anywhere in the world.  

2018: Dressember Blog/Resources Launch  
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A Dressember blog was launched in September to provide advocates with more resources 

such as tools, tips, guides and inspirational stories. One resource, digital tool kits, includes 

content for the public to post on social media. Another resource available through Dressember’s 

blog is printable posters to promote fundraising. The blog posts themselves may include 

heartbreaking yet inspirational stories about past human trafficking victims, or in-depth stories in 

which dress designers share the inspiration behind their craft. According to Dressemeber’s 

2017-2018 Annual Report, the resources and blog caused an increase in the advocate community, 

growing to 8,000 men 

and women from six 

different continents.  

#WOMENWHODO 

Blog Series  

A five series 
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blog campaign featured stories about “women who do” — women who are entrepreneurs and 

world-changers through their passions and deep convictions. Different women were featured in 

each article to inspire Dressember’s audiences to be world-changers and spark motivation. 

December 2018: Ethical Fashion Directory Launch 

 

In 2018 Dressember launched a new part of its website called the Ethical Fashion 

Directory. Dressember states: “This directory exists to make it easier to find products you can 

feel good about at a price that fits your budget. Simply use our search bar to sort through the list 

of ethical brands by price and category.” On the directory, one can easily become aware of 

brands in the fashion industry that produce products in ethical ways. It is encouraged to support 

these brands as an advocate of Dressmeber and human trafficking, becasue some brands in the 

fashion industry are adding to the problem of human slavery and enforcing child labor. Thus, 

Dressember’s directory visitors can receive discounts and deals on products through a 

partnership with Dressember.  
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Dressember has had a substantial amount of presence in the press. Many articles have 

been written to raise awareness, promote and tell the stories of Dressember. Publications such as 

InStyle, Forbes and VanityFair, which have large audiences, have produced significant 

awareness of Dressember’s work to fight slavery by featuring articles on Blythe Hill and 

Dressember. In 2017, an article was written by Tori Utley with Forbes. The article talked about 

the timeline of Blythe’s inspiration and actions that started Dressember, its partnerships and the 

impact that it is having. It celebrates the creativity and drive that Blythe had when her heart first 

broke over human tracking, and she knew she wanted to do something to make a change. The 

success and global growth of Dressember was mentioned in this article, and Utley expressed that 

the success was all because of the community of advocates. “Although it seems simple, 

according to Hill, it's the simplicity and community that she credits as the campaign's greatest 

success factors” (Utley, 2017).  

  

.   
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Social and Media Information About the Issues or Opportunity 

There are several issues facing Dressember. These include lack of male involvement in 

fighting human trafficking, lack of reach into other cultures, lack of media coverage, and lack of 

influence or reach to younger audiences. These areas of lack present opportunities for the 

organization as well. These include reaching younger audiences (elementary through college) for 

fundraising and awareness, bringing Dressember to highschools to advocate and educate, 

training teachers on what to recognize and equipping students with preventative education. One 

thing to bear in mind is that Dressember tends to focus more on raising funds to support the 

organizations on the ground. We want to honor its unique role.  

Our Focus is the opportunity to reach younger audiences (elementary, middle school, 

highschool and college) for fundraising and awareness. Some aspects for us to look at are other 

media campaigns that have done this, as well as what programs are already in place on college 

campuses. The last factor for us to look at is what has warranted media coverage in the past.  

Websites and Media Coverage of Collegiate activities: 

According to Christine Clark, a group of college graduate students teamed up to host the 

second annual Intercollegiate Convention Against Modern Slavery at UC San Diego (2018). The 

conference, for student leaders across the nation, took place from March 2-4 2018. Students 

convened to discuss what is currently being done and what can be done to fight modern slavery.  

The work of the students caught the attention of CNN. The network profiled the students 

for an upcoming story that aired on March 11. The story is also posted on CNN’s Freedom 

Project blog in anticipation of the network’s #MyFreedomDay campaign on March 14 (Clark, 

─────────────────────────────────────────────────────    

                      19

https://www.cnn.com/specials/world/freedom-project
https://www.cnn.com/specials/world/freedom-project


2018). For this campaign, students across the globe are encouraged to speak out against human 

trafficking, using the hashtag #MyFreedomDay, and to hold events dedicated to addressing the 

issue of trafficking.  

Since 2011, The CNN Freedom Project has been shining a light on modern-day slavery 

and traveling the world to fight the criminal enterprises that are trading human lives (n.d., 

“Ending”) CNN has been amplifying the voices of survivors and holding governments and 

businesses accountable since then.            

Against Our Will is a site that acts as a tool box for students to get connected with 

resources to organize a chapter on their campus to fight human trafficking (n.d., “Organize”). 

While not creating campaigns of its own, the site is a good source for organizations or campaigns 

that are directed toward campuses.  

Slavery Footprint is a website that provides a quiz that allows users to discover what 

footprint they are having on enabling human trafficking (2019). Based on consumer traits and 

habits, the site shows how many slaves “work” for the person taking the test (2019, “Slavery”).  

UnBound works to educate and empower youth, spread awareness through citywide 

outreaches and provide human-trafficking presentations to groups and organizations within local 

communities (2014, “About”).  This includes bringing awareness and education to college 

campuses. 

The International Justice Mission is mobilizing campus chapters to fight human 

trafficking (2019, “Mobilize”). They provide leadership resources, organize a freedom fast, 

provide a five-week study to understand God’s heart for justice, and provide a documentary for 

screening parties called I Am Brave.   
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Social Media Campaigns: 

CNN reported about #Myfreedomday, a campaign that encouraged people to post a video 

of what freedom is to them and host an event to raise awareness (2019, “#myfreedomday”). The 

campaign went viral on all social media platforms and was featured on CNN. Below are links to 

student videos from #myfreedom day.  

Strike out Slavery is a campaign where baseball games becomes the platform for players 

and fans to fight trafficking. Because the majority of their reach comes from advocating at 

ballparks, it’s a very family friendly campaign. They have several trending hashtags including 

#stikeoutslavery and #notinourballpark (Strike Out Slavery, 2019, “The Fight”).  

End it Movement is a coalition of leading organizations in the fight to end human 

trafficking with partners ranging from students to senators (n.d., “End It”). The #Enditmovement 

campaign involves drawing a red “X” on your hand in order to bring awareness and spark 

conversations. The impressions left by the red “X” movement is estimated at 2,700,000, leading 

to high volumes of coverage on social media, involving many students and celebrities (n.d. “End 

It”).  

A21’s campaign, Walk for Freedom, brings in people of all ages and socioeconomic 

status to assemble in one of the largest peaceful protests of its kind, walking in silent solidarity to 

fight human trafficking (2019, “Walk”). The walk acts as a means for advocacy, fundraising, and 

taking a stand in our communities to say “no” to trafficking. It is not only one of the largest anti 

trafficking campaigns, but it generates large amounts of impressions on social media. Some of 

the trending hashtags are #walkforfreedom #wff #abolishslaverywitheachstep.  

─────────────────────────────────────────────────────    

                      21



 Can You See Me? is another campaign from A21 that increases awareness of human 

trafficking and enables people to identify the signs. This campaign has created active 

engagement on social media, and has begun to permeate airports, airplanes, hotels, billboards 

and other places that are bound to come in contact with victims of trafficking (2019, “Can You”).  

ANALYSIS 

Research Analysis: 

Organizational Analysis 

In our organizational analysis of Dressember, we found four key areas that it is passionate 

about. These are: educating, informing, providing engaging content and building credibility. 

These values help accomplish Dressember’s three main goals of prevention, rescue and holistic 

aftercare for survivors. All four of these values also relate to how we see Dressember engaging 

with the public through events, social media, collaboration and support of other organizations 

and advocacy work.  

Many of Dressember’s social media posts share facts about modern day slavery to help 

their followers understand that human, labor and sex trafficking do not just happen overseas, but 

they are a real problem here in the United States. Blythe Hill, the founder, has given TED talks to 

share the mission and vision of the organization in order to help more people understand the 

severity of the issue.  

Educating the public, through facts, statistics and word of mouth, leads to Dressember’s 

goal of informing. Participants who wear a dress for the December campaign also wear a pin that 
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says, “Ask Me About My Dress.” This pin gives advocates the opportunity to share what their 

dress means to them and people around the world. This is a key way the community of men and 

women fighting to end human trafficking grows every year.  

This leads to their value of having engaging content. Dressember encourages the 

conversation about human trafficking to be a national conversation. People of all ages, from six 

years old to the elderly, participate every year as more people are sharing about human 

trafficking with their neighbors, co-workers and their friends. 

Lastly, Dressember’s credibility ties everything together. This organization deeply cares 

about being honest and upfront about where funds are going to. They partner with many 

established, credible organizations who are already doing work around the world to educate and 

inform about human trafficking, as well as to fight it.  

Dressember is not an organization at the frontlines working with the police to fight 

human trafficking, but rather an organization focused on prevention through education and 

advocacy efforts.  

Scholarly Analysis 

In our scholarly research, we found confirmation that human trafficking is certianly a 

timely issue, and that Dressember’s efforts will not be in vain. There continues to be a need for 

people of all walks to life to rally together to fight human trafficking. Three themes in our 

research stood out: need for education, social media use by traffickers and by the public for 

awareness, and prevention strategies. While there is always more information and statistics 

emerging, focusing on these three areas helps us see the gaps in what has not yet been explored 

for anti-human trafficking methods. Recognizing the need for education and the dangers of social 

─────────────────────────────────────────────────────    

                      23



media helps us look at the already recommended strategies for prevention but also see where 

more creative ideas can help.   

Campaign Analysis 

In our campaign analysis of Dressember, we saw two types of campaigns that most 

classified into: fundraising or educational. Because Dressember supports many established and 

ethical organizations, its fundraising efforts are vital to the companies it supports. For example, 

Dressember recently partnered with A21 to open up a brand new recovery center for survivors of 

human trafficking in Greece. Therefore, the donations they receive are vital in the work other 

organizations do. Its main fundraising campaign is “Dressember,” where men and women all 

over the world raise awareness for human trafficking by wearing either a dress or tie every day in 

December. Each participant receives a fundraising page, and two-million dollars were raised last 

year.  

Secondly, Dressember wants to educate the public and make everyone an advocate for 

anti-human trafficking efforts and social justice. Some of its educational efforts include its new 

Ethical Fashion Directory, collaboration on the “Can You See Me Campaign” and 

#WOMANHOOD blog series. These campaigns educate men and women on how to buy clothes 

that were not made by slaves, look out for signs of human trafficking in common public spaces, 

and how women can do justice by using the gifts and talents they already have.  

Social Media Analysis  

In our social media analysis that looked at what information is already being circulated 

about human trafficking, we found that social media is an under-utilized area for anti-trafficking 

messages and efforts. We see opportunities for social media to be used in these areas: 
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involvement from males, integration of different cultures and media coverage from major media 

groups. We do not see these as negatives but rather as opportunities for Dressember to engage 

and educate different publics.  

Dressember has already made some headway in these areas. It has made an effort to 

involve the male community by designing a tie and bow tie collection. Additionally, there is a 

variety of differently styled dresses, all made in Nepal, to give Nepali women a chance to have 

an ethical and sustainable job. While these are small movements in the right direction, we will 

explore how Dressember can continue to close these gaps.  

One of the main openings we saw in social media for anti-human trafficking efforts was 

the opportunty to reach a younger audience (highschool and college age). Because these are the 

publics who heavily use social media, Dressember should design more awareness and advocacy 

content for these younger users, rather than more fundraising content. 

Lastly, while partnering with organizations that are doing similar work is important, there 

has been success in partnering with outside organizations in order to receive more media 

coverage. One example is the “Strike Out Slavery” event that partners with Albert Pujlos, an 

MLB play for the Anaheim Angels. One possibility for human trafficking to get more coverage 

on social or media platfroms is to find influencers, celebrities, athletes, etc. who are also 

passionate about justice for all people and are willing to levergae their social reach for this cause.  
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Five key leadership competencies:  

Leadership Key: Environmental Scanning 

Environmental scanning is one mark of a diligent public relations leader. David M. 

Dozier explains that it is the process of looking at what is happening outside an organization and 

adapting to those outside factors as necessary (1986). Scanning the environment allows for better 

decision-making on behalf of an organization and its future. It also helps an organization avoid 

potential crises. When planning for the future of an organization, it is important to look for any 

negative or conflicting opinions, reactions, trends and attitudes in the culture that could cause 

potential threats to the organization’s campaign efforts.  

In order to make the best recommendations to Dressember, we have scanned its 

environment. We discovered three existing attitudes and misconceptions about human trafficking 

that are of particular interest for Dressember and can inform decison-making for its future.  

Adults’ Hesitancy to Acknowledge the Danger of Human Trafficking or Discuss it with Children.  

 One trend we see is that the average American parent, guardian, and even educator of 

children does not want to have conversations with children about human trafficking. Many 

scholars have confirmed this. Baylor University School of Education (2019) say: “The subject 

matter can be frightening, particularly for younger children, and educators and parents may be 

uncomfortable starting the conversation.” Human Trafficking Search (2015) finds that most 

parents “dread” even discussing sex with their children, much less human trafficking. Janet 

Hicks (2019) reports that some parents do not want to discuss the subject with their children 

because they don’t want to scare them.  
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 Another existing attitude that some parents have towards trafficking is that it will not 

happen to their child. A contributor from Erase Human Trafficking shares a common response 

parents have when they hear stories about teenagers being lured away by traffickers: “Child 

trafficking is something that happens to those types of children out there. We live in a great 

community and our neighbors are good people who look out for one another. Something like that 

could never happen to one of my children.” Focus on the Family adds that some parents don’t 

believe trafficking could take place in their “middle-class American neighborhoods,” so they do 

not want to discuss the dangers of trafficking with their child, as it may “convey an attitude of 

suspicion or distrust” to their teenagers.  

The General Public’s Perception of Human Trafficking in the United States  

 Recently a study was conducted to discover how messages about human trafficking in the 

United States have affected the general public’s perceptions of human trafficking. In the article 

discussing the study, Tabitha Bonila and Cecilia Hyunjung Mo (2019) explain that the way 

messages about human trafficking have been framed and described in the media and policies 

have given the average citizen false, incomplete, or skewed perceptions of human trafficking. 

The study found that, in general:  

● The general public believes most victims of human trafficking are women 

● The general public has a misunderstanding about the distinctions between human 

trafficking and smuggling 

● The general public links sex trafficking with human trafficking and is likely to 

erroneously believe that trafficking victims who are not exploited in the sex industry and 

not considered human trafficking victims 
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● The general public believes trafficking is a foreign problem 

Scholar Jonathan Todres (2015) found these same “skewed or incomplete conceptions” of 

human trafficking in America when analyzing the portrayal of human trafficking in three popular 

films — Human Trafficking, Taken, and The Whistleblower.  

These beliefs about human trafficking are potentially problematic for Dressmeber, 

because, as Bonila and Hyunjung Mo say, the public’s interpretation of human trafficking affects 

how willing they will be to support various policies around that issue (2019). 

Pro-Prostitution/Pro-Sex Work Attitude  

 One cultural attitude in America that conflicts with Dressember’s mission is the pro-sex 

work attitude. Stephanie Thompson (2019) reports that “sex workers,” “prostitutes,” or “those 

who trade sex” have been trying to “decriminalize the sex industry” for more than a decade, 

some even launching campaigns. Although human trafficking entails more than just sex 

trafficking, sex trafficking is something Dressemeber wants to combat. The aim to normalize 

prostitution in America directly conflicts with Dressmeber’s goals. Efforts to normalize and de-

stigmatize prostitution are becoming more pervasive though. Earlier this year an article was 

published in Teen Vogue by Tlaleng Mofokeng, arguing that “sex work is real work.” The article, 

which is aimed toward teenagers, paints prostitution in a positive and dignified light. By simply 

searching “pro sex work articles” in an internet search browser, it is clear that pro-prostitution 

advocacy is becomcing louder and more prevalent, and advocates are trying to change the 

narrative around sex work to be more positive.  

Environmental Scanning Analysis 
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Scanning the environment around Dressember revealed three attitudes and 

misconceptions in American culture that are of particular interest for Dressember and that 

confirm our recommendations for Dressember.  

 As we saw in our scholarly research, everyone is at risk for trafficking, especially 

vulnerable children. Scholars recommend educating younger and more vulnerable children about 

trafficking in order to prevent children from being trafficked. However, as we saw in our 

environmental snan, many adults are in denial of the relevance or danger of human trafficking 

for children, or they are uncomfortable discussing it with their children. This means that many 

children are highly at risk of being trafficked, because they are unaware of the existing dangers 

or warning signs. If Dressember takes actions that aim to educate younger audiences in the 

future, parents may be upset or uncomfortable. Some parents may not want to engage in 

Dressember’s efforts or expose their children to it. They may see the campaign as unnecessary 

and inappropriate to invite children into. In a worst case scenario, outraged parents may attack 

Dressmeber for being inappropriate or for wasting time with the campaign. However, based on 

our research, we know that there is no better time than now to educate children about trafficking 

and to start helping adults get more comfortable having these potentially life-changing 

conversations with children. Educating children will also, in turn, educate adults about the 

relevance of the issue.  

 In our environmental scan, we also found that a large segment of Dressmeber’s publics 

— American adults and college students — have many misunderstandings about human 

trafficking. Many still falsely assume that trafficking is not a domestic issue, that it only affects 

women, and that sex trafficking is the only form of trafficking they need to be aware of. If 
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Dressember takes actions that aim to educate college students, many of these young adults with 

skewed beliefs about trafficking may choose to close their ears to Dressember’s messages. They 

could remain unconcerned for themselves about the risk of being trafficked and thus be unmoved 

by Dressmeber’s anti-trafficking efforts. Perhaps this could even lead them to feel  disturbed or 

outraged when they see anti-trafficking efforts that they falsely deemed irrelevant to their region. 

However, we know that there is a dire need to start correcting adults’ misconceptions. Our 

scholarly research affirmed that there is always a pressing need for human trafficking education 

and awareness-raising efforts. Awareness helps with prevention, and education helps correct 

dangerous misconceptions. For this reason, we are confident that our recommendations for 

Dressember are well-informed and responsible.  

 Our environmental scan also revealed the pro-sex work attitude and advocacy movement 

that is happening in our culture. Though not a relatively large group of people, this group is 

trying to normalize the selling of sex today. These efforts directly conflict with Dressember’s. 

Should Dressember implement the campaign efforts we recommend, they may want to prepare 

statements that can be published immediately in the face of a crisis or backlash from this group, 

defending Dressember’s stance. We hope and believe that any new educational content or 

awareness campaigns created by Dressember will help reduce the number of people who adopt 

the pro-prostitution attitude or the number of people who find themselves in sex-trafficking.  

Leadership Key: Ethics  

With the power to influence and impact people’s attitudes, opinions and behavior, public 

relations practitioners have a responsibility to use this power with integrity. This is accomplished 

by having a solid base of ethics guiding all of one’s professional actions. Smith says about ethics: 
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“Ethics is the distinguishing characteristic between a real public relations practitioner and 

someone with communication or persuasive skills merely pretending to do public relations work” 

( 2014, p. 226). The ethical standards that are expected of public relations professionals to live up 

to today distinguish public relations from other professions. Because of the industry standards 

that have become expected, professional public relations associations like PRSSA have 

established codes of ethics. These codes guide professionals in their work and help them carry 

out their ethical responsibilities (PRSSA, 2012). Ethics such as  advocacy, honesty, independence 

and fairness should guide and be reflected in of a practitioner's work . 

Ethical orientation is defined by Heath and Bowen as “the extent to which public 

relations leaders believe in and enact professional values and standards when ethical and legal 

dilemmas arise and responsibilities and loyalties conflict (Bowen, 2004; Heath & Bowen, 2002, 

p. 148 ).” The unique principles and ethics that one values and holds to in their profession will 

become both a reference point and a strong foundation for them to depend on when a crisis or 

ethical dilemma comes. For this reason, it is crucially important for any person or organization to 

know and strongly adhere to their ethical orientation, as it determines who they will be in their 

industry and how they will navigate issues and crises.  

In one of our recommended growth opportunities for Dressember, we suggested that 

Dressember bring in a new audience of elementary aged children and, in turn, their parents. As 

we have seen in our research, it is indeed important for people to be educated about the realities, 

dangers and warning sings of human trafficking. Despite some people’s hesitancy about 

educating children about these matters, children certainly need to be educated as much as older 

people. Today’s children are the next generation. If they are properly educated about the slaevery, 
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they will grow up and continue to fight against it. As public relations leaders and professionals, 

we have a strong voice and influence. Advocacy for the people who do not have a voice is one of 

the most empowering ethics in public relations.  

PRSSA describes advocacy in their Code of Ethics as: “We serve the public interest by 

acting as responsible advocates for those we represent. We provide a voice in the marketplace of 

ideas, facts, and viewpoints to aid informed public debate” (2012). This aligns with the advocacy 

work that Dressember is already doing. Their mission is to equip a community of advocates to 

fight for the dignity of people, leading to the protection and freedom of millions 

(dressmeber.org). Through this opportunity we want to educate younger people how to advocate 

for people who don't have a voice as well. We want to enable children to have a voice in the 

conversation about trafficking. An educational curriculum would be a safe and age-appropriate 

way to inform children about human slavery, teach them how to advocate for others and teach 

them how to protect themselves, because children have a higher risk of being trafficked.  

Should Dressember implement our recommendations, it would start a campaign to raise 

funds for an education curriculum made by A21. The curriculum could be taught to children in 

schools or by their parents in their home. Dressember would put on a campaign to raise funds for 

this curriculum by launching a children's clothing line. Dressember has already been designing 

and selling dresses and ties for women and men, and it does so through the most ethical means 

possible. Dressember knows the fashion industry is one of the biggest industries plagued by 

human trafficking. According to Know The Origin:  

In Uzbekistan, the state forced over 1 million of its citizens, including children, to harvest 

cotton in abusive conditions in 2012 alone. In India, fake apprenticeship schemes trick 
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people in factories where people are forced into 12 hour days, 6 or 7 days a week and left 

vulnerable to sexual and physical abuse. (2019, “Know”) 

 Since Dressember is fighting against systems of slavery like this, they created their own ethical 

way to make clothing and support the workers. Dressember ensures that its clothing- creators are 

given a dignified job and treated with respect. It partnered with Elegantees to hire women in 

Nepal to create dresses in a way that supports the workers’ livelihood and fights the rising issue 

of unethical labor, so that the dresses are designed with a purpose and sewn with dignity.  

The launch of Dressember’s children's clothing line would support the ethics of human 

dignity that public relations stands by, support the values of Dressember and advance their reach 

to a new audience. Not only would this children's clothing line generate more funds to support 

the new educational curriculum and prevent human trafficking, but it would provide even more 

sustainable dress-making jobs for the women in Nepal. Currently there is a long waiting list for 

the women in Nepal to be hired as workers; so having a new line of clothing would create more 

job openings for those women. Our recommendations for Dressmeber, through this initiative, 

would grow the organization, expand the reach of its mission and align with public relations’ 

ethics and overall goal to promote the betterment of culture and society.  

Leadership Key: Organizational Dynamics of Gender 

 Ayman and Korabik (2010) define gender as: “A hierarchical structure of opportunity and 

oppression as well as an effective structure of identity and cohesion” (p. 158). Gender also 

includes: “the manner in which men and women interact with one another and the social roles 

that they are expected to, and frequently do, enact in a society” (Ayman and Korabik, 2010, p. 
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158). These definitions capture the differences but also the struggles that can come from the 

leadership of different genders.   

 According to Ayman and Korabik, there are three different theoretical positions that one 

may have on gender and leadership: intrapsychic perspective, social structural perspective, and 

the interpersonal perspective (2010, p. 159). Ayman and Korabik (2010) combine elements from 

all three to propose their definition:  

Leadership is seen as a social interaction between leaderships and their 

supervisors, peers and subordinates. The nature of this interaction is influenced by 

intrapsychic processes (e.g., gender-role orientation, gender-role attitudes and 

values) in all of the parties. Sociodemographic gender acts as a marker of status 

and privilege, as well as expectations about prescribed role behaviors. These cues 

activate stereotypes and attributions that affect initial judgments and evaluations. 

These processes are moderated by a variety of contextual cues (e.g., gender-typed 

tasks, skewed gender ratios in groups). The literature on gender and leadership 

supports this model by demonstrating that the following play an important part in 

the leadership process: gender-role socialization; gender-role beliefs, attitudes, 

and expectations; gender stereotypes; gender-based status differentials; group 

gender composition; and the gendered nature of tasks (p. 160).  

 Ayman and Korabik (2010) encourage an androgynous concept of leadership because it 

gives equal emphasis to both task and people skills, being more inclusive of both genders (p. 

167). Naturally, men and women have different dispositions, influenced by culture, but 

encouraging leadership that captures the strengths of each pushes toward inclusivity and 
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opportunity for both genders to lead. There is more evidence emerging that shows androgyny 

(high instrumentality and high expressivity) as important to leadership emergence (Ayman & 

Korabik, 2010, p. 162). Additionally, more organizations should be examining the effects that 

gender and culture have to potentially change the current working definition of what constitutes 

leadership and what is considered effective leadership (Ayman & Korabik, 2010, p. 167).  

 As seen above in previous research, there are benefits to having both male and female in 

leadership roles in organizations. The different traits between male and female add to the 

effectiveness and creativity of an organization. Looking at Dressember’s gender diversity with its 

immediate team, Board of Directors and Board of Advisors, we found the extent of male 

leadership to be minimal. There are two males on the Board of Advisors.  

 Looking at the female to male ratio in Dressember is not surprising due to statistics on 

male and females roles in nonprofits. According to Themundo (2009), women make up more 

than half of employees in the nonprofit sector in the U.S. (p. 666). This statistic is true 

internationally as well (Themundo, 2009, p. 666). There are varying explanations to this, 

including: women’s stronger desire for selfless service, intrinsic values or the view of it being a 

labor donation in return for the opportunity to provide goods with positive social externalities 

(Themundo, 2009, p. 666). This means that because Dressember works on an issue which affects 

mainly women, more women are drawn to this cause either as volunteers or full-time staff. 

 While traditionally, as seen above, more women are employees at nonprofits, more men, 

according to Gibelman (2000), have traditionally been in leadership roles (p. 259). Twenty-two 

percent of males occupied upper-level management positions versus 11% of females (Gibelman, 

2000, p. 259). While this isn’t the case with Dressember, that doesn’t mean that the opposite 
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should be true, as men and women both have unique attributes to contribute to organizations. 

Additionally, women of color and white women have reported different types of experiences in 

the nonprofit sector (Gibelman, 2000, p. 265). According to Gibelman (2000), women of color 

appear to encounter disproportionate barriers to upward mobility and salary (p. 265). While 

Dressember should be aware of gender differences in the workplace, the differences between 

ethnicities of the same gender should also be of concern.  

 Dressember’s fall 2019 line of apparel was extended from just dresses, designed by 

various women, to include ties and bow ties for men, designed by various men. This is a small 

step to push men to be either Dressember advocates or advocates against human trafficking. In 

our recommendations below, we want to highlight how we see the inclusivity of more men in 

leadership roles as a benefit to reaching, educating and informing more men on how they can 

participate in the fight against human trafficking and advocacy of respectful treatment of women.    

 Our first recommendation concerns elementary school aged curriculum that educates 

about human trafficking and the importance of respecting people. While elementary age is a 

young age to start talking about this, we want to provide a tool for parents and/or educators to 

help them have this conversation with their children (both male and female) that is designed by 

professionals and those actively involved in fighting human trafficking who are familar with 

educating all ages.  

 One example of a group to either partner with or to look at their success is Men Stopping 

Violence (MSV). MSV is a twenty-four year old metro Atlanta-based organization that has three 

goals. Douglas, Bathrick and Perry (2008) explain these goals. The first goal is to end male 

violence against women. The second is to use an ecological, community-based accountability 
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model as the foundation of analysis of the problem of male violence against women. The third 

goal is to use that same model as a foundation of analysis of its work with individuals and in 

communities (Douglas et. al., 2008, p. 247). The values of MSV line up with Dressember’s in the 

fact that they are all about education and prevention. They also see this issue as not being an 

individualistic problem, but one that each community needs to be addressing, recognizing that 

each community and each culture will have historically shaped ideals that shape the view of 

women differently (Douglas et. al., 2008, p. 260). A21, who Dressember regularly partners with, 

addresses the issue of human trafficking on a cultural basis as well.  

 MSV’s tactics are a main reason we are encouraging more men to join Dressember’s 

team. Douglas et. al. (2008) explains that MSV addresses and mentors men in men’s groups and 

classes that are taught by men (p. 260). We believe having men’s input and leadership in the 

elementary education, specifically for the boys curriculum, as well as having them as role models 

in the company for young boys to look up to, would increase the organization’s reach. MSV is 

just one example of an organization that cares about similar root issues as Dressember, but from 

the opposite perspective (male). We believe learning from MSV’s approach and tactics to reach 

young men would be beneficial to Dressember’s co-creation or participation in an elementary 

school human trafficking cirriculum. 

Leadership Key: Commitment to Diversity 

 Commitment to diversity is an integral part of fruitful leadership. An organization can 

have strong ethics and leadership skills within its original context. However, when those values 

are translated into a different context, they can be perceived very differently. It is important for 
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leadership to have cultural intelligence and utilize diversity within its  organization, in order to 

have the most effective reach and impact.  

Leadership can be understood in many ways, sometimes simultaneously. Bass and 

Stogdill defines it as:  

The focus of group processes, as a matter of personality, as a matter of inducing 

compliance, as the exercise of influence, as particular behaviors, as a form of persuasion, 

as a power relation, as an instrument to achieve goals, as an effect of interaction, as a 

differentiated role, as initiation of structure, and as many combinations of these 

definitions (1990, p. 17). 

When we understand the broad parameters of leadership, we can see that it is not simply a role 

that lies with the person who is at the top of an organization.  

The leadership of Dressember consists of CEO and Founder Blythe Hill, her core 

leadership team of five women, the Board of Directors, volunteers, interns, partners and the 

survivors Dressember helps. While each of these groups have a different mandate to display 

leadership, they all undoubtedly exercise some degree of influence, have a role in achieving 

organizational goals and persuade certain processes and initiatives. Each of these roles provides 

the ability to demonstrate personal leadership qualities to enhance the organization’s structure 

and culture. Meng and Berger define organizational structure and culture as, “the extent to which 

a PR leader is able to work in an organization that supports two-way communication and shared 

power” (2013, p 144). Recognizing and utilizing the different areas of leadership can be one way 

that Dressember furthers their commitment to diversity in regards to influence and organizational 

culture.  
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Another way organizations can commit to diversity is “by using diverse influence, 

resources and tactics, [so that] practitioners will be able to increase their influence and engage in 

ongoing power relations inside organizations and successfully influence organizational 

decisions,” (Meng & Berger, 2012, p. 23). Utilizing the diverse influences that are present within 

Dressember, as well as external influences, could lead to a greater diversity of tactics for 

engaging audiences. Whether it is sharing more survivor’s stories or personal testimonials from 

volunteers and participants, Dressember could use these influences and translate them through a 

variety of tactics based on what best engages the target audience. Dressember already does a 

superb job at inviting a wide variety of people to design dresses and bow ties, which creates 

diversity in the influence of the styles and the people they appeal to. However, Dressember could 

potentially design dresses that are more appealing or appropriate for people of other cultures and 

ages. 

By widening their reach and products, Dressember would be engaging the public with 

cultural intelligence. Earley and Mosakowski define cultural intelligence as “an outsider’s 

seemingly natural ability to interpret someone’s unfamiliar and ambiguous gestures the way that 

person’s compatriots would” (2004). Cultural intelligence can be expressed in a variety of ways, 

such as learning the appropriate gestures for communicating with someone of a different culture 

or learning their customs and traditions. These display a desire to respectfully engage with 

others. Cultural intelligence can also apply to how an organization relates within its own 

departments or with diverse publics and partners. Dressember could create children's clothing, 

which would engage with parents who are trying to teach their children about advocacy, which is 
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a diverse population compared to who its is targeting now. It could also make dresses that are 

more appropriate in other countries and cultures, especially Indian and Muslim countries. 

Leadership Key: Interpersonal Communication 

The skill of interpersonal communication is a key leadership quality to have in public 

relations. As an organization, it is important to emphasize the people, not just the business they 

are generating. There is a way to ethically interact with others by cultivating a holistic 

environment. According to Bob Wright, the philosophy of holism is critical when working with 

others: “Holism is an approach to people which take account of the whole person, not just one 

part. It takes in the physical, emotional, intellectual, social, and spiritual aspect of each 

individual” (Wright, 2007, p.19). Each person is diverse and has multiple facets to their 

individual life. A person should not just be seen as an emotional person, but they should also 

been seen as an intellectual and social human being.  

Dressember demonstrates interpersonal communication by providing holistic aftercare for 

the survivors that it comes into contact with. This enables Dressember’s staff to build bonds and 

trust with survivors. Dressember states: “We know every survivor deserves unique, individual 

treatment. Survivors are provided access to housing, medical treatment, as well as individualized 

trauma therapy, vocational opportunities, and education” (n.d.,“Our Impact”). This is one 

example of great interpersonal communication through non-verbal actions. Dressember sees the 

needs of people and meets them head on.  

According to Bajracharya: “Non-verbal communication constitutes fifty-five percent of 

our interpersonal communication. Our actions speak volume and is a key aspect in 

communication” (2018). Since studies show that non-verbal makes up fifty-five percent of our 
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communication, body language is a significant part of the communication process. With the 

mixture of the Dressember staff’s words and body language, they can make a change in the 

world. Khan and Ahmad state that “there are some barriers to change which includes the lack of 

or poor communication skills… and the inability to inspire or influence others” (2012). 

Dressember is very clear  about what it stands for and the actions it takes to help others. 

According to its 2017-2018 Annual Report, Dressember’s clear communication has inspired 

8,000 advocates among six continents to stand up for human trafficking (2019). This is a true 

display of its interpersonal communication.  

Even though Dressember is doing a good job displaying interpersonal skills, there is 

always an opportunity to strengthen those skills. There is an opportunity to grow the company’s 

awareness within the college age group by going to and from college campus to advocate. 

According to Human Trafficking Hotline, states such as California, Florida, Texas and New York 

are the most trafficked states (n.d., “States”). Starting and continuing conversations about human 

trafficking on college campuses provides a way to connect and with young age who may fall into 

the caterogry of becoming trafficking.  

Having a pop-up shop on college campuses around the United states would raise 

awareness and provide a way for Dressember to connect with many different individuals. 

Interpersonal communication can be used on a college campus to create an open and inviting 

atmosphere to talk about heavy topics such as human trafficking. Pop-up shops promote the 

brand of Dressember while also fulfilling their vision to equip a community of advocates.  
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Recommendations  

1) Elementary School-Aged (4th - 6th) Education Campaign  

● Dressember would work with A21 to design a curriculum and find a 

school board (education government) to help fund and promote. 

Dressember would raise the funds for A21 to create the curriculum. 

Dressember would help get people on board through a campaign that 

would advertise the new line of children's clothing to help fund the 

education of children. Having a child clothing line will increase the 

amount of workers in Nepal who can have a dignified and ethical working 

environment. Dressember would discuss the prices of the children’s 

clothing. Dressember would make it known that the younger age geoup is 

the most vulnerable group targetted by sex-trafficking. . This is a heavy 

topic that parents often avoid or do not know how to educate their children 

on; so this education curriculum would give them a way to explain the 

issue to children. Dressember would also touch on social media safety for 

children and help to reframe conversations, for young boys, about why it 

is important to honor women.   

2) College-Age Awareness 

● Dressember would bring pop-up shops to college campuses, 

targeting  campuses in the four five states where trafficking 

happens the most: California, New York, Texas, Florida—or 
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Christian schools for advocacy. Dressember would aim to sell 

dresses, provide education on ethical clothing, talk about how to 

become an advocate with friends and how to have these 

conversations as an adult.  

● Social media and online safety: social media campaign that  gives 

away a dress.  

PHILOSOPHICAL ALIGNMENT 

Axiology 

We can see that the concepts of public relations are ethical and necessary, because they 

align with scriptures from the Bible that discuss seeking justice, defending the oppressed (Isaiah 

1:17, NKJV), and treating others as ourselves (Mark 12:31, NKJV). The public relations 

professional is obligated to find the needs of a company as well as the needs of the public. They 

should then be moved with compassion and a sense of stewardship to go beyond their own need 

for company growth, and find ways to help solve the problem(s) of the public.  

Dressember, at its core, wants to make the world a better place through the work it does 

in advocacy, education, and fundraising. It cares about empowering both men and women in 

living a life that is sustainable physically, emotionally and mentally. The recommendations that 

we have will continue to add value to the work that Dressember has already done. In broadening 

education to specifically elementary-aged and college-aged students, the programs would be 
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engaging new audiences to keep them safer in social media practices and more informed about 

how to spot human trafficking. 

Epistemology 

Epistemology, the study of knowledge, is used to discover whether public relations is 

actually happening or not. This helps to differentiate between public relations, journalism, and 

marketing. Public relations is occurring when it builds, shapes, and equips organizations to best 

connect to the public. Public relations is an ongoing process of building up not only the 

organization, but also the client.  

Dressember accomplishes this by partnering with already established and credible 

organizations. This boosts its reputation and the quality of work it produces by working with and 

donating funds to organizations who have been proven to do ethical work. Our recommendations 

suggest that Dressember continues these beneficial partnerships while also reaching out to new 

audiences as well as partners who produce quality work. 

Teleology  

Teleology addresses the ultimate end of public relations. It is concerned with the end goal 

and overarching purpose of public relations, which we think is: the betterment of society and 

culture through the building of mutually beneficial relationships. Smith states: “One of the 

hallmarks of public relations is a strong ethical base and a commitment to contribute to the 

public good while also serving the interests of the boss or client” (2014, p. 226).  

Not only is Dressember’s goal ethical, but it is proven to be effective in the increase of 

funds raised and increase in advocates each year. Dressember’s goals already align well with the 

teleology of public relations, because Dressember’s work positively impacts the lives of those 
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who have come out of human trafficking, and it prevents many people from being trafficked in 

the first place. Dressember knows how to pick clients that already have a strong following and 

we would like to seem them partner with even more so that they can grow their audience and, in 

turn, expand their reach. This will enable more advocates to educate others.  

Ontology 

 We believe that public relations is, at its core, the art and science of building mutually 

beneficial relationships between an organization and its publics. These mutually beneficial 

relationships contribute to the good of society. By engaging with new publics (younger children 

and college students) through its campaign efforts, Dressember will benefit by accomplishing the 

goals in its mission statement; and its publics will benefit by gaining awareness, being better 

educated about trafficking, potentially avoiding becoming trafficked, being able to contribute to 

a cause that reduces a serious issue and helping rescue and care for victims of trafficking.  

Analysis of Philosophical Alignment 

 In conclusion, looking at what practicing public relations means, the mission of 

Dressember and our recommendations, we believe they coincide for the betterment of society 

both here in the United States and around the world. From our research, we know this is a perfect 

time to address this issue as women’s empowerment movements and the fight for human rights is 

popular in our culture. With the right partners, new audiences can be reached, which means more 

people become aware, and less people become victims of human trafficking. 
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CONCLUSION 

 Dressember has heart, and we believe a call, to help those that have been human 

trafficked, are vulnerable to being trafficked, and the population as a whole to be able to lessen 

their impact on trafficking. Dressember is ethical in its choices for partners and is open about 

how it spends its funds. It also keeps its followers and advocates up-to-date through social 

media, email and media in general on how its donations are being used to rescue people and 

positively affect the lives of many around the world.  

 Dressember is slowly on a mission to diversify the work it does, the audiences it reaches 

and how it engages with others. We see Dressember practicing the five leadership qualities we 

highlighted,  but our recommendations will aid them in being even more on top of the ever-

growing issue of human trafficking and the way our culture and the media percieve it.  

 Public relations, as a practice, is one that benefits not only the organization, but also the 

targeted publics. Dressember’s targeted public is truly undefined as it wants to reach as many as 

it can with not only prevention methods but also helpful tools to escape traffickers. Our 

recommendations define their publics a little more narrowly to focus on how to reach each 

audience where they are at. The education will not look the same, but it is united under the one 

vision of a world without slavery.  
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