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UNDERSTANDING 
REAL 
LEADERSHIP.

HYPOTHESIS 1

HYPOTHESIS 2

When Black communities engage with a multimedia campaign that is community-
designed, it will inspire us to take collective action to lead and protect our spaces, and to 
create new, progressive spaces. Then, we can negotiate and barter future resources; 
collaborations; and disconnections.

THE SOLUTION / OUR APPROACH

THE RESEARCH



OWN YOUR STORY:
COMMUNITY-LED 
APPROACH

N E X T



TAKING 
CONTROL.

PARTNERSHIP



My wish is to be more united
as a community; to be more 
direct in what we want from 
our leaders in the city, and to 
take charge as a community.
TAHJAH BELCHER, OWN YOUR STORY DETROIT FELLOW



APPROACH TO 
COMMUNITY-DRIVEN 
MARKETING

We believe in community-driven, story-based campaigns 
that reflect rich history, highlight present opportunities, and 
narrate a brighter future. This approach results in 
communities that are more self- and collectively 
determined, confident and proud. In turn, this influences the 
social, physical, and economic status of our people living in 
these areas and neighborhoods.

Through the Own Your Story initiative, we approached this 
in five key steps.

COMMUNITY-DRIVEN



TITLE ONEIDENTIFY KEY PLAYERS TITLE TWOINVEST IN PEOPLE TITLE THREECAPTURE PERSPECTIVES TITLE FOURGET CREATIVE
TITLE FOUR

The media campaign created by 
the community was deployed 
through online platforms for an 
initial period of 45-days, as well as 
continued to be shared by 
community members after that 
initial timeframe. Our community 
investment also included a $100K 
fund in each city, which allowed us 
to support the passion projects of 
community members and deepen 
the work by walking alongside 
them as the execute the projects 
that will continue to sustain this 
community campaign.

DRIVING CHANGE



THE TIMELINE
OYS METAMORPHOSIS.

OCTOBER 2019 -
FEBRUARY 2020

MARCH 2020 -
OCTOBER 2020

DETROIT

FEBRUARY 2021 -
MARCH 2021

Phase
1: Launch & 

Coalition B
uilding

Phase
3: Sustainability

Ph
as

e
2:

 Im
pl

em
en

ta
ti

on
 &

 
Fa

ci
lit

at
io

n



THE TIMELINE
OYS METAMORPHOSIS.

MAY 2020 -
SEPTEMBER 2020

OCTOBER 2020 -
MARCH 2021

NEWARK & NEW ORLEANS

APRIL 2021
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SELECTING
IMPACT-DRIVEN
PARTNERS.

TandemEd found mission-aligned
community leaders, small businesses 
and 501(c)(3) organizations within local 
communities that are, above all else, 
community-legitimate and that promote 
asset-based narratives and 
communication. Together we developed 
key messaging, metrics, and joint 
milestones, especially related to the $100K 
Community Investment Fund.

WRITE YOUR TITLE

To support the development of 
TandemEd and cultivate capacity among 
the team, we employed consultants, to 
support in the following areas: 

• Marketing
• Research
• Evaluation



CAMPAIGN NAMING 
& DEVELOPMENT 
WORKSHOP.

One of the highlights of the initiative is the 
campaign naming and development 
workshop. The exciting moment brings 
together fellows and steering committee 
in each community worked to create 
campaign specific names as an extension 
of the national Own Your Story initiative. 
Each campaign naming session was 
designed to capture the language and 
energy of the community.

Each community created a campaign 
name that included the city name and a 
and a message that would rally our 
people in each area:

Detroit Is Us
New Orleans Ya Heard Me
Newark. Our City. Our Time. Our Now.



VISUAL CREATIVE 
DIRECTION.



CITY-LED 
ADAPTATION.

D E T R O T N E W A R K N E W  O R L E A N S



OWN YOUR STORY:
DETROIT

N E X T

MIDWEST



DETROIT

Led by City Manager and long-time 
community organizer, James "Screal" 
Eberheart Jr., the team in Detroit 
demonstrated passion and energy as they 
used their voice and contributions to activate 
and mobilize the community.

CITY MANAGER — James “Screal” Eberheart Jr.

DETROIT COMMUNITY FELLOWS —

Gerald Allen
Tahjah Belcher
Alyssia Brown
Octavias Crosby
Shayla Cunningham
Jessica Jackson-Bowie
Delonte Jones
Alexander Slone
Eboni Thomas
Tiara Walton
Allen Andrews
Tyrin Brown

RESEARCH & COMMUNICATIONS TEAM —
Findlay House Global

MARKETING & PR TEAM — 2050 Partners, Inc.

CITY LEADERSHIP



THE LOCAL 
MARKETING 
APPROACH.

DETROIT IS US



THE 
CAMPAIGN 
PILLARS.

EDITION

CREATION

EXPANSION

DETROIT IS US

Our Detroit community created three 
actionable campaign pillars with 
facilitation of TandemEd and 
marketing support.



SPREADING 
THE WORD.

DETROIT IS US



SPREADING 
THE WORD.

bit.ly/DetOYS

DETROIT IS US

http://bit.ly/DetOYS


C A M P A I G N  C O N T R I B U T O R S

The number of people who attended the 
workshop and contributed to the campaign 
naming and content creation resulting in a 
community-led and responsive campaign 

tailored to local values and needs.

P E O P L E  R E A C H E D O N L I N E

The campaign was shared across various media and 
digital platforms to create awareness and 

reached the larger community.

C O M M U N I T Y  R E S P O N S E S

Responses from community visionaries and 
storytellers via surveys and focus groups

496 30 120,252

MEASURING OVERALL INPUTS
Surveys and focus groups were conducted to inform the campaign. We hosted a campaign development 
workshop to walk community members through content creation. The campaign content was featured 

on online platforms and reached people in the community.



M O D E L I N G  F O R  S U C C E S S

Those who believed they could be successful in 
Detroit (100% of those respondents were 18-24).

P L A N N I N G  F O R  C O M M U N I T Y

Respondents who said they were very likely to 
start a community project (46.67% said they 

already had a community project).

R E F L E C T I N G  C O M M U N I T Y

Research participants who felt like they were 
reflected in the campaign.

100% 95.5% 40%

MEASURING CAMPAIGN OUTCOMES
A post-campaign survey was conducted to understand the impact ‘Detroit Is Us’ had among the target 

audience in Detroit. After engaging with the campaign, most respondents felt PROUD and INSPIRED. 50% 
of the target age group (18-24) felt MOTIVATED.



B A N K I N G  B L A C K

Respondents who said they were 
very likely to open a black owned 

bank account.

56%
E X P A N D I N G  S U P P O R T

Those who said they were now aware 
of 16 or more Black owned businesses 
(compared to 70.71% knowing only 0-

3 before the campaign launch, and 
only 1% knowing between 7 or more).

53%
G R O W I N G  

A W A R E N E S S
Respondents said they were more 
aware of Black owned businesses.

84%

BUY BLACK THE BLOCK
Encouraging BLACK ownership and investment by encouraging them to open a bank account with a 

Black-Owned bank and shopping at local Black-owned businesses.



I believe that nurturing your blackness 
for one starts at home because the 
education system isn't going to teach 
Mansa Musa Shaka Zulu, or they're only 
going to start our history at the point of 
the slide, we are so much more than that 
we were so much more than that prior to 
them coming to steal us and pluck us 
from our native land.
Eclectic Oracle, Detroit Steering Committee MemberRespondents who said they would likely seek out 

more learning opportunities facilitated by Black 
community members after engaging with the 

campaign. 67% said they were already doing it.

33%

LEARNING ON BLACK TERMS
Unearth the way learning happens on its own in the Black community and affirm and 

celebrate our teachers.

S E E K I N G  B L A C K  K N O W L E D G E
1 0 0 %  O F  T H O S E  W H O  W E R E  N O T  

P R E V I O U S L Y  D O I N G  S O



Yes sound bowls 🙌🙌🙌so much power 
in frequencies...vibrate higher.

Cherry Jones, Learning on Black Terms 
Roundtable Attendee

Respondents who said they would likely seek 
out alternative health and wellness activities 

after engaging with the campaign. 24% 
said they were already doing so; and 12% said 

they were thinking about it.

31%

LEVEL UP: HEALTH AND WELLNESS
Highlighting alternative activities in the city for health and mental well-being.

C O N T I N U I N G  W E L L N E S S  -
4 3 %  E I T H E R  L I K E L Y  T O  O R  

C O N S I D E R I N G  A L T E R N A T I V E S



195

CHANGEMAKERS

POST-CAMPAIGN



OWN YOUR STORY: 
NEW ORLEANS

N E X T

SOUTH



NEW ORLEANS

Led by City Manager and long-time 
community organizer, Darrell “Sess 4-5” 
Warren, the team in New Orleans 
demonstrated a passion for cultural 
preservation as they used their voice and 
creativity to activate and mobilize 
the community.

CITY MANAGER — Darren “Sess 4-5” Warren

NEW ORLEANS COMMUNITY FELLOWS —

Jadeon Bloom
Jamond Bourgeois
Dyan Cole
Matthew Drew
Morgan Me'Lyn Grant
Delise Hampton
Alvin Harris
Arriel Hollingsworth
Janae Hurst
Teylor Isome
Shaunni Johnson
Brittany Nicholas
Brideisha Parker
Tishjai Robinson
Kyla Stephen
Danamarie Thorton
Darren Warren
Jamon Williams
Landon Williams
Empress Wilson

CITY LEADERSHIP



THE LOCAL 
MARKETING 
STRATEGY.

NEW ORLEANS



THE LOCAL 
MARKETING 
CAMPAIGN.

YA HEARD ME

“I want my people to be more empowered, to be confident, 
and courageous, living in their truth and being 
unapologetically themselves,” …“Through this initiative, I hope 
to be able to contribute to folks sharing in harmony, prosperity 
and blessings; and to show more successful, positive examples 
of Black people and family; and overall contributing to more 
positivity in the city.”

- Sess 4-5, New Orleans City Manager



SPREADING 
THE WORD.

YA HEARD ME



SPREADING 
THE WORD.

NEW ORLEANS

bit.ly/NOLAOYS

bit.ly/NOLAOYS


C A M P A I G N  C O N T R I B U T O R S

The number of people who attended the workshop 
and contributed to the campaign naming and content 
creation resulting in a community-led and responsive 

campaign tailored to local values and needs.

P E O P L E R E A C H E D  O N L I N E

The campaign was shared across various media 
and digital platforms to create awareness and 

reached the larger community.

C O M M U N I T Y  R E S P O N S E S

Responses from community visionaries and 
storytellers via surveys and focus groups

386 75 103,050

MEASURING OVERALL INPUTS
Surveys and focus groups were conducted to inform the campaign. We hosted a campaign development 
workshop to walk community members through content creation. The campaign content was featured 

on online platforms and reached people in the community.



M O D E L I N G  F O R  S U C C E S S

Those who believed they could be successful in 
New Orleans.

P L A N N I N G  F O R  C O M M U N I T Y

Respondents who said they were very likely to 
start a community project (17.65% said they 

already had a community project).

R E F L E C T I N G  C O M M U N I T Y

Research participants who felt like they were 
reflected in the campaign.

88% 88% 18%

MEASURING CAMPAIGN OUTCOMES
A post-campaign survey was conducted to understand the impact ‘New Orleans:  Ya Heard 

Me’ had among the target audience in New Orleans. After engaging with the campaign,  
most respondents felt  PROUD.



A W A R E  O F  M O R E B L A C K -
O W N E D  B U S I N E S S E S

Respondents that said they were now 
aware of between 6-15 Black owned 

businesses; (compared to 43.22% before 
the campaign change of 23.45%)

67%
I N C R E A S E D

A W A R E N E S S O F  M O R E  
B L A C K - O W N E D  

B U S I N E S S E S

Respondents said they were more aware 
of Black owned businesses.

50%

BAG TIME: ECONOMICS
Encouraging audiences to shop at local black-owned businesses while promoting black ownership.



S E E K I N G  B L A C K K N O W L E D G E
5 3 %  E I T H E R  L I K E L Y  T O  O R  

C O N S I D E R I N G  M O R E  
O P P O R T U N I T I E S

Respondents who said they would likely seek out 
more learning opportunities facilitated by Black 

community members after engaging with the 
campaign. 47% of said they were already doing 

so; and 12% said they were thinking about it.

41%

FROM WHAT I WAS TOLD: EDUCATION
Demonstrating the value of different types of knowledge, including knowledge of self.

CENO, New Orleans Focus Group Attendee

We have to build our own schools. And 
we got to build them with our 
community curriculum in mind meaning 
like the stuff that makes our community 
money, the things that we're doing in 
our community, that we have businesses 
and stuff with. We have the incorporate 
that inside the school as a part of the 
curriculum versus just math Science, 
English every day. 



I N C R E A S E D  I N T E R E S T
1 0 0 %  O F  T H O S E  W H O  W E R E  N O T  

P R E V I O U S L Y  I N T E R E S T E D  I N  
L E A R N I N G  M O R E

Respondents who said they would likely seek out 
more opportunities to learn more about New 

Orleans' history and culture after engaging with 
the campaign. 71% of respondents said they were 

already doing so.

29%
Fairetha, New Orleans Steering Committee Member

BACK IN THE G: HISTORY & CULTURE
Promoting the rich history of New Orleans and CELEBRATING culture bearers today.

The elders are the ones who can really help to line 
out a path to victory, because they've been 
through so much, they've seen it all. And they've 
been able to survive it, not just survive it, but to 
live and enjoy their lives in the midst of 
oppression, in the midst of Jim Crow, in the midst 
of slavery and everything else of not having.



144

CHANGEMAKERS

POST-CAMPAIGN



OWN YOUR STORY: 
NEWARK

N E X T

NORTHEAST



NEWARK

Led by City Manager and community daycare 
owner and operator, NyJee Coram, the team in 
Newark demonstrated a passion for historical 
preservation as they used their voice and 
creativity to activate and mobilize 
the community.

CITY MANAGER — NyJee Coram

NEWARK COMMUNITY FELLOWS —

Mehki Addison,
Khalil Akinyele
Neko Blake
Anthony Charles
Terril Coley
Shayir Griffin
Ashleigh Howard-Jones
Mariam Ouedraogo
Melissa Reed
Jaidyn Smith
Quiton Smith
Samajay Stovall

RESEARCH & COMMUNICATIONS TEAM —
Findlay House Global

STEERING COMMITTEE —

Chigozie Onyema
Altariq Shabazz
Shaquannah Floyd
Ihsaan Muhammad
Dawn Haynes
Thomas Owens
Junius Williams
Ronice Bruce

ANCHOR ORGANIZATION — The Chad School Foundation

CITY LEADERSHIP



THE LOCAL 
MARKETING 
STRATEGY.

NEWARK



THE LOCAL 
MARKETING 
CAMPAIGN.

EDITION

CREATION

NEWARK

“Developing a sense of community and protection is a pillar 
that reflects the mission of the Leaders of the 21st Century 
which is to develop civic minded youth leaders in urban 
communities and prepare them for the world of work and 
beyond…"

- Dan De Nose, OYS Newark

• Newark Black History



SPREADING 
THE WORD.

NEWARK



SPREADING 
THE WORD.

NEWARK

View the ‘Newark: Our City. Our Time. Our 
Now.’ YouTube Playlist: bit.ly/NewarkOYS

bit.ly/NewarkOYS


C A M P A I G N  C O N T R I B U T O R S

The number of people who attended the 
workshop and contributed to the campaign 

naming and content creation resulting in 
a community-led and responsive 

campaign tailored to local values and needs.

U S E R S  R E A C H E D  O N L I N E

The campaign was shared across various media and 
digital platforms to create awareness and 

reached the larger community.

C O M M U N I T Y  R E S P O N S E S

Responses from community visionaries and 
storytellers via surveys and focus groups

341 50 100,654

MEASURING OVERALL INPUTS
Surveys and focus groups were conducted to inform the campaign. We hosted a campaign development 
workshop to walk community members through content creation. The campaign content was featured 

on online platforms and reached people in the community.



M O D E L I N G  F O R  S U C C E S S

Those who believed they could be successful in 
New Orleans.

P L A N N I N G  F O R  C O M M U N I T Y

Respondents who said they were very likely to 
start a community project (17.65% said they 

already had a community project).

R E F L E C T I N G  C O M M U N I T Y

Research participants who felt like they were 
reflected in the campaign.

91% 85% 21%

MEASURING CAMPAIGN OUTCOMES
A post-campaign survey was conducted to understand the impact ‘Newark: Our City. Our Time. Our Now.’ 

had among the target audience in Newark. After engaging with the campaign, most respondents felt 
PROUD and HOPEFUL.



C O N T I N U I N G  W E L L N E S S  
6 8 %  E I T H E R  L I K E L Y  T O  

O R C O N S I D E R I N G  
A L T E R N A T I V E S

Respondents who said they would likely seek 
out alternative health and wellness activities 
after engaging with the campaign. 24% said 

they were already doing so; and 12% said they 
were thinking about it.

56%

WELLNESS STARTS WITH THE MIND
Promoting health and well-being by highlighting alternative wellness activities focused on the mind.

Khi, Newark Own Your Story Ambassador

When we put ourselves in these spaces, 
and we create these spaces, because that's 
what we're doing, we're creating a space 
for people to tell their stories. And 
sometimes that comes with telling your 
trauma, selling your experience, you got to 
one create those trauma sensitive 
environments, and you know, getting 
people to move forward.



I N C R E A S E D  A W A R E N E S S
A  3 8 %  C H A N G E  C O M P A R E D  T O  

P R E V I O U S  S U R V E Y  R E S U L T S

Respondents that said they were now aware of 
between 16 or more Black owned businesses after 

engaging with the campaign; (compared to 12% 
before the campaign a change of 38%).

50%

PROTECTING THE BLOCK

Where there is Unity there is a 
bond. When the community has a 
love for each other which is the 
foundation of the community that 
it wants to protect and respect 
each other.

Anonymous response through SLIDO live poll

Developing a sense of unity with their neighbors and the promotion of safety and peaceful conflict 
resolution through things like supporting local Black-owned businesses.



Respondents said they were more aware of 
Black owned businesses.

HISTORY BLACK IN THE DAY
Promoting the rich history of Newark and connecting the changemakers of today with the history of 

Newark changemakers in the past.

We never wrote our 
textbooks...We allow people that 
didn't look like us to write our 
textbooks...we got to understand 
who we are. The mind is the first 
thing we need to attack. It's the 
mind, you know, when we attack 
the mind. After that, everything 
else will get in place.

- NyJee, OYS Newark City Manager



POST-CAMPAIGN

95

CHANGEMAKERS



OWN YOUR STORY:
MAKING AN IMPACT

N E X T



CAMPAIGN SUSTAINABILITY.

WRITE YOUR TITLE

We understand that action starts with 
awareness. While we are excited about 
being able to reach the larger community 
with the community-designed campaign 
through online platforms, these initial 
results are just the beginning.

The ultimate goal of the Own Your Story 
Initiative is to promote healthy mindsets 
and translate narrative to action through 
a facilitated, community-designed and -
delivered process. Although, TandemEd
provides the initial infrastructure, we 
work towards the moment when the 
community continues the campaign 
beyond our reach.

In Detroit, Newark, and New Orleans we 
were also able to strategically invest 
$300K to bolster future campaign impact 
in each city, by supporting the passion 
projects of changemaking community 
members.



T O T A L  N U M B E R  O F  
C A M P A I G N  D E V E L O P M E N T

C O N T R I B U T O R S

T O T A L  N U M B E R  O F  
C O M M U N I T Y  A W A R D E E S

R E S P O N S E S F R O M  
C O M M U N I T Y  V I S I O N A R I E S  

A N D  S T O R Y T E L L E R S

1,223 155 60

COMMUNITY INVESTMENT
BY THE NUMBERS

Total Online Reach:
323,956



I am using the funding to create an 
organization that helps young men 
between the ages of 11-14 develop a 
good business acumen and take 
charge teach them how to earn legal 
money by designing & selling apparel 
with the end goal of creating their 
own brand.

ALVIN HARRIS, OWN YOUR STORY NEW ORLEANS FELLOW



VISION 
ON VISION.

WRITE YOUR TITLE

TandemEd first ran a pilot of the Own Your Story initiative in 
Pittsburgh, Pennsylvania; where the local campaign became 
Black is Pittsburgh. As we launched the initiative in Detroit, 
New Orleans and Newark, the local campaigns received 
support from Own Your Story Pittsburgh alumni.

Early Impact



ADAPTATIONS 
IN ADVERSITY.
COVID-19: This is a relational work. 
However, with COVID-19, the work was 
forced to pivot to ensure the 
safety of everyone involved. Detroit, New 
Orleans and Newark as three cities who 
were at the epicenter of 
the pandemic early on. There were 
devastating levels of loss and instruction 
due to quality-of-life issues and 
access to resources to protect oneself 
family and community from the spread of 
the virus.

Own Your Story became a space for strong 
communal engagement. A space for 
community members to offer and receive 
support, resources, products and the 

expression of the fears, concerns and grief. 
Using online platforms—like Zoom, 
Hopin.to, and Streamyard—we created a 
community inside of a community to stay 
connected in a time of social distance void 
of human contact. These digital platforms 
where used to facilitate virtual community 
forums, events, on-boarding, strategic 
planning sessions, pop up shops, etc.
We watched in real-time as our people 
used new ways to communicate, innovate, 
and create in order to thrive. 



KEY TAKEAWAYS.
PILLAR OVERLAPS:
The research revealed significant overlap 
across the three cities in terms of pillar 
priorities. For example, in both Detroit 
and Newark, “Health & Wellness” was 
identified as a campaign pillar. In New 
Orleans and Newark, “History” was 
identified as a pillar. In New Orleans and 
Detroit, both “Economics” and 
“Education” were identified as campaign 
pillars.

Black is not a monolith. Each city hosts a 
variety of subcultures that are anchored 
in great pride and uniqueness in the way 
our people move, talk, live, and learn. In 
this brilliant uniqueness of being, creating 
and learning, all of our cities share similar 
future aspirations of independence, 
upward mobility, and protection of 

community assets; as demonstrated in 
the overlap of campaign pillars across 
the three cities. In the uniqueness of our 
individual experience, there is also a 
collective experience that spans across 
cities. Our people carry a “Never Stuck” 
mindset. Problem solving is a lifestyle in 
how we view both limitations and access 
to resources.

IMPLICATIONS:
It is clear that there is opportunity for 
great momentum to connect cities and 
the narratives, initiatives, and support 
that they can provide each other. Thus, 
the expansion of a national campaign 
may be launched with success.
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