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Term

Ad

Definition

An online advertisement for UP End Hate, shown to individuals reached 
through the online campaigns on YouTube and Reddit.

Bystanders In the context of this program, “bystanders” refers to young people concerned 
about a peer who is at risk of carrying out an act of hate-fueled violence

Clicks Number of times a campaign ad is clicked, leading to the website. Some 
individuals may see and click on an ad more than once

Click-through rate (CTR) The proportion of times that a campaign ad is clicked on after appearing to a 
user. This percentage is calculated by dividing the total number of ad clicks by 
the total number of ad impressions. Higher CTRs indicate a larger proportion of 
people going beyond just viewing an ad to engaging with it, such as clicking on it.

Engagements The overall measure of how much someone interacts with social media 
content, including likes, comments, shares, clicks, and time spent on a post, 
ad, etc.

Grievance A hurt feeling of being treated unfairly, whether justified or simply perceived. 
When not addressed properly, these feelings can increase the likelihood that 
someone turns to hate.

Hate-Fueled Violence Violent acts based on hatred of a person or group because of their identity. 
Note that this is sometimes referred to as “hate-based violence.”

Impressions The number of times an ad or post is shown to users. This is not necessarily 
equal to the number of individuals seeing it, as some may see the same ad or 
post more than once.

Indicators In the context of targeted ads, indicators are keywords, phrases, or other types 
of content that have been assessed and categorized as resonating with youth. 
In the context of hate-fueled violence, “indicators” are behavioral warning signs 
that suggest someone may be on a potential pathway to violence.

Glossary
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Protective factor Something that helps prevent a person from carrying out an act of hate-fueled 
violence. Examples include feeling a sense of connectedness to one’s 
community, learning empathy, and having strong relationships. These act as a 
protective shield against any risk factors.

Risk factor Something that makes a person more vulnerable to carrying out an act of hate-
fueled violence. Examples include feeling socially isolated, frequent exposure 
to hateful ideas, or having experienced past trauma. Note: having one or more 
risk factors is not a prediction that someone will turn to hate-fueled violence.

Upstanders In the context of this program, “upstanders” refers to young people who speak 
up and seek help for their peers when there is a concern of hateful actions that 
could escalate to violence.

Views The number of times a certain web page within the website is viewed.

Interaction rate A combination of the click-through rate and view rate. This percentage is 
calculated by dividing the total number of ad clicks or—for video ads—views for 
more than 30 seconds, by the total number of ad impressions.

View rate The percentage of users who watched for 30 seconds or clicked on a video ad.
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Executive Summary

The UP End Hate (Unite. Prevent. End Hate) pilot program, created in 2024, is a hate-fueled violence 
prevention initiative that is both by youth and for youth. This nationwide program raises awareness about 
what hate looks like, what the warning signs are that a peer is on a potential pathway to committing an act 
of hate-fueled violence, how to intervene, and when to seek help from a trusted adult. UP End Hate 
increases young people’s capacity to effectively respond to threats of hate-fueled violence online and offline 
in their communities, providing resources and channels for youth to take action at a local level when 
encountering peers displaying indicators of mobilizing to violence. 

Research shows that peers play a critical role in violence prevention, as they are often aware of attack plans 
before they occur. According to findings from the Safe School Initiative, in 81% of school shooting cases, at 
least one person was aware of the planned attack prior to its occurrence and in 93% of these cases, the 
person who was aware of the planned attack was a peer. Although data such as this shows that peers play a 
critical role in the prevention of hate-fueled violence carried out by youth in the United States, there has 
been a lack of resources that empower youth to be upstanders in their communities.  

UP End Hate was created to address this gap by developing age-appropriate, hate-fueled violence 
prevention materials for youth ages 12-22 across the United States and beyond."UP End Hate programming 
reached a broad youth audience through online and offline activities, leveraging Eradicate Hate’s and 
Community Matters’ established relationships with schools and college campuses, as well as The Reilly 
Group’s and Moonshot’s expertise in developing tailored digital campaigns for youth. This scalable 
approach built an audience reflective of the population of young people in the United States, including 
populations that may not have access to existing in-person resources for preventing hate-fueled violence. 

Eradicate Hate oversaw the UP End Hate pilot, providing subject-matter expertise, a nationwide network of 
practitioners, and vast convening power. The pilot UP End Hate Safe School Ambassadors Program, 
implemented by Community Matters, provided in-school programming to socially influential students from 
10 middle and high schools across four states, fusing UP End Hate’s educational content with Safe School 
Ambassadors existing in-school curriculum. Students reported feeling more confident and capable of 
speaking up, with 93.2% of participants feeling safer in school after trainings and 130 peer interventions, 
including two reports of weapons on campus that averted potential attacks. Moonshot’s innovative targeted 
advertisements on YouTube and Reddit received over 6 million impressions from college-aged youth via online 
spaces, with a variety of messaging tactics that drove over 37,000 users to the plethora of resources, housed on 
the UP End Hate website. Finally, The Reilly Group recruited and led the 20-person Youth Advisory Council, who 
provided crucial input on the project's design and execution over the course of four focus groups and 
throughout the remainder of the pilot period. In addition, The Reilly Group ran the UP End Hate Instagram 
account and website,"which generated a total of 15,968 impressions and 34,082 views, respectively. While the 
primary audience was youth in the United States, the UP End Hate website aims to enhance accessibility of 
resources globally, providing tools such as a translation option on the website into six major world languages." 

https://www.secretservice.gov/sites/default/files/2020-04/ssi_final_report.pdf
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Beginning of October 2023 DHS TVTP award granted and program begins

October 2023 Early phases of the program put into practice, recruitment for Youth 
Advisory Council (YAC) begins

February 2024 Identification of adult training for youth to rely on trusted adults

January-April 2024 TRG held four YAC focus groups to inform the design of all the UP End 
Hate materials

April-June 2024 Eradicate Hate curated existing resources and created new ones 
(including the Hate 101 modules) for the website

September 2024 Safe School Ambassador in-person trainings begin at 10 pilot middle 
schools and high schools across the U.S.

September 2024 UP End Hate website and Instagram accounts launched

January 2025 Publication of two student toolkits for K-12 and Higher Education

February-March 2025 Held a four-part youth virtual webinar series

February-June 2025 Moonshot ran targeted ad campaigns on Reddit and YouTube

June-July 2025 Safe School Ambassadors participants filled out end-of-year surveys 
and created action logs, documenting their experience throughout the 
2024-2025 school year

July-September 2025 UP End Hate pilot program close out, National Findings Report 
published

06

Pilot Timeline
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The UP End Hate pilot was guided by three major goals, each with corresponding sub-goals or “objectives.”

GOAL 1

Increase youth awareness of the signs that a peer may be escalating towards violence, what the threat 
of hate-fueled violence looks like, and indicators that seeking help from a trusted adult is necessary.

Objective 1.1: Develop and launch a website that serves as a place where youth can go to get readily 
available information, including when determining whether to tell a trusted adult about a potential 
threat of violence from a peer." 

Objective 1.2: Design and run digital awareness-raising campaigns that address youth roles in 
preventing hate-fueled violence." 

Objective 1.3: Launch program social media accounts and use platforms to promote program 
resources and reach more individuals in the target audience.

GOAL 2

Objective 2.1: Create and disseminate age-appropriate hate-fueled violence prevention modules that 
teach youth about risk and protective factors, pathways to violence, and the importance of being an 
upstander. 

Objective 2.2: Train students and staff members from 10 schools in the Safe School Ambassadors (SSA) 
Program who are specifically equipped to prevent hate-fueled violence and terrorism in their 
communities.

Enhance youth knowledge of risk factors and protective factors associated with escalation to 
violence and equip them with the skills to act as upstanders online and in their local communities.

GOAL 3

Objective 3.1: Leverage the Prevention Practitioners Network of Eradicate Hate to involve existing 
youth-led organizations (middle/high school and collegiate level) in prevention work across the 
United States. 

Objective 3.2: Create and disseminate student toolkits (middle/high school, college) for youth to 
conduct their own student-led awareness campaigns aimed at preventing hate-fueled violence in 
their respective communities."

Increase collaboration among youth, trusted adults, and prevention practitioners to empower youth 
to act on upstander training, enabling them to intervene before a peer escalates to violence.

Pilot Objectives

07
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Youth Advisory Council

The Youth Advisory Council (YAC) is a diverse group of 20 young people, ages 12 to 22, from across the 
country who brought their passion, insight, and lived experience to every stage of UP End Hate. Their voices 
helped shape the program to ensure it is not just for youth, but truly by youth. The YAC played a critical role 
in ensuring impact, relevance, and motivation. The youth advisors shared their perspectives on how hate 
affects their communities and what kinds of tools, language, and support resonate most with their peers. 
Their leadership and creativity helped bring the vision of UP End Hate to life." 

In partnership with Eradicate Hate and Community Matters, The Reilly Group led the recruitment and 
facilitation of the YAC. Through targeted outreach to partner networks, including former Safe School 
Ambassador participants and Invent2Prevent alumni, and interest forms collecting demographic 
information, The Reilly Group carefully selected the 20 YAC members from 45 applicants. The screening 
criteria that led to the selection of the final YAC participants focused on variation across age, gender, race, 
ethnicity, and geographic location, ensuring the council reflected a broad range of perspectives and lived 
experiences. This intentional representation allowed the YAC to better capture the realities and needs of 
different youth populations nationwide. The team also ensured that at least one participant was selected 
from each age between 12 and 22, capturing insights from early adolescence through young adulthood. 

Over the course of four (4) structured focus groups and additional avenues for feedback throughout the pilot 
period, YAC members provided direct input on nearly every aspect of the program, including:

Focus Group #1 
January 29, 2024

Focus Group #2 
February 12, 2024

Focus Group #3 
March 4, 2024

Focus Group #4 
April 22, 2024

The naming and tagline 

Branding, logo design, and color palette! 

Website imagery, layout, and navigation! 

Core messaging, keywords, and tone 

Overall look and feel

The four focus groups were held in the early months of the pilot period, before core programming launched. 
Feedback forms and other avenues for input were provided to the YAC throughout the duration of the 
program, including shortly after the website and social media launch and in the early stages of the targeted 
ad campaigns."

08
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YAC members were expected to commit 6-8 hours over the four focus groups and were each given a stipend 
for their time.

“We will need to focus on what unites us instead of what divides us.”  

YAC Member, 20

“I am passionate about uniting communities and preventing hate because I believe 
in the fundamental right to peace, security, respect, and dignity for all. I know a 
united society leads to a healthy individual and healthier communities.” 

YAC Member, 17

“I care about stopping hate-fueled violence because I believe everyone should be 
treated fairly, no matter who they are. Seeing how hurtful it can be, I want to help 
bring people together and stop it from happening. My goal is to make sure everyone 
feels safe and respected, no matter what.”  

YAC Member, 15
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UP End Hate Website & Social Media

The UP End Hate website and social media account were created to equip and empower youth to stand up 
to hate and violence through tailored resources and public awareness posts. The YAC provided feedback on 
both platforms at various points throughout the pilot period, ensuring the content posted was “by youth, 
for youth”."

Both the website and social media accounts were updated and refined as feedback was received from our 
target audience, including the YAC and Safe School Ambassadors participants. Some examples of feedback 
that was actively incorporated include increasing story content that spotlights youth doing prevention work 
on social media and adding a pop-up survey to the website. 

Website Reach

Website: The UP End Hate site is a safe place where youth can go to get readily available 
information on what hate-fueled violence looks like and how to prevent it.

Social Media: To better reach youth, the UP End Hate Instagram account highlights resources available 
on the website and directs attention towards UP End Hate and relevant external programming.

Instagram Reach

34,082 total views

Visitors spent an average of 1 minute and 

51 seconds on the website

92% of visitors found the website content useful

239 total posts/stories/reels

2,020 total engagements on all posts

173 followers

15,968 impressions

10
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Homepage

Overview of what the UP End Hate initiative offers and how to engage, including directing site visitors 
toward actions such as learning about hate, seeking help, taking action, or getting involved. 

Highlights of the Youth Advisory Council showing that the campaign was developed truly “for youth, by 
youth.”

7,676 views

Learn

Visitors learn how hate isn’t just “extreme dislike,” it often begins with targeting groups based on race, 
religion, gender, sexual orientation, disability, or political beliefs, and can escalate into violence, 
especially when left unaddressed. 

The Learn page also helps users spot more subtle or deceptive forms of hate, and outlines behaviors 
that may signal someone is on a potential pathway to violence.

355 views

Hate 101/ Mini Course

Visitors had the opportunity to take a free 25–30 minute video-based “Hate 101” mini-course to deepen 
their understanding of being an effective UPstander and preventing hate-fueled violence.

407 views

Warning Signs

The Warning Signs page outlines specific behaviors that may signal someone is at risk of committing 
hate-fueled violence, such as expressing violent anger toward specific groups, associating with 
extremist groups, or sharing hate-fueled propaganda. 

It also explains how grievances, vulnerabilities, and exposure to hate can increase the likelihood of 
someone turning to hate.

215 views

I. HOMEPAGE

II. LEARN

Website Overview

The following information outlines the UP End Hate website, including sections that were viewed and 
interacted with the most and additional knowledge visitors gained from specific pages:

Online Hate & Bullying

This page explains how hate-fueled violence and bullying overlap.

123 views
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Hidden Hate

This page explores signs of hate hiding in plain sight, such as when hateful sentiments are conveyed as a joke.

Get Advice

Scenario-specific advice for different concerns and situations (for example, hateful posts, bullying, threats), 
helping visitors respond appropriately as UPstanders. 

Organized navigation, with clear scenarios that make it easy to find relevant advice quickly for different 
situations youth and young adults encounter. 

Consistent emphasis on safety and adult support, guiding visitors to approach situations thoughtfully and 
involve trusted adults when needed.

21,825 views

III. ACT

Take Action

This page introduces visitors to seven actionable UPstander behaviors (Balance, Support, Reason, Distract, 
Direct, Listen, and Seek Help) demonstrating how to effectively respond to hateful language or behavior in 
real-life scenarios. 

For each action, the site offers sample responses and helpful tips, such as countering a negative comment 
with a positive one, interrupting harmful remarks by shifting focus, or calmly explaining potential 
consequences. These examples help support safe and effective interventions.

227 views

Start a Conversation

This page provides prompts for starting a conversation about hate-fueled violence with a peer or trusted 
adult, either online or in-person.

140 views

110 views

Start a Conversation in Spanish Take Action in English
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Join

Visitors are empowered to get involved through downloadable, free Student Toolkits tailored for 
middle/high schools or colleges/universities, which include printable posters, stickers, social media 
templates, and in-person activities. 

This page encourages joining a larger movement of others ending hate-fueled violence by offering links 
to various partner organizations.

1,051 views

IV. JOIN

Seek Help

The page clearly directs users upfront to call 911 if they or someone else is in immediate danger. 

Visitors are connected to the “Reach Out Resource Hub," a first-of-its-kind, searchable national directory 
that helps people find licensed clinicians and local support organizations based on their location and 
needs. 

The Seek Help page of the website also outlines key warning signs that may indicate someone is at risk. 
It encourages taking action by involving trusted adults or seeking professional help, stressing that doing 
so is protective rather than “snitching.” 

This page also emphasizes that being an UPstander is not easy, and taking care of one’s own mental 
health is vital. Website visitors have access to a free resource sheet chock-full of no-cost supports to care 
for their mental health."

587 views

V. SEEK HELP

Seek Help in Chinese Warning Signs in Arabic

13

Be Proactive 

This page introduces protective factors and outlines how they can be used to stop hate-fueled violence 
before it starts."

63 views
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“I really love the website and the visuals. There's so much information on the UP End 
Hate website, but it's laid out in a very clear way, which is perfect. I appreciate how 
thoroughly it goes into anything mentioned. For example, providing additional 
information about each warning sign, rather than just listing the signs.”

Website Testimonials

“I really like the inclusion of other organizations working to prevent hate-fueled 
violence, which is a good way to get more high school or college students involved 
in prevention.”

"I am passionate about uniting, preventing, and ending hate online and offline 
because I believe in the power of empathy and understanding to transform 
communities. By fostering respectful dialogue and promoting inclusivity, we can 
create a safer and more harmonious world for everyone."
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User Engagement with the UP End Hate Website

National engagement with the UP End Hate website by state, between September 23, 2024, and 
August 14, 2025 
Measured by the number of active website users per state

Top 15 US cities by engagement with the UP End Hate website, between September 23, 2024, and 
August 14, 2025 
Measured by the number of active website users per city

Seattle, WA

Washington, DC

San Jose, CA

Los Angeles, CA

Phoenix, AZ

San Antonio, TX

Atlanta, GA

Chicago, IL
Philadelphia, PA

Minneapolis, MN

Dallas, TX

Miami, FL

Houston, TX

Boston, MA

New York, NY
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During the pilot period, the Hate 101 Mini-Course, available on the UP End Hate website, trained young 
people in what hate-fueled violence is and how to identify and prevent it. The course was composed of 
three video modules and accompanying quiz questions, totaling 25-30 minutes. Once finished, module 
participants receive a Certificate of Completion to signify their increase in knowledge of hate-fueled violence 
prevention. These modules were tested by the YAC and disseminated to the wider UP End Hate community."

16

Hate 101 Mini-Course

Module 1 
Learn What Hate-Fueled 

Violence Is & Why It Happens

Module 2 
Recognize the Warning Signs of 

Hate-Fueled Violence

Module 3 
Take Action to Keep Your 

Community Safe

The Hate 101 modules were the element of the UP End Hate project that presented the greatest room for 
improvement in the future. Website visitors did not complete the modules as expected, despite the fact that 
they were free and provided a certificate of completion. We included module completions within the 
requirements for the 10 Safe School Ambassadors pilot schools. However, fewer students took the mini 
course or filled out the feedback forms than we had initially anticipated. Feedback indicated that the self-
paced modules were sometimes difficult for faculty and students to navigate, either due to technical 
difficulties or insufficient time to complete the module in one sitting, 

The information contained within the modules was high quality, as was demonstrated by an average score 
of 77% across those who completed the modules. However, future iterations of this project should explore 
alternative formats for delivering the modules’ educational content that address the barriers that resulted in 
lower-than-anticipated completion numbers. 

UP End Hate Module Presentation UP End Hate Module Presentation

Hate 101 Mini-Course Data 

• 249 Safe School Ambassadors (SSA) participants completed the course 

• The average score amongst SSA participants was 77% 

• The Mini-Course page on the UP End Hate website garnered a total of 407 views during the pilot period 

• Out of the 9 young people who completed module feedback forms, 88% felt they had increased knowledge on 
why someone turns to hate, what the warning signs for that may be, and actions they can take.

UP End Hate Module Presentation
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Analysis 

The following images highlight the types of content that gained the most traction and resonated the most 
with our audience of youth and young adults ages 12-22:  
" 

Content that provided actionable tips to address and end hate-fueled violence, highlighting the need 
for content that is easy to understand, remember, and implement in a world with information overload

Key Components 

The UP End Hate Instagram account served as a key platform for amplifying the campaign’s messaging, 
featuring a strategic mix of educational, action-oriented, and youth-centered content. Our approach 
included highlighting website resources, uplifting key events and holidays, spotlighting Youth Advisory 
Council (YAC) members, and sharing inspirational messaging tailored to young people.

17

Website 
Resources 

Warning Signs, 
Reach Out 
Resource Hub, 
Hate 101 Courses, 
Toolkits

Highlighting 
Events & 
Holidays 

Juneteenth, 
Spring Break, 
Webinar Series, 
National Youth 
Violence 
Prevention Week

YAC Intros 

Six spotlights on 
individual YAC 
members, final 
post thanking YAC 
members for their 
work

Inspirational 
Content 

Check in on your 
friends, You Can 
Make A Difference, 
You Matter, 
Prevention Starts 
with You

Social Media (Instagram) Overview
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Content that highlighted the youth voice and participation in the campaign, building authenticity, 
trust, and relevance. This messaging successfully breaks down barriers and unites young people to 
come together. 

Motivational posts that encourage youth and young adults to get involved, emphasizing that they 
have the power to make a real, life-changing difference in their communities 

Posts that promoted the UP End Hate webinar series, highlighting the need for no-cost programming 
that equips individuals with opportunities to learn from experts, listen to their peers, and share their 
own experiences and stories of strength"

18
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Targeted Advertising Campaigns

To advance UP End Hate’s mission to educate youth about hate-fueled violence, Moonshot focused on 
increasing the visibility and reach of UP End Hate through digital advertising campaigns. Between December 
2024 and June 2025, Moonshot designed and launched nationwide advertising campaigns for UP End Hate 
across two social media platforms.  
" 
Beginning in December 2024, Moonshot evaluated potential campaign platforms, identifying Reddit and 
YouTube as the most suitable for reaching the target audience of 18- to 22-year-olds. The UP End Hate digital 
advertising campaigns ran from February to June 2025, directing individuals who engaged with relevant 
content on those platforms to the UP End Hate campaign website. 

6,225,578 

Number of times UP End 
Hate ads were shown 

37,757

Number of clicks on UP 
End Hate ads 

0.61%

Click-through rate (CTR) of 
UP End Hate ads!

Rufus Read It (2.53% CTR) 

YouTube channel with the 
highest engagement 

r/Roblox (0.39% CTR) 

Subreddit with the highest 
engagement 

18-24 (981 clicks) 

Age group that clicked on 
YouTube ads the most1

" Overall results!

19

1. Reddit does not provide demographic insights of users engaging with ads on their platform. Limited demographic insights were gathered from YouTube.
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Campaign Design

Classmates, friends, and other peers play a critical role as bystanders in preventing school- and hate-fueled 
violence amongst youth.2 To engage these key bystanders, Moonshot launched digital advertising 
campaigns targeting young adults on popular social media platforms. The digital advertising campaigns were 
designed to reach and engage young adults (ages 18-22) who might be in a position to recognize signs of risk 
for hate-fueled violence or who were actively concerned about an acquaintance, friend, or family member." 

To expand the reach of UP End Hate, Moonshot campaigns were visible to all age groups but specifically 
designed to reach and engage individuals between 18 and 22 years old.3

Gaming (e.g., Roblox, Five Nights at Freddy's)! 

Navigating life changes (e.g., going to college)! 

Relationship and friendship struggles (e.g., friendship breakups, navigating struggles 

with parents)! 

Navigating mental health struggles 

Campaign placements!

To reach young adults, Moonshot deployed text and video ads on subreddits, YouTube channels, and YouTube 
videos focused on youth interests, including:" 

Drawing on research conducted by the Reilly Group and Moonshot’s previous bystander outreach campaigns, 
Moonshot developed three messaging strategies to engage young adults. These strategies were integrated into 
the video and text ads deployed on Reddit and YouTube.

Campaign messaging!

20

Strategy 1: Emotion-based messaging

2. Averting Targeted School Violence: A US Secret Service Analysis of Plots Against Schools 
3. While the campaigns were designed to reach and engage 18-22 year olds, Moonshot did not restrict targeting based on age. This is partially due to technical restrictions: Reddit does 

not allow targeting based on age, and the majority of YouTube users do not disclose their age, which means that crucial portions of our target audience would have potentially been 
excluded from the campaign. Advertising UP End Hate to all age ranges increased the opportunity for vital information about hate-based violence to reach youth and young adults.

Emotion-based messaging appeals to the potential emotions behind a bystander’s search for or engagement 
with content about hate-fueled violence. This might include feelings of fear or concern for a loved one.

https://www.secretservice.gov/sites/default/files/reports/2021-03/USSS%20Averting%20Targeted%20School%20Violence.2021.03.pdf
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Moonshot

" Targeted advertising campaigns

" Targeted advertising campaigns

Example of a Reddit ad

Example of a YouTube ad

21

Previous bystander campaigns highlighted the importance of proactively addressing bystander concerns and 
barriers to engagement in ad messaging.4 Moonshot expanded on this for the UP End Hate campaigns, 
launching ads using barrier-based messaging. Barrier-based messaging proactively addresses known barriers 
to bystander intervention, including not knowing who to turn to for support, worrying about social 
repercussions and safety, and anxieties about getting a loved one in trouble with law enforcement." 

Strategy 2: Barrier-based messaging 

4. SCREEN Hate - National findings report (August 2023)
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Example of a Reddit ad

Example of a YouTube ad

Do you feel unsafe at school?

https://upendhate.org/Ad

We have resources to help keep you and everyone safe. 
Access them via our secure website. UP End Hate aims 
to educate people about school and campus violence. 
Learn more here.
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Don't know who to turn to?

https://upendhate.org/Ad

We have resources to help keep you and everyone safe. 
Access them via our secure website. UP End Hate aims 
to educate people about school and campus violence. 
Learn more here.
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" Targeted advertising campaigns

Content-based messaging tailors the information in the ads to the content that is offered on the UP End Hate 
website. This messaging strategy follows the approach of traditional advertising, directly promoting the 
resources available on the website. 

Strategy 3: Content-based messaging 
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Example of a Reddit ad

Example of a YouTube ad

Is it a joke or a threat?

https://upendhate.org/Ad

We have resources to help keep you and everyone safe. Access 
them via our secure website. UP End Hate aims to educate 
people about school and campus violence. Learn more here.

Is it a joke or a threat? Interested in learning the 
warning signs of school or campus violence? We 
have the resources to help you spot the possible 
signs, seek help, and act. Access these resources, 
anonymously, via our website. 

Interested in learning the warning signs of school 
or campus violence? We have the resources to 
help you spot the possible signs, seek help, and 
act. Access these resources, anonymously, via 
our website.
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3,299,867

Number of times UP End 
Hate ads were shown on 
Reddit !

10,531

Number of times people 
clicked on UP End Hate ads 
on Reddit !

0.32% CTR5

Engagement rate of UP 
End Hate ads 

r/Roblox (0.39% CTR) 

Subreddit with the highest 
ad engagement !

Gaming (0.34% CTR) 

The type of communities 
that engaged most with ads 

" Reddit campaign results 

On Reddit, UP End Hate ads were displayed 3.3 million times and received over 10,500 clicks over the course 
of the four-month campaign. The ads targeted Reddit users active in communities focused on gaming (e.g., 
r/Roblox), education, youth culture (such as r/GenZ), and relationships."  
" 
Among these themes, the highest engagement rates came from gaming-related subreddits (0.34% CTR) and 
relationship-focused subreddits (0.33% CTR). Notably r/Roblox—a subreddit dedicated to the popular 
online game—recorded the highest engagement at a 0.39% click-through rate. These results underscore the 
importance of engaging with gaming communities, where violent content is known to circulate and where 
users may be particularly motivated to prevent hate-fueled violence within their digital spaces. 

23

Campaign Results

Classmates, friends, and other peers play a critical role as bystanders in preventing school- and hate-fueled 
violence amongst youth. To engage these key bystanders, Moonshot launched digital advertising campaigns 
targeting young adults on popular social media platforms. The digital advertising campaigns were designed 
to reach and engage young adults (ages 18-22) who might be in a position to recognize signs of risk for hate-
fueled violence or who were actively concerned about an acquaintance, friend, or family member." 

R E D D I T

5. This CTR is higher than previous bystander campaigns for caregivers and concerned adults on the platform, which recorded a CTR of 0.24%.
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" Subreddits with the highest rate of ad engagement!

Subreddit Description CTR

r/Roblox! A forum dedicated to discussing Roblox, an online game platform and 
game creation system. According to a 2024 survey, 81% of Roblox users are 
below the age of 25.6

0.39%

r/Internetparents A community for users seeking guidance, support, and encouragement 
when handling life changes and issues with parents. 

0.34%

r/Minecraft A subreddit dedicated to discussing Minecraft, a sandbox game with more 
than 126 million monthly players.7 

0.34%

r/Applyingtocollege A resource-driven community focused on the college admissions process. 0.33%

r/Needafriend A community for users to seek online friendships and connections. 0.32%

" States with the highest rate of ad engagement 

WEST VIRGINIA 

!  NORTH DAKOTA 

!  NEW HAMPSHIRE 

NEVADA

FLORIDA

!  NORTH CAROLINA !  

WYOMING

!  SOUTH CAROLINA 

TEXAS

!  NEW YORK 

!  0 .44% !

!  0 .40% !

!  0 .40% !

!  0 .37% !

!  0 .37% !

!  0 .36% !

!  0 .35% !

!  0 .34% !

!  0 .34% !

!  0 .34% !

24

6. Global Roblox game user distribution by age 2024| Statista 
7. Minecraft still incredibly popular as sales top 200 million and 126 million play monthly | The Verge
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2,925,710

Number of times UP End 
Hate ads were shown on 
YouTube !

27,226

Number of times people 
clicked on UP End Hate ads 
on YouTube !

! 0.93% CTR8

Engagement rate of UP End 
Hate ads 

" YouTube campaign results 
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! 35.55%! 

View rate of UP End Hate 
video ads

! Rufus Read It (2.53% CTR) 

YouTube channel with the 
highest ad engagement 

Channels or videos that!!!!!!! 
touched on relationships 

(2.39% CTR) 

Type of YouTube content 
with the highest ad 
engagement 

On YouTube, UP End Hate ads were displayed more than 2.9 million times and received just over 27,000 
clicks during the campaign period. Although the YouTube campaign reached a slightly smaller audience 
than on Reddit, it achieved a higher overall engagement rate, likely due to more precise targeting of specific 
videos and channels. Ads were placed on YouTube content addressing topics relevant to youth and young 
adults, including bullying and hate, mental health, the manosphere, and gaming.  
" 
Among these themes, the highest engagement rates were recorded on content focused on relationships 
(2.39% CTR), the manosphere (1.37% CTR), and bullying (1.17% CTR). The top-performing channel was Rufus 
Read It, which narrates Reddit stories centered on relationships and interpersonal conflict, with a 2.53% 
click-through rate. These results underscore the value of cross-platform targeting, demonstrating how 
individuals engage with similar content (e.g., Reddit posts) across different mediums.  
" 
Among users for whom demographic data was available,9 18- to 24-year-olds were the most frequently 
reached by the UP End Hate YouTube campaign, with ads being shown just under 159,000 times. This 
resulted in 981 clicks and an overall interaction rate of 17.15%. 

Y O U T U B E

8. This CTR is higher than previous bystander campaigns for caregivers and concerned adults on the platform, which recorded a CTR of 0.78%. 
9. Google Ads does not provide demographic (gender and age) data for all individuals—only if an individual has self-reported their gender or age in their Google account. Google also 

estimates demographics based on user activity.
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" States with the highest rate of ad engagement 

" YouTube channels with the highest rate of ad engagement!

Channel Description CTR

Rufus Read it A channel that narrates Reddit stories and user-submitted 
anecdotes, often focusing on relationships and interpersonal 
conflict.

2.53%

Am I the Genius? A channel that presents stories from subreddits about relationship 
struggles and moral dilemmas, such as r/confessions or r/
AmITheAsshole.

2.30%

HealthyGamerGG A channel run by psychiatrist Dr. Alok Kanojia that discusses mental 
health topics, primarily targeting gaming and online communities.

1.42%

Adin Live A channel featuring content from Adin Ross, an internet personality 
known for livestreaming video games, with ties to the manosphere 
and influencer Andrew Tate.

1.37%

gone_fishinq A commentary channel that critiques trends and personalities in 
online spaces, particularly within the Roblox and gaming 
communities.

1.18%

Video title CTR

When Do Friendships Expire And How to End Them 2.10%

How to Deal With Friend Breakups | Detachment, Friendship Standards, Moving On 1.73%

How To Stop A Bully 1.17%

" YouTube videos with the highest rate of ad engagement!

MONTANA

DISTRICT OF COLUMBIA 

NEVADA

CONNECTICUT

CALIFORNIA

ARIZONA

NEW YORK 

NEW HAMPSHIRE 

ILLINOIS

MASSACHUSETTS

1.06%

1.02%

1.01%

1.00%

0.99% 

0.98%

0.98%

0.97%

0.97%

0.97% 
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The User Journey: From Targeted Ads to the Website

27

Reddit

TARGETED AD WEBSITE RESULTS

3 users from r/minecraft spent an 
average of 2m 59s on the About page. 

One user from the subreddit r/needafriend spent 

One user from the subreddit r/college 
spent 2m 38s on the Hate 101 page, 
where they were shown information 
on a video-based “Hate 101” mini-
course to deepen understanding of 
being an effective UPstander and 
preventing hate-fueled violence.

One user from the subreddit r/
needafriend spent 2m16s on the 
Hidden Hate page, where they were 
shown signs of hate hiding in plain 
sight, such as when hateful 
sentiments are conveyed as a joke.

Know someone talking about violence or 
making threats? Not sure if it's serious enough 
to tell someone? It's hard to reach out for help 
when you don't want to get a friend or 
classmate in trouble. You have options to get 
help for yourself or others. Learn more, 
anonymously, via our website.
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Are you worried about a friend? Do you feel 
unsafe yourself? Are you unsure what to do or 
who to go to? We can help you keep your 
community safe. Learn more, anonymously, via 
our website.
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Interested in learning the warning signs of 
school or campus violence? We have the 
resources to help you spot the possible signs, 
seek help, and act. Access these resources, 
anonymously, via our website.
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YouTube

TARGETED AD WEBSITE RESULTS

Ten users from YouTube spent an 
average of 3m 41s on the Join page, 
where they saw information on how 
to join a larger movement of other 
people and organizations working to 
end hate-fueled violence. This page 
also allows users to download free 
Student Toolkits tailored for middle/
high schools or colleges/universities."

Five users from YouTube spent an 
average of 2m 10s on the Take Action 
page, which presents seven 
actionable UPstander behaviors 
(Balance, Support, Reason, Distract, 
Direct, Listen, and Seek Help), 
demonstrating how to effectively 
respond to hateful language or 
behavior in real-life scenarios.
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Safe School Ambassadors Program

As part of the UP End Hate pilot, Eradicate Hate partnered with Community Matters to deliver an in-person 
version of the Safe School Ambassadors Program across 10 middle and high schools in four states—
California, Texas, Illinois, and New York. This peer-led, evidence-informed violence prevention model was 
tailored to align with UP End Hate’s broader strategy of equipping youth ages 12–22 with tools to prevent 
hate-fueled violence.

Program Design and Implementation

Schools were selected in collaboration with district leaders and the Eradicate Hate team based on 
alignment with school safety goals and readiness to pilot a youth-led initiative. Participating campuses 
included El Tejon Middle School (CA), Pasadena Memorial High School (TX), Reed Custer Middle School (IL), 
and Brewster High School (NY). 
" 
Each school cohort included 25–35 students in grades 6–12, nominated by staff for their influence among 
peers. These students participated in a two-day, in-person training facilitated by a certified Safe School 
Ambassadors trainer and supported by school-based adult allies—such as counselors, social workers, and 
administrators. Unlike standard Safe School Ambassadors implementations, this pilot included additional 
UP End Hate components focusing on bias-motivated behavior, online hate, and early warning signs of 
hate-fueled violence.

Training sessions focused on

Recognizing and responding to harmful behaviors (e.g., bullying, exclusion, bias language) 

Practicing peer intervention using Safe School Ambassadors’ four communication strategies 

Addressing hateful or violent online content 

Understanding the root causes of hate and isolation 

Strengthening youth voice, allyship, and campus leadership 

Schools received robust implementation materials, including SSA Student Guidebooks, Lesson Plans, a 
Facilitator Training Manual, and Action Logs for documenting peer interventions. Students also had access 
to the broader UP End Hate resources, including the “Hate 101” mini-course and digital tools promoting 
kindness, curiosity, and courage. 

Adult allies provided ongoing guidance through regular check-ins and support sessions, helping students 
apply their training in real-time school situations.

29
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Outcomes and Impact

The pilot demonstrated clear signs of positive student behavior change and safer campus environments: 

Students documented over 130 peer interventions, including de-escalating fights and disrupting 
bullying and bias-based language. 

Several campuses launched student-led campaigns such as “No One Eats Alone” and school-wide 
kindness challenges. 

In a powerful demonstration of impact, students at two schools reported peers bringing guns to 
campus—intervening early and allowing school officials to avert potential violent incidents.

Survey and evaluation results also showed strong engagement and outcomes

92% of students rated the training as “Very Helpful” or “Helpful.” 

89% said they felt more confident speaking up and supporting others. 

Students reported a 34% increase in knowledge and intervention confidence. 

Adult allies reported a 32% increase in their ability to support student action.
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End-of-year student survey data reinforced these findings

93.2% of youth said they feel safer at school because of SSA. 

98.3% reported being more thoughtful about their words and actions. 

98.3% said they would choose to be a Safe School Ambassador again.

“I feel so much more comfortable speaking up… Ambassadors are active and 
promote kindness all over.”  

Student

!“Before this training, I didn’t know what to say when someone made a hurtful joke. 
Now I know how to stop it without starting drama.” 

Student

Student Voices



•  U P  E N D  H AT E  •  N AT I O N A L  F I N D I N G S  R E P O RT M O O N S H OT T E A M . CO M      

Student Toolkits

32

UP End Hate’s two downloadable student toolkits teach youth how to create and run their own peer-to-peer 
UP End Hate campaign on a school or college campus, complete with printable posters, stickers, social 
media templates, in-person activities, and more. The toolkits are free and easily accessible on the UP End 
Hate website. One toolkit is designed for middle and high school students, and the other is for college 
students. At the end of the pilot period, the toolkits had been viewed on the website a total of 573 times.  
" 
Like all other aspects of UP End Hate, the toolkits have been integrated into other programming, distributed 
to the 394 Safe School Ambassadors who implemented their own on-campus campaigns. Toolkit activities 
were also incorporated into the Eradicate Hate Student Summit Reconvening at Acrisure Stadium in March 
2025. 350 students and educators from the Pittsburgh region came together to report on student-led, 
prevention initiatives inspired by the 2024 Student Summit and were given the opportunity to participate in 
the ‘Paper Chain’ and ‘Wall of Courage’ activities from the middle/high school student toolkits.  
" 
While there was ample opportunity for in-person implementation of the middle/high school toolkit 
campaigns, there was no in-person implementation for the college student toolkit. However, the pilot period 
included targeted outreach, where toolkits were shared with colleges and universities around the United States 
as well as with national level collegiate student organizations. The toolkits were also presented to Eradicate 
Hate’s Higher Education Working Group. Testing the efficacy and impact of toolkit materials was best done 
through the in-person implementation with the middle and high school students at the 10 pilot SSA schools.

" UP End Hate Toolkits
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Quotes from Safe School Ambassadors

“The school truly enjoyed the on-campus UP End Hate campaign and claimed their students “really 
shined during the campaign week.” Specifically student led activities such as the morning 
announcements and the Wall of Courage. The Chalk Art was a huge hit with everyone (impactful for 
students outside and inside the program) as were the posters and stickers. SRHS shared that adults 
and students reported an increase in relationship building like students coming out of their shells, 
students interacting more with other students that are not in their friend groups and being confident 
to take part in the morning announcements.” 

Sam Rayburn High School, Safe School Ambassadors

“ETMS reported that they ran their campaign for two weeks. The school shared that this campaign 
had a lasting impact amongst their students. [Teachers] shared that the students were more engaged 
with each other allowing for them to build peer relationships with students they usually do not speak 
with or hang out with. The school shared that the campaign impacted the school in a very positive 
way and that the posters were valuable to its success. [One teacher] said the posters will be staying up 
because their messaging works with their students. A quote from ETMS Impact Letter: ‘the students 
seem happier coming to school this year and there seems to be far less absences.’” 

El Tejon Middle School, Safe School Ambassadors

" Student Summit Reconvening
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“BHS shared that the UP End Hate campaign went for two weeks and was wonderful. BHS took part in 
the social media campaign. Their Instagram is @brewsterschools. Students were engaged with the 
material. The school shared that students were having more peer-to-peer interactions which allowed 
them to teach their fellow students what they learned in the program. The principal had this to share 
about the campaign, “As one assistant principal put it, ‘It feels like we’re not just supervising behavior 
anymore—we’re seeing students take ownership of the kind of school they want to be part of.’”” 

Brewster High School, Safe School Ambassadors
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Virtual Youth Webinar Series

This kickoff session featured a youth-led discussion with students and young adults sharing how 
their environments have shaped their sense of safety. Panelists offered insights on identity, 
belonging, and the role of trusted adults in prevention. Participants reflected on the importance of 
visibility, support, and listening to young voices in shaping safer communities.

Webinar 1 # Share Your Story—Youth Perspectives on Safety 
Date: February 25, 2025 
Live Attendees: 36

Student attendees shared the following reflections:

“Now more than ever, we should do groups like this to talk about it [hate].”  

“We [students] want to be treated a little bit more seriously.” – Student 

“Hate does not appear in obvious ways… it’s embedded into our language… we need to 
examine our culture.”

Survey Feedback Highlights

91% of respondents either agreed or strongly agreed that they had additional tools for 
keeping their community safe after attending the webinar.
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Youth Webinar Series Overview

The UP End Hate Virtual Webinar Series, held from February 25 to March 5, 2025, successfully engaged 
students, educators, prevention practitioners, and community leaders in meaningful discussions about 
upending hate, fostering youth leadership, and exploring career pathways in preventing hate-based 
violence.  
" 
Webinars were co-designed with youth participants who helped shape the session topics and served as 
moderators and panelists throughout the series. By centering young people’s lived experiences and peer 
leadership, the webinars created space for meaningful conversations, practical skill-building, and authentic 
engagement across generations. 
" 
The series featured four virtual, hour-long webinars, each focusing on a unique theme, and attracted 122 
unique registrants and 103 attendees from across the United States, Canada, Australia, and Europe.! 
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This webinar focused on helping youth identify and build connections with trusted adults in their 
lives. Educators and youth-serving professionals guided participants through interactive discussions 
and activities that explored what makes an adult safe to approach, and how students can 
intentionally create a “bench” of supportive adults across schools, homes, and communities. The 
session closed with practical strategies for recognizing trusted adults and actionable steps for 
reaching out when support is needed.

Webinar 2 # Build Your Bench—Connecting with Trusted Adults 
Date: February 27, 2025 
Live Attendees: 28

Student attendees shared the following reflections

[I learned] that trusted adults can be recognized by following the “ABCs” They are 
accessible, have boundaries, and are caring." 

[I learned] that your greatest preventative and protective factor…when something's gone 
wrong in your life… is ensuring that you have at least one trusted adult in the spaces where 
you spend the majority of your time."

Survey Feedback Highlights

100% of attendees agreed that after attending the webinar that they know more about how 
to connect with a trusted adult.

This third webinar highlighted the power of youth leadership in promoting safer communities. Young 
leaders showcased initiatives such as Invent2Prevent, Eradicate Hate Clubs, and Safe School 
Ambassadors, demonstrating how students are taking action to challenge hate, strengthen 
community bonds, and create meaningful change. Participants exchanged tips with one another for 
how to lead their peers and how to engage adults in leadership positions. 

Webinar 3 # Take Action: Spotlight on Youth Leadership 
Date: March 3, 2025 
Live Attendees: 19

Survey Feedback Highlights

55% of attendees totally agreed that they have new ideas and concrete tools for ways they 
can keep their community safe from hate-based violence. 

44% of attendees agreed that they connected with at least one person at the webinar with 
whom they’d like to stay in touch.

36



•  U P  E N D  H AT E  •  N AT I O N A L  F I N D I N G S  R E P O RT M O O N S H OT T E A M . CO M      

Student attendees shared the following reflections

“As college students, we know the best ways to reach each other and recognize the 
struggles that we have and our busy schedules."" 

“As students, we almost always hear about threats and harmful things before the adults 
and staff on campus do. By harnessing the resources of students, we have a much better 
chance to help schools become safer and, in many instances, save lives."

The final session in the series introduced youth to career opportunities in the prevention field. 
Participants learned about academic and professional pathways, heard directly from field experts, 
and engaged in discussions on how to turn their passion for creating safer communities into 
meaningful careers.

Webinar 4 # Level Up: Turn this Into a Career 
Date: March 5, 2025 
Live Attendees: 65

Attendees shared the following

"Encouraging to see so many people in diverse backgrounds working together" -Educator 

"Loved the variety of different career pathways represented."-Practitioner 

Great advice that I will certainly take with me! I needed the reminder that people want to 
connect, you aren't bothering them" -Anonymous 

Survey Feedback Highlights

100% of attendees either agreed or strongly agreed that they know more about careers in 
the field of preventing hate-based violence after attending this webinar.
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Overall Outcomes

Total webinar reach: Over 122 registered participants across four sessions

Registrants across the four webinars self-identified themselves as belonging to the following 
categories: 

29% - prevention practitioners 

19.4% - students 

6% - educators  

45.5% - “other” 

Respondents to the post-webinar surveys self-identified themselves as belonging to the 
following categories:  

32% classified themselves as students 

26% as practitioners 

6% as educators 

37% were “other.” 

Webinar registrants represented 48 cities, 24 states, and 5 countries, with strong 
participation from Pennsylvania (PA), California (CA), and the DMV area (DC, MD, VA).

91% of attendees across all webinars reported gaining additional tools to address hate and 
promote community safety.

88% of attendees either agreed or strongly agreed that they made meaningful connections 
during the webinars, highlighting the effectiveness of the events in fostering networking and 
collaboration. 

38



•  U P  E N D  H AT E  •  N AT I O N A L  F I N D I N G S  R E P O RT M O O N S H OT T E A M . CO M      

Pilot Program Findings

The UP End Hate pilot program provided many successful metrics as well as opportunities for learning. Key 
takeaways, which should be utilized for future youth upstander programming, are as follows:

Young people are willing and eager to engage in the topic of preventing hate-fueled violence, 
particularly when it comes to navigating hate online. Prevention practitioners sometimes 
hesitate to engage youth directly on the topic of hate-fueled violence; however, with age- and 
stage-appropriate materials and messaging, youth as young as 12 are capable of engaging in 
these topics. Young people are the ones most likely to see, hear, and notice behavioral changes 
in their peers that could indicate they are at risk of committing an act of hate-fueled violence. 
Youth can and should be involved in prevention activities, and any programming for youth 
should be co-created with youth (i.e. “nothing about us without us”). 

Online components, such as the Hate 101 modules, should be accompanied by an in-person 
component. Self-paced courses were difficult for some youth to follow and would best be guided 
by an in-person staffer who is trained in the course.  

Engaging youth is best done in person with community partners who are already working 
directly with youth. Community Matters’ established Safe School Ambassadors programming 
had the most successful engagement metrics whereas programming such as the virtual Youth 
Webinar Series had less successful metrics.  

For the Safe School Ambassadors program, data from the Campaign Action Snapshots was ill 
reported by students. Moving forward, alternative methods for capturing individual impact 
should be done with alternative measures to better represent efficacy. " 

There were fewer direct efforts to engage college students during this pilot than there were to 
engage middle and high school students. We mainly relied upon targeted advertising strategies 
to reach youth ages 18-22, rather than in-person engagements. Future UP End Hate 
programming aimed at this age group, including implementation of the Student Toolkit, would 
benefit from more formal partnerships with colleges and universities as well as national-level 
student organizations. This would help mirror the community partnership model that was 
successful with Safe School Ambassadors at the middle and high school level. 

For targeted ad campaigns, certain messaging and platforms resonate with and are more likely 
to reach youth than others. For YouTube, content-based messaging achieved the highest 
engagement rate (1.17%), whereas on Reddit, barrier-based messaging generated the highest 
engagement rate (0.33%). While these results may have been influenced by factors such as ad 
copy quality and platform-specific algorithms, they offer a useful foundation for future 
messaging and targeting strategies aimed at youth bystanders. 

39



•  U P  E N D  H AT E  •  N AT I O N A L  F I N D I N G S  R E P O RT M O O N S H OT T E A M . CO M      40

Partners Overview

Eradicate Hate’s goal is to forge solutions to prevent all forms of hate-fueled violence. 

Eradicate Hate was born out of the October 2018 massacre at Pittsburgh’s Tree of Life 
Synagogue. Antisemitic hatred motivated the tragic shooting deaths of 11 Jewish worshippers 
during Shabbat services. Eradicate Hate’s founders refused to be defined as victims of hate. 
Instead, we resolved to use the Tree of Life attack as motivation to launch the world’s most 
significant initiative to prevent hate-fueled violence. From the beginning, Eradicate Hate has 
been dedicated to bringing together survivors, the families of victims, healthcare providers, law 
enforcement, and experts from around the globe to go beyond dialogue and find effective 
solutions to this global challenge. Together, we aim to ensure that no community has to go 
through what the Pittsburgh community went through. 
	  
Eradicate Hate is a non-partisan organization providing comprehensive programs – such as the 
Prevention Practitioners Network (PPN) and UP End Hate – that meet people where they are and 
give them tools to help reduce hate-fueled violence. Eradicate Hate has also launched new 
resources like the Reach Out Resource Hub, connecting people at risk of committing an act of 
violence, their loved ones, and survivors of hate-fueled violent attacks with the support they need. 
The Eradicate Hate Global Summit is the world’s most comprehensive conference to prevent hate-
fueled violence, bringing together global experts across disciplines every year in Pittsburgh. 
	  
As an organization, Eradicate Hate has evolved from an all-volunteer effort to an independent 
501(c)(3) charitable corporation led by a professional team with decades of experience 
preventing hate-fueled violence. Eradicate Hate’s programming has expanded to encompass 
over a dozen working groups and four programs. It is reaching new communities, forging new 
partnerships, and equipping individuals with the tools to confront and prevent hate-fueled 
violence in their own backyards.

Eradicate Hate

The Safe School Ambassadors® Program (SSA) is an evidence-based program that harnesses 
the power of students to prevent and stop bullying and mistreatment. It is considered a social-
emotional learning program (SEL) and has been approved by many school districts as meeting 
their required SEL criteria.

Community Matters
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The Reilly Group (TRG) is a full-service corporate social responsibility and public affairs firm 
focused on impacting some of our greatest societal challenges. The Reilly Group works with a 
variety of organizations, foundations, NGOs, government, and multi-national businesses to 
improve health and well-being with an expertise in communications, marketing, policy, 
capacity building, collective impact work, and strategic initiatives and campaigns. 

The Reilly Group helps public and private sector clients move the dial on issues, policies, or 
products through powerful engagement, evidence, and connections. TRG is nationally 
recognized for generating innovative solutions that clients are proud of.

The Reilly Group

The SSA Program is a student-centered model that educates diverse social leaders with the 
skills to prevent and reduce bullying. It is the nation’s most effective student-led bullying 
prevention program. 

The Safe School Ambassadors® Program relies on the “inside-out” approach to improving 
school climate. Student bystanders see, hear, and know things adults don’t, can intervene in 
ways adults can’t, and are often on the scene of an incident before an adult. They are a critical 
and necessary resource for positively impacting the crisis of bullying in our schools. 

The Safe School Ambassadors® Program harnesses the power of the socially influential leaders 
of a school’s diverse cliques; the ones who shape the social norms that govern other students’ 
behavior. These leaders are carefully identified through student and staff surveys. They are 
selected based on specific criteria, such as strong position and influence in their peer group, 
good communication skills, and a history of standing up for friends.  

The recruited students participate in a two-day interactive training along with several adults 
who serve as program mentors. The training gives student Ambassadors the skills and tools to 
resolve conflicts, defuse incidents, and support isolated and excluded students. After the 
training, small group meetings of Ambassadors are held every few weeks. These meetings, led 
by the adult mentors, provide time for strengthening skills, support data collection and analysis 
of Ambassador interventions, and help sustain student and adult commitment to the program. 

80% of trained Ambassadors report a gain in confidence and competence in their ability to 
intervene and speak up when they witness bullying, harassment, and cyber-bullying in their 
school.
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The Reilly Group (TRG): 

• Creates, drives and manages solutions from concept to fully scaled initiatives at the 
community, national and international level 

• Provides insights and intelligence 
• Builds alliances and strengthens collaborations with stakeholders and between sectors 
• Educators and communicators at heart, inspires knowledge and supports advocacy across 

multiple platforms 
• Helps clients be a catalytic force that moves the dial from goal to tangible, sustainable 

impact 
• Provides national platforms and safe spaces for youth to share their opinions and thoughts 

on the issues that impact them directly 

For this project, TRG worked closely with our National Youth Advisory Council to develop the 
campaign website and amplify the campaign’s message on a national level.

Moonshot is a social enterprise working to end online harms, applying evidence, ethics, and 
human rights. Our team of prevention practitioners, analysts, engineers, and project managers 
use fresh thinking and decades of cross-sector experience to respond to some of the world’s 
toughest problems with effective, scalable solutions. 

Our offices in Washington, D.C. and London deliver work to understand and prevent violence 
across the United States. We work in all 50 states and all 3,143 counties, supporting Federal, 
State, and local government and community partners to lower risks of violence. Our work 
ranges from leading online counter-messaging and intervention campaigns to offline 
prevention capacity building, both in the United States and internationally. We design new 
technologies and methodologies that enhance our ability and that of our partners to detect and 
respond effectively to a variety of emerging threats online. 

Moonshot keeps the people behind the data in mind at all times. We are industry leaders in 
protecting privacy and developing ethical campaigns that provide real alternatives to 
populations vulnerable to exploitation, radicalization and crime. Working to end online harms 
means making communities around the world safer, online and offline.

Moonshot




