
Human Rights x World Cup
Marketing Campaign



The Need for Support

Major global events can bring 
tremendous opportunities, but they 
can also heighten risks for hate, 
discrimination, labor exploitation, 
trafficking and other human rights 
violations that disproportionately 
impact vulnerable communities. 

This is compounding the already 
tense situation in Los Angeles due to 
the presence of ICE, and following 
years of record setting hate crime 
reports. 



Core Opportunity & Strategy 

LA vs Hate and the Human Relations Commission 
are partnering with the LA Host Committee to 
provide a 1-stop shop to provide support to those 
experiencing any kind of human rights violations. 
While this encompassing our core anti-hate work, it 
is also includes a broader suite of services. 

We’ll use the Fan Zones and watch parties across 
the County to ensure Angelenos know their rights 
are protected during the World Cup and that there 
is a new resource they can reach out to for help. 
This will also serve as an opportunity to engage 
and educate the community about this issue.

We will leverage the moment to expand awareness 
of LA vs Hate with new audiences. 



Audience 

The World Cup will see a massive influx of travelers to Los Angeles County. The spirit of the 
event is global connection, but with it comes a heightened risk for vulnerable people in 
Los Angeles. 

Global Sports Fans
People from around the world 
will be in LA. They have different 
expectations about rights, help, 
enforcement, and community 
engagement.  

Local Community Members
Our workforce, restaurants, 
vendors, hotels, parks, and public 
spaces will all be busy during the 
World Cup. Protecting these 
rights is part of our role. 

County / City Leadership
Making our messaging visible 
and vibrant reinforces agreed 
upon norms, and strengthens 
our ability to combat hate in the 
long term. 



Fan Fest Activations



OVERVIEW

With 5 official World Cup fan zones, multiple County 
watch parties, and over 100 community events, LA 
vs Hate had the unique opportunity to reach a 
mass audience of community members and 
visitors at these spaces of celebration and 
excitement. 

La Vs Hate Goals for Pop Up Events:

● Promote LA vs Hate and overall Human Rights 
campaign, encouraging people to report to 211 
for support 

● Spread the message of unity, celebrating 
diversity and multicultural County, and 
acceptance of different cultures, teams, and 
traditions

● Distribute LA vs Hate/HRC resources and 
merch, engage in soccer activity, and share 
resources about the campaign



ACTIVATIONS

Rapid Response Network Partners

Activation Metrics

14
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4
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Bu rb a n k, El Se g u n d o , Wh itt ie r, 
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6
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Co m m u n ity  Im p a c t

Through working with the host committee 
we were able to activate in various 
locations in LA county and brought 
together our Rapid Response Network.

Activations included an engaging bench 
soccer game and spin wheel to win a prize.

Giveaways included a bandana, pin, fan, 
stickers and posters. Over 1,500 giveaways 
were given away.  

We engaged with over 2,000 community 
members with events totaling 10,000+ 
attendees, all over LA County. 



Spin wheel

Environment

Step-and-Repeat



Bench Soccer Game Pop-Up



FEEDBACK

“We also met a family whose 10 year old is 
trans nonbinary. Witnessing the mom 
bringing first their cis child at our booth talk 
about all the messages on the posters, and 
then inviting the trans sibling in after all the 
questions had been answered was truly a 
powerful moment. It felt like our tent was a 
safe space for learning and growing.”

- Jordan Reeves, TaskForce World Cup 
Production Lead

“Our activation really stood out and jumped 
out” 

- Anthony Ephriam, Brotherhood Crusade



Informational Resources

Human Rights 
Campaign 
Informational Overview

Human Rights Campaign Poster LA vs Hate Fact Sheet LA vs Hate Immigration Flyer

We created new and updated existing informational resources to distribute to 
businesses, partners (including County Supervisor and City partners), marketing and 
advertising, and watch party attendees. 

https://drive.google.com/file/d/19b64xJ6vOePNfJOTAi4lm7Mu3sj2iF8l/view?usp=drive_link
https://drive.google.com/file/d/19b64xJ6vOePNfJOTAi4lm7Mu3sj2iF8l/view?usp=drive_link
https://drive.google.com/file/d/19b64xJ6vOePNfJOTAi4lm7Mu3sj2iF8l/view?usp=drive_link
https://drive.google.com/drive/folders/1l2ICV6e8zYj3BJLUmNhGRkJg6ycSXsEb
https://drive.google.com/file/d/1y-NponBUZsoEADtalqaF_AWEd-WPDR8a/view?usp=drive_link
https://drive.google.com/drive/folders/1l2ICV6e8zYj3BJLUmNhGRkJg6ycSXsEb


Earned & Digital Media 



Owned Media

Throughout the games, we have 
encouraged fans and guests to follow LA 
vs Hate on socials and subscribe to our 
newsletters.

Our World Cup presence has boosted an 
online following on our Instagram and 
newsletters! 

Owned Media Metrics

● 1000+ new followers
● 92k + profile views 
● 2,313 interactions (likes, comments, 

reshares)
● 1841 additional newsletter 

subscribers  



Earned Media

In close alignment with the host committee, 211, 
and all 5 Board offices, we announced the 
expansion of Human Rights services via a press 
release. 

● Press Release
● Media Kit
● Press Tracker

The LA Daily News story which was syndicated 
across multiple neighborhood papers including the 
Pasadena Star-News, Daily Breeze, Press-Telegram 
and a few others.

The hotline was also included in an LA Times
Espanol story, which was syndicated across 
statewide media outlets.

Both KTLA and Telemundo aired stories discussing 
the program, including an interview with HRC’s, 
Pierre Arreola. Local Korean outlet Radio Seoul also 
shared a story highlighting the new resource.

https://content.govdelivery.com/accounts/CALACOUNTY/bulletins/41cac9b
https://content.govdelivery.com/accounts/CALACOUNTY/bulletins/41cac9b
https://drive.google.com/drive/folders/1l2ICV6e8zYj3BJLUmNhGRkJg6ycSXsEb?usp=drive_link
https://drive.google.com/drive/folders/1l2ICV6e8zYj3BJLUmNhGRkJg6ycSXsEb?usp=drive_link
https://docs.google.com/spreadsheets/d/1RA6loog9mVNHX8Y7tJT234RYqzekak1QSOTG11pWJqY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1RA6loog9mVNHX8Y7tJT234RYqzekak1QSOTG11pWJqY/edit?usp=sharing
https://www.dailynews.com/2026/06/25/la-county-offers-free-human-rights-assistance-during-2026-world-cup/
https://www.latimes.com/espanol/deportes/articulo/2026-05-12/30-dias-del-mundial-sofi-stadium-esta-casi-listo-pero-el-tema-ice-genera-incertidumbre


Public Service Announcement 

We teamed up with LAFC players David 
Martinez and Nkosi Tafari to promote unity 
ahead of the World Cup in partnership with 
LA vs Hate. 

KTLA ran the PSA in-kind (free!), while we 
secured paid ad campaigns with Spectrum 
digital network and on YouTube. 

Distribution methods:
● Blog post 
● LA vs Hate social media post
● Social media toolkit
● LA vs Hate newsletter
● In-kind promotion from KTLA, with a 

potential reach of 200,000 viewers each 
broadcast.

● Paid Advertising on YouTube and Meta

https://www.lavshate.org/updates/lafc-psas
https://www.lavshate.org/updates/lafc-psas
https://www.instagram.com/p/DZVM3H4BPdJ/
https://www.instagram.com/p/DZVM3H4BPdJ/
https://app.sosha.ai/toolkit/2ea4e450-68de-4ae0-8c7b-bb8a9ccd2fdb
https://app.sosha.ai/toolkit/2ea4e450-68de-4ae0-8c7b-bb8a9ccd2fdb


Spectrum Paid Ad Campaign 

Ca m p a ig n  Ove rvie w
We ran World Cup PSA Paid Ad 
campaigns on Spectrum from June 
13 - July 19, delivering across 
Spectrum News, Spanish Channels, 
Sports Channels and Local 
Traditional Networks. 

location_onLocal TV Spots 
Geography
Antelope Valley
Burbank
Central LA
Downey
Lakewood
East San Fernando Valley
Foothills – East San Gabriel Valley
Hacienda Heights - Norwalk
Hollywood
Long Beach
Los Feliz
Pasadena-Alhambra
South Bay – Torrance,
San Pedro – Carson
West LA

Targeted TV Broadcast 

Spectrum News 1 
To ta l Im p re s s io n s : 15 2K
To p  Pe rfo rm in g  De vic e s : XUMO TV, 
Ro ku , Sa m s u n g  Sm a rt  TV

Spanish Networks 
To ta l Im p re s s io n s : 36 1K 
To p  Pe rfo rm in g  Ch a n n e ls : Un ivis io n , 
NBC Un ive rs o , Un im a s

Sports Networks 
To ta l Im p re s s io n s : 36 4 K
To p  Pe rfo rm in g  Ch a n n e ls : Sp e c tru m  
Sp o rts n e t , LA Do d g e rs , ESPN

878K+
Total streaming impressions from all 
three networks.

Viewing Completion Rate 

This is measuring the number of 
viewers who complete watching 
the advertisement till the very end. 

The World Cup PSA Ad had a 

98% viewing completion rate 
which surpasses the industry 
benchmark of 92%-96%.

*Impressions are the number of times a piece of content is being displayed 



YouTube Paid Ad Campaign

YouTube Ad Campaign

High-Engagement Video Reach

1.1M
YouTube Impressions
The English & Spanish PSAs were shown over 1.1 million times 
to highly targeted viewers.

56%
View-Through Rate
From the 1.1M impressions, over half of viewers chose to keep 
the ad on their screen and kept watching. Industry average 
view through-rate is 31.9%.

80%
Audience Retention
An exceptional majority of the viewers continued watching 
the advertisement till the 25 second mark..

We ran World Cup Paid PSA Ad campaigns on 
YouTube from June 9 - July 19. Post World Cup, both 
Spanish and English are now hosted on our 
YouTube Channel. Check the PSAs here: Spanish & 
English.

https://youtu.be/D6XAhb1YHWo?si=RfSD5VCWKgo3Gdwv
https://youtu.be/kwVdGmpXRVw?si=l04gTsUq9qllZ2q-
http://www.youtube.com/watch?v=D6XAhb1YHWo


Social Media Graphics



Partner Toolkit 

We created a partner toolkit with 11 
of our Human Rights campaign 
graphics, LA vs Hate PSA, and 
additional LA vs Hate graphics with 
premade captions for partners and 
supporters to uplift the message on 
their digital social media platforms, 
totaling 34 social media shares.

Distribution methods:
● LA vs Hate newsletter
● LA vs Hate Rapid Response 

Partners
● Additional partners and 

supporters
● LA vs Hate website 
● County and City offices

https://www.lavshate.org/wcsocialmediatoolkit


Community Signage



OVERVIEW

In order to maximize visibility, we are bringing LA 
vs Hate and Human Rights Signage into a variety 
of signage strategies – reaching different 
demographics and communities, focusing on 
priority neighborhoods, and uplifting the 
messaging of unity and human rights. Signage is 
showing up across LA County libraries, on the 
street, and at businesses and watch parties.

Below are our four key signage strategies:
● Lawn sign distribution focused on 

neighborhood unity 
● OOH signage focused on human rights 

protection [billboards and bus shelter 
advertising]

● Business outreach 
● Guerilla tactics [wheatpastes]



Lawn Sign Distribution

A continuation of Signs of 
Solidarity lawn sign distribution, 
we’ve partnered with the LA 
County Public Libraries to scale 
visibility and distribution across 
the whole County. 

We have distribution hubs set up 
at all 86 county libraries across LA 
County.

● Press release 
● Social media collaboration 
● Bookmarks 
● Social media graphics 
● LA County Public Library 

landing page 
● Blog post

https://lacountylibrary.org/announcing-partnership-with-la-vs-hate-to-expand-anti-hate-resources/
https://lacountylibrary.org/announcing-partnership-with-la-vs-hate-to-expand-anti-hate-resources/
https://www.instagram.com/p/DYUzZxalbxF/?img_index=1
https://www.instagram.com/p/DYUzZxalbxF/?img_index=1
https://lacountylibrary.org/la-vs-hate/
https://lacountylibrary.org/la-vs-hate/
https://lacountylibrary.org/la-vs-hate/
https://www.lavshate.org/updates/lavshatelibrary
https://www.lavshate.org/updates/lavshatelibrary


DPW Bus Shelters

In partnership with Department of Public Works 
(DPW), there was advertising at 25 bus shelter 
locations in priority/targeted neighborhoods, 
mostly focused in South Central and East LA, to 
reach denser and more bias-targeted and 
public transit dependent communities. 



Official Fan Zones + Games 

Collaboration with the Host 
Committee has facilitated with 
restrictions places where we can 
promote reporting to 211 as the 
grievance mechanism for any 
Human Rights concerns or 
violations. 

Includes digital and/or printed 
signage at:

● LA (SoFi) stadium – the venue
● Coliseum, Official Fan Fest
● LAX airport
● Metro buses and trains



Street Teams: Overview

Business outreach to display and 
distribute LA vs Hate x HRC x World 
Cup posters, coasters, and stickers 
in neighborhoods we are expecting 
high traffic and an increase in 
visitors, with a strong businesses 
district. 

The goal is to increase program 
awareness to customers, workers, 
and visitors on how to get support.

Neighborhoods
● Chinatown
● Koreatown
● Downtown LA (DTLA)
● Inglewood



Street Teams: Chinatown

In close proximity to an official Fan Zone at Union 
Station and zip code that experienced higher rates of 
hate based on the 2024 Hate Crime Report. 

Distribution metrics:
● 38 posters in English
● 20 posters in Mandarin Chinese



Street Teams: Koreatown

Zip codes that experienced higher rates of hate 
based on recent Hate Crime Report data, with a 
strong business center and expected increase of 
visitors and foot traffic.

Distribution metrics:
● 85+ posters



Street Teams: Inglewood

Where World Cup games were played in Inglewood 
(SoFi stadium), priority neighborhood, and expected 
increase in foot traffic and visitors around their 
business district

Distribution metrics:
● 21 businesses



Street Teams: Bars/Restaurants

In addition to poster outreach, we targeted specific bars and restaurants hosting World 
Cup Watch Parties to partner with us in distributing LA vs Hate branded coasters!

Distribution metrics:
● Distributed 2,500+ coasters to 12 bars/restaurants 

○ The Regent Theater (DTLA)
○ Skyduster Beer (DTLA)
○ Ditroit Taqueria (Arts District)
○ Escala (Koreatown)
○ Untamed Spirits (Silverlake)
○ 33 Taps (Silverlake and Culver City)
○ The Greyhound Bar (Highland Park)
○ Boomtown Brewery (Little Tokyo)
○ Highland Park Brewery (Chinatown)
○ All Season Brewing (Mid-Wilshire)
○ Love Hour (Koreatown)



Wheatpastes

Wheatpastes are a successful marketing 
guerilla tactic to reach people on the 
street. 

Using our distinct Colby designs that 
have been widely recognized on the 
Metro, while incorporating Human Rights 
Campaign and soccer symbols, we are 
targeting high foot traffic, priority 
neighborhoods (based on the 2024 Hate 
Crime Report), and areas with expected 
increase in watch parties to increase 
visibility. 

Over 400, 4x6 foot posters have been 
installed on a rolling basis across the LA 
Metro region to drive awareness of the 
reporting hotline.



Billboards

Large scale placements at key 
locations around the county. 

● Vue - on 6th street in K-Town, 
reaching outbound traffic to 
Melrose, Miracle Mile & Beverly 
Grove. 

● Hollywood Crossing - This is on 
Hollywood Blvd, offering a 
consistent presence throughout 
the event.

● Nexus - South Bay digital 
billboard on Crenshaw Blvd. in 
Gardena



Billboards
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