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Action Not Apologies
A Campaign to Pass the Kids Online Safety Act
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GOAL: 
Ensure that social media platforms are designed, built, and operated to protect the mental, physical, and 
developmental health of American children through the passage of the Kids Online Safety Act (KOSA). Pressure 
leadership in the Senate and House to schedule KOSA for a vote. 

AUDIENCE: 
● Speaker Johnson

● Leader Scalise

● Leader Jefferies

● Chair Cathy McMorris Rogers

MESSAGING FRAMEWORK:
● Enough lip service. April 30 marked the three month mark from the January Senate Judiciary hearing 

when Mark Zuckerberg was forced to apologize to the many families in the hearing room for the harm 

his company’s platforms have caused. 

● It’s time for Congress to act and put kid safety ahead of big tech profits.

● Whip Stefanik

● Leader Schumer

● Ranking Member Frank Palone
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TACTIC: 15-Second Ad
Social Media (Meta): Geofenced in-feed ads 

targeting legislators and political influencers.

Streaming (Connected TV / CTV): Geofenced 

placements targeting devices within range of the 

mobile billboards.
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TACTIC: Mobile Billboards
Four separate trucks on designated routes around 

target district offices as well as a Capitol Hill, D.C. 

path. 
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TACTIC: Audio News Release
One minute “interview” 

with Kristin Bride in NY, KY, 

LA and DMV radio markets.

https://docs.google.com/file/d/1mMJ-ysBIkRRUwqqwkpBnMUOx04Uj6riy/preview
https://docs.google.com/file/d/1mMJ-ysBIkRRUwqqwkpBnMUOx04Uj6riy/preview
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TACTIC: Earned Media

Former Congressman Dick Gephardt and 

parent advocate Kristin Bride served as 

primary messengers. Media outreach 

targeted Hill-oriented outlets.
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TACTIC: Grassroots Mobilization
Patch-Through Calls: Issue One 

coordinated three days of patch-through 

calls to leadership offices.

Petition Website: 

www.actionnotapologies.org, a petition 

site highlighting the days of inaction 

following Mark Zuckerberg’s public 

apology to parents for the harms his 

products cause to children.
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CAMPAIGN METRICS
The petition site received over 9,000 signatures. These strong results demonstrate that our mobile billboards when 

combined with video retargeting and social media placements, were effective in reaching our target audiences on 

Capitol Hill and in key districts.

Platform Impressions Click-throughs Video Completions

Meta 1,009,681 .33% CTR
Benchmark:
.2 0 .33%

17.57% VCR
Benchmark:
15.4 - 27%

Streaming CTV 231,328 N/A 98.33% VCR

Benchmark:

94.1 - 97.6%

ANR 4,124,000 impressions*

* Note: In LA, KY, and NY, between May 6 and May 17, 2024, our audio campaign was broadcast 207 times across 118 stations. Lower impression    
   totals were due to the content being flagged as too political.



9


