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2017 ISHAE AWARDS OF EXCELLENCE APPLICATION
Entries must be for projects completed by January 1, 2016 through September 30, 2017.
Name: Mindy Wharton  

Title: Director of Marketing and Business Development
Association: North Carolina Restaurant & Lodging Association 

Email: mwharton@ncrla.org
City: Raleigh

State: NC 

Zip: 27601
Phone: 919.277.8585

Fax: N/A
Association Staff Size: 8
Associations Annual Budget (not including AH&LA dues): X Over $500,000 ___Under $500,000

Entry Category:  ____Education and Workforce Development ___Events and Fundraising

___Government Affairs ___Member Programs  x Public Relations  ___Communications 

Please respond to the following questions on a separate piece of paper. 
1. Goals & Objectives of Program

2. Target Audience

3. Results of Program

4. Evaluation Measures

5. How was the program presented to the Target audience?

6. Addition information 
ENTRIES MUST BE RECEIVED NO LATER THAN OCTOBER 3, 2017
Goals & Objectives of Program

This past spring/summer, the North Carolina Restaurant & Lodging Association (NCRLA) set its sights to influence the passage of legislation (S.B. 155) to allow on-premise Sunday morning alcohol sales starting at 10 a.m. Sunday brunch has become an important part of the foodservice offerings at many NC lodging properties and resorts and the addition of alcohol during the brunch hours would help to generate important new revenues for our members. NCRLA’s membership –including many resort properties and hotel establishments--would benefit immensely from the sales opportunity during this 2-hour time period. Prior to the passage of the bill, North Carolina was one of only a handful of states in the country that did not allow early Sunday morning alcohol sales. 
As the campaign to change legislation took off, the general public became very interested in the bill.  NCRLA noticed this support and took advantage of what became a brilliant and successful public relations campaign which ultimately resulted in changes in the law.

Given the fact that the legislature in NC is very conservative and redecent to take a pro-active stance on expanding alcohol consumption, we had to lead a campaign to engage the general public. 

Key components of the campaign included:

1. A website

2. A petition signed by 7,000 individuals 

3. An aggressive social media campaign

4. PR targeting traditional media with press kits, media pitches, and press conferences

5. Coasters urging patrons of our members to sign the petition and engage in social media efforts around the issue #freethemomosa and #ncbrunchbill

6. Paid media—facebook ads

7. Grassroots advocacy

8. Development of a toolkit for members and citizens to use 

Target Audience

The target audience of the PR campaign were legislators, NCRLA members, the North Carolina hospitality industry and NC residents. 
Given the conservative nature of the NC House and Senate, we had to appeal to the general public and we led a grassroots public relations campaign to help engage consumers and the media in helping to call for the change. 

Results of Program

The bill was sponsored by Senator Rick Gunn and Representative John Bradford in the NC General Assembly. As time passed for the bill to be considered, NCRLA cultivated a PR campaign to target social media with the hashtags #NCBrunchBill and #FreeTheMimosa. NCRLA distributed more than 15,000 coasters to members and non-member hotels and restaurants throughout the state to use in their establishments directing people to post on social media using the aforementioned hashtags and to visit www.NCBrunchBill.com to sign the petition to “Free the Mimosa”.  The public gravitated to creative and playful spin “Free the Mimosa” and engagement soared.  The website garnered nearly 7,000 signatures and the hashtag #NCBrunchBill made nearly 400K impressions on social media. Opt eds were printed in newspapers across the state from hoteliers and restaurateurs in support of the passage of S.B. 155.  NCRLA promoted National Mimosa Day by creating social media graphics for members to use to promote their mimosas and the bill, driving even more public interest and traffic to the website. NCRLA’s CEO & President, Lynn Minges, held a press conference on May 3 at their Rally in Raleigh legislative day to draw attention to the campaign, resulting on many on-air interview invitations throughout the state to talk about the advantages to passing S.B 155. NCRLA’s COO, Alyssa Barkely, took to the air waves on the NC F&B Podcast to discuss the bill and its positive implications on the hospitality industry. 
Legislators took notice and on June 28, 2017, the Brunch Bill was passed by the NC General Assembly.  Just two days later, Governor Roy Cooper signed the bill into law. 
The result has allowed municipalities across the state to “opt in” and allow early alcohol sales at hotels, restaurants and retailers.  The hospitality industry is now able to better meet the needs of their guests, particularly where tourism drives business or where local residents demand more choices. In cities and counties that elect the early alcohol sales option, hotels and restaurants are now able to grow their businesses, create jobs, increase tax revenue and bring patrons into business districts earlier in the day on Sundays.
After passage, NCRLA quickly changed gears and updated www.NCBrunchBill.com to provide information about how to get the Brunch Bill ordinance passed in their local municipalities.  General information about the law, talking points, communication tools, and social media efforts were summarized in an easy to read “tool kit”.  The website tracked in real time the NC municipalities that passed the ordinance. 

Evaluation Measures

The priority was to get the bill signed into law.  That was achieved on June 30, 2017.  
The secondary priority was to get municipalities to adopt the ordinance.  As of Oct. 2nd, more than 130 municipalities have adopted S.B. 155.

Media coverage continues today, documenting the excitement seen in each city and county that adopts the bill.  Hotel & restaurant ownership and management teams have commented on the positive impacts the Brunch Bill has had on business. It will take time to determine exactly how passage of the bill has impacted sales, employment and tax revenue, but meeting the demands of guests has been immediate.  Lines were out the door the first Sunday that the Brunch Bill was legal in the capital of the state, Raleigh.  Similar scenes have been captured throughout NC as local governments opted in.  

Social media continues to be the platform for people to talk about the impact of the passage of the law.  The combined hashtags #FreetheMimosa and #NCBrunchBill have resulted in 704K impressions on social media and the sentiment has been mostly neutral to positive.  

NCRLA was directly associated with the result of this legislation, helping boost the association’s reputation and respect for its work among the hospitality industry.  NCRLA is now considered a force to be reckoned with and is getting attention as an impactful player in the legislator on behalf of its members.
How was the program presented to the Target audience?

The program was presented in multiple ways to the target audiences.  NCRLA had constant presence at the general assembly during the spring & summer sessions to educate house and senate members about why this bill was so important to the state and its business industry.

A standalone website, social media and various influencers (news outlets, thought leaders) were used to communicate to the public and members about why they should be interested in supporting the Brunch Bill.  

NCRLA engaged membership by promoting the bill through weekly e-newsletters, ‘In the Mix’ and ‘View from Jones Street’. NCRLA also encouraged members to tell their story and advocate for why the bill would help them, which resulted in opinion editorial articles throughout the state. 

Key messages centered around the plea from our members to allow them to better meet the needs of their guests. NC is the 6th most visited state in the nation with over 55 million visitors from all over the world who travel to our state annually. 

These people come from 

Additional information 

Included is an overview of visuals from the campaign, photos from press conferences, and examples of the social media campaign. Also included is a sizzle reel from earned media associated with the campaign. Please also visit the website, www.NCBrunchBill.com to see other components of the public relations campaign. 
This campaign positioned NCRLA as an advocate for hospitality and better service for our guests, as a job creator and revenue generator. Public support for the campaign was extremely strong and helped to cast NCRLA in a very, very positive light among residents of the state. The campaign was hugely successful and the bills passage has helped to generate significant amounts of additional revenue for our members. It has also helped us to grow membership and demonstrate member value by driving significant amounts of revenue for our members. 
Thank you for your consideration for ISHAE Excellence in a PR Campaign. 
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