


COURTNEY WARNER

Executive Director, Carson City Senior 

Center and Meals on Wheels Carson City

Carson City, NV

cwarner@carson.org

Lessons Learned From Successful

Public Relations Campaigns



KATHIE TAYLOR

Chief Marketing Officer, In Plain Sight Marketing

Carson City, NV

kathie@inplainsightllc.com

Lessons Learned From Successful

Public Relations Campaigns



How can senior 

nutrition programs 

get their message, 

services and name 

out into their 

communities?





What is Public Relations?

Public relations is a 
strategic communication 
process that builds 
mutually beneficial 
relationships between 
organizations and their 
publics.



Public Relations Methods



EARNED MEDIA

1. Media Relations

1. Interviews, story pitches

2. Submitted articles, OpEds

3. Press releases

4. Media tours

5. Media kits

6. Events

2. Blogger relations

3. Investor relations

4. Influencer relations



SHARED MEDIA

1. Partnerships

1. Sponsorships

2. Co-Branding

3. Corporate Social Responsibility

2. Social Media

3. Influencer Engagement

4. Content

5. Speeches/appearances



What is Public Relations?



You gotta have a plan



Adapted from Public Relations Society of America





Carson City Senior Center and Meals on 

Wheels Carson City Timeline
6/2015 – Courtney arrives

11/2016 – Courtney partners with In Plain Sight Marketing

2/2017 – City-wide survey launched

2/2017 – Focus groups (3)

6/2017 – First report goes to the board, planning begins

6/2017 – First sub-campaign launches  (Triad)

7/2017 – First designs go out for vote

8/2017 – Final designs approved

10/2017 – Planning for rebranding launch begins

12/2017 – Re-branding campaign begins

1/2018 – Second sub-campaign launches (March for Meals)

6/2018 – Third sub-campaign launches (Reliable)

12/2018 – Second Wind Thrift Store Campaign launched





Research

What do we think we know, and how does it stack up 

against what everyone else thinks?

1. How is our program perceived by participants?

2. How is our program perceived by non-participants?

3. Who are our publics?

4. What do our publics want/need from our program?

5. How do our publics receive information?



What we knew before…



Research - Primary

1. City-wide survey
1. Senior Center participants

2. Meals on Wheels clients

3. General public

4. 361 responses!

2. Focus Groups
1. Senior Center participants

2. Senior Center non-participants

3. Hispanic/Latino community

3. Interviews with staff, attendees and potential attendees



Research - Secondary

1. Nation-wide senior center surveys

2. Nation-wide focus group research results papers

3. White papers

4. Senior Center newsletters and websites

5. Senior Center logos…hundreds and hundreds of 

logos…



What we knew after…



What else we found…





RPIE

Goal

Strategies
SMART Objectives

Tactics



Planning

1. Goal – global, overarching statement 

“The Carson City Senior Center will be 

regarded as the primary source for services, 

resources and social activities for Carson 

City seniors.”



Planning

2. SMART Objectives 

I want to [impact behavior] by [how much] by [this date].

• Specific: Be specific and quantify your objective. 

• Measurable: Measure the quantified objective.

• Attainable: Use research and historical data to project an 

attainable objective.

• Relevant: It must make a difference to your program.

• Time-bound: Give yourself a deadline.



Planning

2. SMART Objectives – only 3 if you can help it

I want to [impact behavior] by [how much] by [this date].

Senior Center:

Improve visual branding of the Senior Center and Meals on 

Wheels Carson City by the end of 2017.

Thrift Store:

Improve visual branding and increase sales by 20% in one 

year.



Planning

3. Strategies – this is your roadmap
How am I going to achieve this?

Rebranding: Seek designs from a variety of regional artists 

for a design competition to be judged by Senior Center and 

Meals on Wheels participants.

Thrift Store: Increase donations through public awareness 

to drive a 20% increase in sales in one year.



Planning - Tactics

Rebranding:

1. Present survey and focus group feedback to three 

regional graphic designers to design visual identity by 

June 30, 2017. Put final designs out to vote during lunch 

time and to Meals on Wheels participants by August 25, 

2017

2. Press releases and coordinated social media campaigns

3. Partner with area Chamber of Commerce, local 

dignitaries

Tactics – what tasks will I need to do?



Planning - Tactics

Thrift Store:

1. Social media

2. Ad placement

3. Grand Re-Opening celebration

4. Partner with local Chamber of Commerce and dignitaries

Tactics – what tasks will I need to do?





Implementation



Old VS. New –

Branding



Old VS. New –

Branding



Old VS. New –

Website



Old VS. New –

Website



Old VS. New –

Newsletter



Old VS. New –

Newsletter



Old VS. New – Signage



Old VS. New – Signage



Old VS. New –Interior



Old VS. New –

Interior



Old VS. New – Vehicles



Old VS. New – Vehicles



Old VS. New – Vehicles



Old VS. New – Vehicles



Old VS. New – Video/imaging



Old VS. New – Video/imaging



Old VS. New – Social Media



Old VS. New – Social Media



Old VS. New –

Social Media



Old VS. New – Social Media



Old VS. New –

Social Media



Old VS. New – Ads



Old VS. New – Ads



Event - Grand Re-Opening!





Evaluation

1. Measure against your SMART objectives

2.   Did you move the needle?

3. Does it make sense to keep doing it?

4. What can you do differently?

5. What can you STOP doing?



Evaluation – Rebranding, year three

CCSC Social Media:

Facebook = 3,916 engaged people in the last year

Twitter = 19 mentions, 53 engagements in the last year

Instagram = 680 engagements in the last year

Overall Campaign and Sub-Campaigns to date:

272 media placements, including print, online, broadcast 

radio and email newsletters from media sources



Evaluation – Rebranding, year three

Partnerships:

Meals on Wheels America Co-branding

Chamber of Commerce Leadership Class – new lobby

KOLO TV 8 Cares – Fan Drive
• Harrah’s HEROES

• Roper’s Heating and Air Conditioning

• Christensen’s Automotive

Carson City Kiwanis – annual fundraiser



Evaluation - Rebranding

Second Wind Thrift Store – year one:

Facebook = 765 engaged people

Instagram = 373 engaged people

Sales = UP 30%





Lather, Rinse, Repeat





Lessons Learned

Everything takes longer than you think it will

Board buy-in is a MUST

Awareness is on-going

KISS Theory – Keep It Simple, Sweetie

Results may be surprising – roll with it!





Don’t forget to evaluate today’s session 

in the Conference App! 


