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Request for Public Relations Proposals

In March 2006, Speech and Language Development Center (www.sldc.net) held its first successful fun-run. The inaugural Coaster Run was held at Knott’s Berry Farm® and featured a 10K run, 5K run/walk, an elite 5K road race, and a 1K Kids walk through Camp Snoopy. More than 500 people registered for the event including elite runners, families and individuals. USA Track and Field certified the course. All entrants received discounted tickets to the amusement park. Those with $100 or more in sponsors/donations received complimentary entry to Knott’s Berry Farm. 

Every year since, attendance has grown for this fun family affair. In 2009, there were nearly 2,000 registrants. The Center would like to continue to build on this positive trend as it celebrates its 5th anniversary on March 21, 2010. It’s looking for a public relations campaign to recruit more sponsors and entrants, and generate more publicity about the event and SLDC. However, The Coaster Run faces a major challenge. The Los Angeles Marathon (and one other 10K race in Orange County) will be held the same day. Now, SLDC is faced with the difficult challenge of “branding” its race and not losing momentum. 

Through the years, SLDC has tried several different promotional strategies with mixed results. One idea was to create a corporate challenge where teams of employees competed in the run. Another was to create a stronger tie-in to Knott’s Berry Farm because of the setting and the ticket discount. SLDC also has tried to position The Coaster Run as an elite Orange County road race. In 2009, the Southern California USATF kicked off its 2009 Road Running Championship Series at The Coaster Run, with cash prizes for elite runners. Race organizers also have tried to challenge schools to use the fun run as a way to introduce elementary school students to physical fitness. Each idea has met with some success. SLDC is open to these or other promotional ideas as costs allow. 

The challenge for SLDC is to create a campaign that cuts through the clutter. A quick Internet search revealed that in addition to the two races the same day, more than 23 marathons, 43 Walks/Runs, and 57 Walks/Runs occur each year. Many of them (LA Marathon, Race for the Cure and Relay for Life) have better name recognition. The total of nearly 150 events means that there are at least three runs each weekend. Since the public relations budget is less than $15,000, and SLDC is a nonprofit agency, it must rely on an effective PR plan to make it happen.

SLDC is accepting bids from local student agencies to create a winning public relations plan. Proposals will include comprehensive public relations goals and objectives, identification and research of target audiences and issues, specific strategies to achieve these goals, and detailed tactical plans for implementation that include both a budget and timeline.  Thorough evaluation of this campaign also is essential.
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The contract (up to an “A” grade) may be awarded to the student firm that demonstrates the clearest understanding of the complex issues involved and devises an inspiring, effective campaign that reaches the target audience and ultimately influences perceptions about and entrants to the Coaster Run. 

Presentations will be judged on 

professionalism, thoroughness and creativity.
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