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52 Reasons to Love Orange County, North Carolina
Problem/Opportunity Statement:  Citizens of Orange County North Carolina (and immediate surrounding area), were given the opportunity to better understand the services offered by County government: Services and quality of life issues that contribute to the joys of living in their own community.  The county wanted to promote and herald all that it works to makes available to citizens.  To this end, Orange County leadership searched for an opportunity to communicate these services to citizens through an existing media vehicle that reached a large portion of its citizens, and would offer a communications program free or at a deeply reduced rate.  Negotiating the campaign’s elements was crucial. 

Intended goals or outcomes:  the County Manager met with the publisher of the Durham Herald Sun, the newspaper that was trying to grow its circulation and the newspaper that had the greatest reach of its citizens throughout the county.  The newspaper was interested in engaging more readers about Orange County.  The county manager was concerned that citizens did not know about the panoply of services offered by the county.  After discussing a partnership, the Herald Sun offered to run a full page four color ad for 52 weeks in its Sunday, Chapel Hill edition.  In turn, county communications promoted the print ads, directing more citizens to the paper. 

Documentation of achievement:  the program succeeded on four main levels: 

1. For 52 weeks, citizens and readers (including visitors) were reminded of a unique attribute of living, working, playing in Orange County.  The campaign series committed to teaching readers 52 new things about their community:  tourism and arts; water and environmental priorities; cancer hospital and burn center; festivals, schools and parks. 

2. The newspaper, the visitor’s bureau and the social media sites lit-up with positive comments on the ad series, many surprised to learn so many new things about the community in which they reside.

3. The newspaper, the Herald Sun, positioned itself as more of a Chapel Hill/Orange County content driven paper.  The newspaper reported feeling that it had more hometown pride, rather than a regional paper.  Its goal was to be both a regional and local, but the ad series made the paper feel like more of a hometown partner. 

4. The newspaper program gave internal staff a sense of pride at the county it represented.  The staff was surprised to learn more each week, and gain a better understanding of how its daily works and oversight by an elected board and manager, worked to elevate the services, products, options and quality of life in Orange County. 
Budget and Use of outside Resources:   The media was donated.  The production and ads were negotiated by the Visitors Bureau with its ad agency, Jennings & Company, who donated much of the creative services because of their other work with the Visitors Bureau.  As a result, production and media resulted in a cost per ad of less than $500.00. 

Synopsis: 

Citizens of Orange County North Carolina (and immediate surrounding area), were given the opportunity to better understand the services offered by County government: Services and quality of life issues that contribute to the joys of living in their own community.  The county wanted to promote and herald all that it works to makes available to citizens.  To this end, Orange County leadership searched for an opportunity to communicate these services to citizens through an existing media vehicle that reached a large portion of its citizens, and would offer a communications program free or at a deeply reduced rate.  Negotiating the campaign’s elements was crucial. 
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