
G R E E N S B O R O  P R I D E

B E E R  C A M P A I G N



Purpose
The purpose of this campaign was to
build excitement over the first-ever
Greensboro Pride Beer as well as
awareness and engagement on our
Facebook page.

There was no budget for this campaign,
so all marketing was organic. This was a
short, 5-day long campaign.



We wanted to announce the new beer to
the community in a way that would foster
both excitement and beer sales. A
percentage of sales went to Greensboro
Pride.

01 Announce New Beer

We wanted to increase user engagement
on the Greensboro Pride Facebook Page

03 Incorporate Social Media

We wanted to build the element of
surprise with the beet release.

02 Surprise Element

In addition to the beer, we wanted to
raise awareness for the upcoming
Greensboro Pride Festival.

04 Raise Awareness

Objectives



We created a drip campaign over a five-day period leading to the release date. We started with a highly
blurred image of the beer can and reduced the blurriness each day leading up to the official

announcement. The campaign also included a news release to local media outlets.

The Campaign



The Campaign



Each day, Facebook users were asked to guess what we were announcing. By the second-to-last day,
many people had figured it out, though we declined to confirm or deny any guesses.

The Campaign



On the final day, we showcased the full can design, as well as tagged the businesses where people
could purchase the Pride Beer

The Campaign



NEWS RELEASE

We sent out a news release to local media
outlets embargoed until noon on September
1, 2019, the same time we would be making
the beer announcement on Facebook. We
also reached out directly to one of our
media sponsors so they could time their
web story release to coordinate with our
social media announcement.



The Results
Beer Sales

Several locations sold out of beer cans within four days
of the announcement, and all sold out within a week,
leaving only tap available at a few locations.

01 Social Media Growth

Engagement increased by more than 30% over the
course of the campaign and followers increased by
roughly 20%.

02

Earned Media

We received media coverage from the two main
newspapers in our community as well as stories on all of
the local TV news stations. 

03

Festival Attendance 

The 2019 Greensboro Pride Festival drew in
approximately 15,000 people, a 25% increase over the
prior year.

03



THANK
YOU


