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LULAC BRINGS PRESIDENTIAL CONTENDERS CENTER STAGE TO LATINO VOTERS
“This election year is a true reflection of the increased mobilization of Latinos”

-LULAC National President Rosa Rosales

Situation Analysis/Assignment


The League of United Latin American Citizens (LULAC) 79th Annual National Convention was held July 7-12, 2008 in Washington, D.C. With the theme, “America’s Latino Community Center Stage,” this was the most important conference in LULAC history, as it would become center stage to the presidential candidates eager to win the Latino vote on November 4.  More than 15,000 Hispanics from Alaska to Key West, and 300 media, converged at the Washington Hilton to hear about pressing issues faced by Hispanics in a year when the Latino vote was sure to make a difference.  Armed with a bare bones budget and staff, and an aggressive goal to surpass the prior election year convention results, the PR team was victorious.  Through advance planning and sleepless nights, LULAC was positioned as THE non-partisan experts and resource on Latino issues throughout the summer, by mainstream, Hispanic and international media.
Research


In 2002, after multiple strategy and planning sessions, Bromley Communications developed a marketing plan which continues to be the backbone for positioning of the non-profit organization that began as a civil rights activist group in the 1920s. Over six years, the agency cultivated an understanding of the needs to re-position LULAC as a dynamic non-partisan group working with corporate partners to advance the economic condition, educational attainment, political influence, health, and civil rights of Hispanics through community-based programs operating at more than 700 LULAC councils nationwide.   
LULAC had prepared ample research and white papers to position themselves as experts.  Recent national polls reflected the same topics in the forefront of LULAC leadership concerns (healthcare, the economy, education and immigration) were the critical issues needing to be addressed by both presidential nominees.  These became the main platforms discussed at the 2008 Convention and communicated to the media, in part, because LULAC recognized that low Hispanic voter turnout was a result of apathy and the candidates not speaking to relevant topics to Latinos.  The LULAC National President had issued a goal for the Latino Vote, and commented on the importance of that vote in 2008, “Each of the presidential nominees is clearly vying for the Latino vote, as our voting power has been a crucial factor in the last decade.”  
Planning: Goals, Objectives, Target
 
Agreed upon goals were to 1) generate greater awareness for key conference activities than was achieved at the 2004 presidential election year convention 2) position LULAC as an important, credible, and authoritative non-partisan  resource on Latino issues during the crucial election year and ultimately 3) contribute to record Latino voter turnout, and Convention attendance numbers. 
Strategies included working alongside convention staff for several months to identify the best opportunities to communicate the desired messages to media.  Additionally, the PR team worked with sponsors and their agencies to ensure that all parties’ communication objectives were addressed. Weekly status meetings discussed the ever-changing line-up leading up to the convention.  The team evaluated best practices for media room, press conferences, advance interviews, photo opps, pre-credentialing and spokespersons.
The agency prepared generic media materials, media alerts templates, and customized media lists (including DC-based foreign press, syndicated writers, wire service reporters, photojournalists and Hispanic media) well in advance of conference to reach all constituencies.  Once the first candidate confirmed participation, a news release was issued.  Subsequent releases were issued announcing the others, as they came on board, with each release confirming participation of the others (Obama, Clinton and McCain).  Four pre-convention releases were issued to stimulate advance coverage, discussions and excitement for the convention.
Challenges/Budget

A major concern was to prevent a fiasco similar to what arose at the National Association of Latino Elected Officials conference the week prior, where McCain protesters infiltrated the venue posing as journalists. Another challenge was to ensure LULAC maintained its non-partisan stature despite an overwhelming Democratic majority among U.S. Hispanics. Finally, it fell upon the PR staff’s shoulders to flawlessly execute both McCain and Obama appearances on the same day with minimal staff and heightened security needs.  Hundreds of media needed to be escorted through several security procedures and sidestep the thousands of other attendees lined up at the Airport style magnetometers, all within two separate short windows of time. 
The all-inclusive 2008 budget was $13,000 which had to cover agency fees, travel expenses, photography, media monitoring and distribution costs.  Bromley waived traditional agency fees and negotiated with vendors for reduced media monitoring and distribution rates.
Execution   


At the convention, the PR team worked nearly 24/7 to successfully execute a stellar week.  
· The agency posted community calendars on 50 web sites, prior to start of conference.
· Through advance media outreach, 92 media were pre-credentialed before start of convention.
· A “Convention Highlights” advisory was issued prior to start of conference detailing key activities.
· In all, 17 alerts were issued to media to announce specific press conferences or speaking platforms.
· Bromley worked in tandem with a LULAC speechwriter to ensure key messages and media materials for LULAC national leadership were on-message.
· PR met with Clinton, Obama and McCain’s advance teams and secret service to discuss the logistics and requirements to maintain a safe and friendly environment for all.
· The agency coordinated with hotel staff and supervised TV pre-sets in advance of Secret Service sweeps.  
· PR staff routinely had to split up to manage multiple simultaneous media activities. 
· Every new dawn brought another day of late night and early morning meetings with LULAC staff and volunteers to manage the last minute changes and needs.
· An official LULAC staff photographer was assigned to key events and a PR volunteer was on hand to shoot simultaneous events.  Images were posted to web site and sent to media, in record time.
· Volunteers were recruited and trained daily, to assist with the impending PR needs.  
· Bromley made daily reminder phone calls and issued e-alerts to hundreds of priority media ensuring LULAC events were top of mind while providing necessary updates including Secret Service requirements (i.e., strict entry deadlines and multiple IDs required).
· To prevent missed interview opportunities, and work around the tight schedule of the LULAC President, a pool of spokespeople was identified for press conferences, phone-ins and live shots.
· To reach beyond political media, the agency invited media to meet with Latin celebs including salsa legend Willie Colon, comedian Cheech Marin, and leading female race car driver, Milka Duno.
Results



According to LULAC, 2008 was a banner year, with media results far surpassing the previous record set during the 2004 election year.  LULAC achieved a historic high of more than 15,000 Democrats, Republicans and Independents (vs. 10,000 in 2004) together at the conference to discuss issues focused on the advancement of the Latino population and the influence Latino voters would have November 4.
· 285 credentialed media attended versus 151 in the 2004 presidential year.  
· 21 one-on-one LULAC interviews took place with media such as CNN, CNN en Español, Newsweek, National Public Radio, Univision and Telemundo Networks, Voice of America and AP.
· 681 TV placements valued at $4.7 million and reaching 221 million Americans were generated vs. 20 million impressions in 2004.
· Advance news releases resulted in 2,700 placements vs. 49 pre-event stories in 2004.
· Media covering the presidential candidates at the LULAC convention included journalists from Sweden, Australia, Japan, Italy, Spain, South Africa, Colombia, the UK, Germany, Brazil, Mexico and Argentina.
· Reporters from syndicated services and news wires including Cox, McClatchy, EFE, Notimex, AP, Reuters, Agence France Press, Bloomberg and Catholic News Service reached key voting block states.  
· D.C. bureaus covering press conferences ranged from San Antonio Express News, Houston Chronicle, La Opinion from Los Angeles, the Fort Worth Star Telegram and four Spanish TV stations.
· One day prior to the conclusion of the convention, LULAC received a $1 million grant from AT&T.
· Almost 11 million Latino voices were heard Nov. 4, 2.5 million more than for the 2004 election. “The record Latino voter turnout for the 2008 elections has reshaped the political landscape in America,” stated LULAC National President Rosa Rosales. “The Latino vote proved decisive in the key battleground states of Virginia, New Mexico, Colorado, Nevada, Ohio, Indiana and Florida.”
· “Our president, executive director, entire staff and board were thrilled with the results of the convention.  It went well beyond our expectations,” stated Lizette Olmos, LULAC communications director.

A historical testament to LULAC and the United States, the 79th Annual LULAC National Convention proved to be a victorious week-long conference, speaking volumes to all who attended, ensuring the voice of Latinos were heard and resonated in the minds of the three presidential candidates.  The victory cry, “Sí, se puede” (Yes, we can) became a reality for Latino voters and policy makers.

