
Prague Perspectives
by Monty Hagler
“The problem with Prague is there is too much of everything. Too much art, too much 
music. Too many lectures, concerts, festivals. Too many great restaurants and too much 
good beer,” said a speaker at the 2014 Worldcom global partners meeting recently held in the 
Czech Republic. These “too much” problems are what all cities need, and what all agencies 
and clients historically demand! 

From conversations with agency leaders on a myriad of issues, 2014 will be the best year 
for most agencies and clients since 2007. But “excess” is in the past.“Work Smart and Stay 
Focused” is the new mantra.

There is a growing consensus that companies are paying more attention to agencies that 
generate tangible results rather than pushing the latest fad. There’s been a palpable fear 
of being left  behind in embracing digital trends, trampling over each other to be the next 
“big thing.” What is oft en lost is that these are merely tools and tactics for greater strategic 
campaigns; without clear objectives and proper focus, outrageous amounts of time, energy 
and money can be squandered trying to look “cool.”

What works for clients is return on investment (ROI). And more importantly, transparency 
in how ROI is generated: in data used, ideas created, strategies integrated and budgets 
defi ned. The age of “black box creativity” is over; partnerships are in. I believe this is 
partially a result of the hard times we have all experienced. We’re in this together – clients 
and agencies – and smart people working together with a combination of skills and diff erent 
points of view are more likely to achieve and sustain success. 

One Prague speaker was a communications executive with one of the world’s largest 
companies, and engages Worldcom partners for campaigns throughout Europe. He 
hammered home that he hires agencies based on their ability to get and keep “the very best 
people on the team.” We laughed when he said “Grey is good” and I applauded when he 
said “Bald is better.” What he and all clients value is experienced talent applied without 
drama or waste. 

In this issue of Juicy Bits, we celebrate our continuing partnerships with long-standing 
clients and welcome new clients. We recognize the contributions of employees who have 
been with us fr om Day One and we show appreciation for the talented new individuals who 
have joined us. Together, we are stronger, better and brighter to meet the challenges and 
opportunities ahead.
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Branding the Right Way
by Ron Irons
Having been in the ad biz for over thirty years now (watching my hair recede over the 
cranial horizon), I have witnessed, created and participated in some extraordinary branding 
adventures. From the re-launch of Joe Camel and its inherent challenges to the modest 
marketing eff orts of small town tourism and economic development – big budgets, small 
budgets and everything in-between – I have seen good work and great results based on a client’s 
commitment to establishing a brand, communicating that brand and always, always continuing 
to build that brand.

So here’s a question: in the face of much evidence supporting the merits of branding, brand 
building and brand communications, why do some companies still not do it? Or if they do 
attempt it, why don’t they follow the process through to a well-executed end product?

I admire and respect anyone who has an idea for a product or service and spends sleepless 
nights and back-breaking days turning that dream into a reality. I fi nd extraordinary the 
courage it takes to make a leap of faith and build something fr om nothing. Unfortunately, over 
the course of my career, I have seen too many companies unwilling to take that same fervor and 
doggedness and apply it to creating or building a brand.

Those same companies seemed paralyzed by the thought of building a brand identity, and I 
have to wonder what it is they fear. Too much success? The budget? Or is it simply a fear of 
commitment? Budgets are, ultimately, fl exible. Commitment, however, is not.

Branding doesn’t just happen. It’s hard work – a mental obstacle course and an opinion 
gauntlet. But when done right, it’s well worth the eff ort. Remember though, a brand is not a 
logo. It’s not a press release, not an ad or a slogan. It is the culminated communication of a 
promise to the customer that is told, retold and delivered with consistent quality and relevance. 

Those companies who recognize the value of their brand – and invest the time and eff ort to 
support, build and sustain it – understand the importance a strong brand plays in being or 
becoming a leader in their industries. They have sought guidance where needed, oft en in the 
form of an agency – like RLF – which specializes in the art and science of communicating a 
brand, facilitating brand interaction and engagement, and essentially giving life to a brand. For 
those companies who aren’t afr aid to commit, to partner with experts, to share in the process 
and to make it a dialogue (because that’s what it’s supposed to be), they have chosen not just to 
brand, but to brand the right way. And for that they should be applauded. 

RLF Communications and the 
N.C. Medical Society Take Gold for 
Annual Report
Earlier this year, RLF Communications and our client North Carolina Medical Society 
(NCMS) were recognized with gold honors in the Annual Report category of both the 
Association TRENDS “All Media” and the Hermes Creative awards.
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Biscuitville Client Launches 
Rebranding Campaign & New 
Lunch Menu
by Steffany Reeve
This past spring, our Biscuitville FRESH SOUTHERN® client launched a series of rebranding 
initiatives to update its look and feel as it prepares to celebrate its 50th anniversary in 2016. 
We are excited to be Biscuitville’s strategic partner in helping to promote these momentous 
changes, including an updated logo, new signage and packaging, store renovations, a new 
website and an official name change. 

Coinciding with rebranding, Biscuitville recently launched a new chef-inspired lunch menu 
of authentically Southern, fresh-made sandwiches and sides that incorporates locally-sourced 
ingredients and offers unique twists to classic lunch fare. The company partnered with Chef 
Andrew Hunter, best known for his work with Wolfgang Puck, to create the new FRESH 
SOUTHERN lunch menu. During Chef Andrew’s recent visit to Greensboro, we secured two 
in-studio TV interviews: WGHP Fox 8’s morning news where he talked about the new lunch 
menu and demonstrated how to cook Biscuitville’s new Southern Fried Okra, and on WFMY 
News 2’s Good Morning Show. 

In addition to promoting Biscuitville’s new lunch menu to the media, we helped create 
billboard advertising, new wrap designs for its fleet trucks, and assisted with the production of 
testimonial radio ads – all incorporating the company’s new branding.   

Consumer & Lifestyle Practice 
Group Expansion 
by AK Brinson
The RLF Consumer and Lifestyle group is pleased to announce Camp Corral, Fuel in a 
Bottle Energy Shots and Cucalorus Film Festival as new clients.

Camp Corral is a free, one-of-a-kind, week-long summer camp for children of military 
service members. Since its founding, Camp Corral has grown to 20 camps in 16 states, 
and served over 4,000 children. Although any child from a military family is eligible, 
registration priority is given to children of wounded, disabled or fallen military service 
members.  Camp Corral is a 501 (c) (3) tax-exempt, nonprofit corporation.

Fuel in a Bottle energy shots are fast-acting, ready-to-drink power shots packed with 
essential B-vitamins providing a convenient on-the-go energy boost, and are being 
marketed throughout the Southeast in convenience and grocery stores.

Cucalorus is a five-day showcase of independent and international films based in 
Wilmington, North Carolina. The schedule pairs big name festival hits with a strong 
international program and a huge selection of shorts (more than 140 screened in 2013). 
RLF has been tasked with trade, local and national media relations for Cucalorus, and will 
utilize our Worldcom partners to share the Cucalorus story internationally. 

Growth in Financial & Professional 
Services Brands
by Michelle Rash
The Financial and Professional Services group of RLF has added several new clients in recent 
months, bringing on a variety of work, such as traditional media relations, branding, online 
marketing and advertising. New clients added to this practice group include:

Brooks Pierce is a comprehensive business law firm that prides itself on handling complex, 
often precedent-setting, legal issues. The firm has offices in Greensboro, Raleigh and 
Wilmington, North Carolina.

PBI Bank is the ninth largest bank in Kentucky by market share. Based in Louisville, 
Kentucky, it has 18 branches in 12 counties across the state.

UnityFISolutions, based in Charlotte, North Carolina, provides electronic payment and 
financial processing solutions to a variety of companies, with an emphasis on financial 
institutions. 

RLF Welcomes Three New Staff 
Members and Promotes Klahre
by David French
RLF has welcomed three new professionals to our team: Alyssa Bedrosian, Ross Pfenning 
and Adam Bowers as communications managers, and promoted Jennie Klahre to senior 
communications manager. 

Alyssa is a recent graduate of Virginia Tech where she received a bachelor’s degree 
in communication with a specialization in public relations. She was previously a 
marketing and public relations intern at United Way of Montgomery, Radford & 
Floyd counties in Virginia.

Ross joined RLF upon returning from two and a half years in Beijing, China, 
where he worked as a corporate marketing associate for an international 
translation and localization company. He graduated from Davidson College with 
a bachelor’s degree in East Asian Studies with a focus on the effect of Chinese 
culture on business management.

Adam first joined RLF as an intern in 2012, where he honed his communication 
skills on several professional services clients. Upon graduation from the 
University of North Carolina, he spent a year working for New York-based Bliss, 
a B2B marketing communication agency. At Bliss, he supported the media 
relations efforts for financial and professional services clients. 

We are also delighted to announce that Jennie Klahre has been promoted 
to senior communications manager in recognition of her outstanding 
contributions and capable leadership. Jennie joined RLF in 2011. 
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