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I. Issue Statement  

The International Tap House (iTap) offers a unique pub experience for those who are 
twenty-one years of age and older. With a selection of five-hundred beers from around 
the world along with forty that are on a continual rotating tap line, iTap is truly a mecca 
for beer enthusiasts. The fun factor bonuses are the travel the world of beers via the iTap 
issued passport and rewards program, along with local and touring acoustical musicians 
who perform live on the weekends. The only element missing in this success story is an 
appealing food alternative, since there are no kitchen facilities on site.  
 
Currently, customers are welcome to bring food into the location. However, this is not 
necessarily the most convenient option. The “Co-Op Restaurant Campaign” will provide 
for an efficient and fun way to incorporate food into the facility for customers and 
employees while building positive community relations and promoting a responsible 
drinking experience.   

 
 

II. Objective  
 
Develop and promote a public relations campaign that aligns itself with the company’s 
brand of Selection and Unique while incorporating a third element of Convenience into 
the key messaging.   
 
 

III. Strategy 
 

Build positive community relations, promote responsible alcohol consumption  and 
provide a customer-friendly environment that accommodates for the lack of kitchen 
facilities at the International Tap House (iTap ) located at 161 Long Road  in 
Chesterfield, Missouri.   

 
 

IV. Campaign Overview  
 

Build partnerships with local restaurants near the Chesterfield iTap location that offer 
delivery services. Arrange for food to be provided to iTap customers while at the pub 
with no associated fees for delivery.  In exchange, iTap will promote the participating 
restaurants via the co-op and pairing specials announced weekly through iTap’s website 
and Facebook page.  Table tents will also be supplied to those restaurants in the co-op 
program as a means to launch the campaign; coupled with directing people where to 
obtain further details and to solicit a call-to-action for customers to participate.  

 
A written agreement drawn up by iTap’s legal counsel will establish the partnership 
parameters between both parties. The said agreement will include, but not be limited to, 
the following: (1) participation duration; (2) add or drop procedures; and (3) business 
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expectations that must be met by both parties to remain in compliance with the program 
and to be considered an active participant in good standing.   
 
 

I. Tactics 
 
The “Pairing Post” is a custom application created for iTap which enables customers to 
find the best choice of food from a co-op partnering restaurant to pair with a particular 
selection of iTap beer. The “Pairing Post” will not only have an online presence via 
iTap’s Facebook page and website, but it will also be made available on location through 
a specialized, interactive electronic device with a touch screen. These devices will be set-
up in various locations throughout the pub, allowing customers to conveniently interact 
with the application while visiting.  

 
The custom application will also give the user/customer the information needed to call 
the partnering restaurant and order the food they have selected to complement their beer 
choice.  The selected restaurant will then deliver the food to the customer at the 
Chesterfield iTap location with no delivery charge.   

 
Weekly Specials— On a weekly basis, iTap beer pairing specials highlighting a co-op 
restaurant of the week will be posted on iTap’s Facebook page, website and electronic 
device(s). If customers decide to go with the pairing “Special of the Week” they will 
receive a discount on their purchase.  
 
There are a few important items to note from a legal standpoint. Since the FB posts are 
done through a custom application, this assures iTap is in compliance with Facebook’s 
policies and regulations. Also, on all the platforms being incorporated into the program, 
the beer is being advertised with food and the promotions do not list an actual price or 
discounted amount. This meets the requirements of state and federal advertising laws for 
alcohol.  

 
Furthermore, before using the “Pairing Post” application, a user would have to click on a 
prompt verifying that he or she has read the disclaimer and are validating they are the age 
of at least twenty-one or older, per the legal drinking age in the State of Missouri.  

 
Print Media Supplement—Produce table tents that bring public awareness to the 
exciting joint venture between iTap beer enthusiasts and local restaurants. The print 
media will be predominantly displayed on table tops at iTap and at participating 
restaurants. The table tents will inform customers of the new “Co-op Restaurant 
Campaign” and “Pairing Post” feature while encouraging participation with a call-to-
action to follow the specials through the designated platforms. A QR Code consisting of 
iTap’s website URL will be printed on the table tents, as well.   
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V. Internal Promotions 
 
It is the responsibility of the manager and/or assistant manager to create an annual 
calendar of “Weekly Specials” that highlights specific iTap beers; pairing them with food 
selections from co-op restaurants. The “Weekly Specials” are to be updated and posted 
on all platforms by 10 a.m. every Monday morning.  
 
The manager(s) is also responsible for posting the calendar internally in an area that is 
accessible to all staff while keeping bartenders and servers verbally informed about the 
“Weekly Specials” in a timely manner.  In turn, the wait staff (bartenders and servers) is 
responsible for bringing awareness to the customers and promoting the campaign. 
 
This is to be done through the means of verbal communication by greeting customers and 
asking if they are aware of the promotion followed by offering customers any further 
assistance that may be needed. In addition, wait staff should ask customers it they would 
like to know about the “Weekly Special.”  

 
If the special is ordered, employees should ask the customer if his or her first name can 
be used to send out a Tweet announcing the order.  In the event a customer chooses to 
remain anonymous, then the text should be tweeted using the identifier of “guest” instead 
of a first name. When tweeting, the employee will incorporate the use of the hash tag 
#tapthisbrew. To enhance the amusement factor, once the Tweet is sent the employee 
toots a plastic whistle shaped like a bird as a humorous addition to the tweeting concept.   

 
Keep in mind, the approach from staff to customers throughout the process should always 
be one that is enticing, upbeat and fun— getting patrons involved as willing participants 
of the promotion, without inducing any sense of pressure, obligation or annoyance.  

 
As regular customers and/or curious new patrons engage in the interactive experience 
with staff, this should provide for an increase in the orders of the “Weekly Specials” and 
promote further participation in the “Co-op Restaurant Campaign”. The specials and 
pairing concept are also intended to entice customers to enroll in iTap’s passport (travel 
the world of beers) program with extra reward points added when a “Weekly Special” is 
ordered.   

 
Employees will be shown appreciation for their efforts by way of internal contests with 
prizes such as concert tickets, gift certificates for free massages, golf outings and other 
fun rewards.  Prizes will be issued on a monthly basis for the top three promoters of the 
campaign within each given month.  
 
The scores will be tallied per day by the number of sales of the “Weekly Specials” 
designated by each employee number and sales rings. A running tally of sales per person 
will be tracked on a white board in the manager’s office, so that staff can monitor their 
progress and generate a little friendly competition amongst fellow employees.  
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VI. Impact  
 

Consumer Relations—The campaign is intended to create an interactive element for 
customers that complements the iTap brand and key messaging of Selection, Unique and 
Convenience.  It’s a humorous play on words based on the SUC principle. People can 
order a cold beer and hot food at most any restaurant or bar. Coming to iTap isn’t just 
about acquiring food and drink. It is about having an exciting and unique beer experience.   

 
Community Relations—The “Co-Op Restaurant Campaign” builds bridges in the 
community and generates a mutually beneficial business arrangement while creating a 
positive experience and added-value services for customers. 
 
Employee Relations—The employee rewards facet of the campaign will assist in 
building morale and creating a fun, exciting, work environment where hard work is not 
only appreciated, but acknowledged. Moreover, happy employees generate a positive 
energy that provides the kind of atmosphere, which results in happy customers and repeat 
business.  

 
Financial Outlook— The campaign is projected to increase beer sales at around eleven 
percent over the calendar year by offering the convenience of food being delivered with 
the added bonus of no delivery charge. Customers will stay longer while enjoying a meal 
instead of visiting after eating elsewhere or leaving to go get something to eat. In 
addition, it is estimated that foot traffic will increase by around seven percent as it 
generates brand awareness and brings in new customers.  

 
 

VII. Recommendations for Action   
  

The proposed launch date for the “Co-Op Restaurant Campaign” is slated for Monday, 
June 4, 2012. All staff will be trained two weeks prior to this date. The campaign is 
scheduled to run for an entire calendar year. Several months prior to the end date, a 
review will be conducted. Any changes or revisions deemed necessary will be 
implemented at this time.  

 
VIII. Rationale 

 
With the downturn in the economy over the last couple of years, there has been a 
decrease in foot traffic and sales. By providing the added-value services to customers 
through the “Co-Op Restaurant Campaign” it solidifies the iTap brand experience of 
Selection, Unique and Convenience. In addition to increasing iTap sales and employee 
morale, the campaign will also build positive community relations through the mutual 
support of local businesses. This provides a win-win scenario for iTap, the customers, the 
employees and the community.  
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IX. Rationale Continued 
 
The costs to implement the said campaign requires an estimated investment of  $200 for 
the print expense of table tents and around $5,500 for the interactive custom application 
and devices with a total projected cost of $5,700. The increase in customer traffic and 
sales should easily offset this expense within six-months after the campaign has 
launched; ultimately resulting in an estimated increase of profits by seven to nine percent 
overall by the end of the first calendar year.   
 


