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 For my semester project I decided to do a grand opening of a new nightclub in New York City 

called Pure Seduction.  I want to go into entertainment PR so this was the perfect thing I could have 

done for my project. 

I.  Research (Fact Finding)  

 Pure Seduction is a new nightclub in New York City that is owned by Alexis Kaiser.  The club is in 

a huge venue and books many celebrity appearances and performances.  The club is also available to 

rent out for special private functions. 

 For this PR campaign I promoted the grand opening event of Pure Seduction which took place 

on Dec. 31, 2010 for a New Year’s Eve kickoff party.  The event was booked after only a week after we 

started taking reservations and it was very successful.   

 To prepare for the grand opening I wrote a news release, a public service announcement and a 

fact sheet to get the word out about Pure Seduction and to make the grand opening a success.  I also 

produced a brochure, posters, pictures, institutional advertisements, flyers and a media kit to gain more 

publicity for Pure Seduction.  All of these things seemed to work out well as there were over 1,000 

people in attendance at the New Year’s Eve grand opening event. 

 Our target audiences that we want to reach to take interest in Pure Seduction are people from 

New York City and surrounding areas 21 and older.  Anyone over the age of 21 can come to Pure 

Seduction but I believe our main focus group is individuals 21 – 32 years old.  We want everything about 



Pure Seduction to be modern and appealing to young adults.  To attract our audience we offer 

reservations, bottle services, private rentals, VIP packages, celebrity appearances, weekly specials and 

more. 

 Right now we have a very small staff in our public relations department since we are a relatively 

new business.  We have the director of public affairs, Jessica Richards as well as two PR assistants- 

special events coordinator Marcy Emerick and marketing coordinator Vicky Cassar.  With the help of this 

great team we have been very successful with promoting Pure Seduction and our events have gone 

great. 

II.  Action (Planning) 

 During this PR campaign there was a situation that came up that I had to deal with aside from 

the grand opening event.  Pure Seduction had hip hop superstar Drake scheduled to perform March 19 

at the venue and it was a sold out show.  Unfortunately Drake suffered injuries while performing at his 

show on March 13 and his performance at Pure Seduction had to be cancelled. 

 Pure Seduction does not want to disappoint our loyal patrons since Drake is unable to perform.  

We are working to come up with a solution to fix this problem and to keep our customers happy.  We 

are working hard to reschedule Drake’s performance and if not we will either refund the ticket costs or 

schedule a new performer.  We also will still have the club open that night and all ticket holders will 

receive half-off all drinks to compensate them for the concert cancellation. 

 We are issuing a speech about Drake’s performance being cancelled in hopes that the public will 

understand.  At Pure Seduction we are dedicated to doing whatever it takes to remedy this situation and 

keep our customers informed and satisfied.   



 During this campaign we also had to do a lot of planning for a sweet 16 birthday party.  15-year-

old Jaimie Marie from Los Angeles, California wanted to rent out the club for her 16th birthday party on 

April 6, 2011.  She was being featured on the MTV show “My Super Sweet Sixteen” so we had to prepare 

for camera crews to be filming at Pure Seduction.   

 For Marie’s birthday we had a lot of planning to do.  First, her birthday was on a Wednesday 

which is normally a night that Pure Seduction is open to the public.  We had to plan in advance and 

make sure to get the word out that on that Wednesday Pure Seduction would not be open for regular 

business. 

 For the birthday party we had to hire extra clean-up crews, servers and a caterer.  We had to 

make sure we had the resources to hire the extra help but that cost was covered by Marie’s family so it 

did not affect our budget.  We also had to hire extra security for the event to ensure that there was no 

underage drinking occurring. 

 We also had to have people come into work Tuesday to help prepare for the event to be had on 

Wednesday.  Our staff at Pure Seduction also was in contact with Lil Wayne’s agent and got him booked 

for Marie’s birthday. 

 All of this planning required extra help from all of our staff but did not cost us extra money as 

Marie’s family agreed to pay for all extra costs. 

Below is a list of the communications devices used throughout this campaign to reach the 

people of New York and to keep them updated on everything Pure Seduction. 

III.  Communication  

Communications Device Date Public(s) Summary 

1. News Release Dec. 1, 2010 People of New York City The news release 



and surrounding areas 
ages 21+ 

announces that Pure 
Seduction will have its 
grand opening event on 
Dec. 31 for New Year’s 
Eve and to call for 
reservations 

2. Feature Jan. 1, 2011 People of New York City 
and surrounding areas 

The feature story tells 
about the grand 
opening of Pure 
Seduction and how 
successful it was 

3. Photo and Caption Immediate Release People of New York City 
and surrounding areas 
ages 21+ 

The photo with caption 
is a photo of the 
interior of Pure 
Seduction to entice 
people to come see it 
for themselves 

4. Public Service 
Announcement 

Dec. 1 – Dec. 30, 2010 People of New York City 
and surrounding areas 
ages 21+ 

The public service 
announcement is a 30 
second radio 
commercial advertising 
that grand opening of 
Pure Seduction on New 
Year’s Eve 

5. Speech March 14, 2011 People who purchased 
tickets for the Drake 
concert to be held at 
Pure Seduction 

The speech is to inform 
the public that the 
Drake concert 
scheduled for March 19 
is cancelled due to 
injuries Drake suffered 
from his recent concert 

6. Publication Immediate Release People of New York City 
and surrounding areas 
ages 21+ 

The publication is a 
brochure on general 
information about Pure 
Seduction.  It includes 
information on weekly 
specials, celebrity 
appearances and more. 

7. Newsletter Feb. 1, 2011 People of New York City 
and surrounding areas 
ages 21+ 

The newsletter is the 
February edition.  It 
informs readers about 
the New Year’s Eve 
party that occurred last 
month as well as 
upcoming events and 
celebrity appearances 

8. Letter (From Club March 13, 2011 Drake’s Public Relations The letter is from Alexis 



Owner) Representative  Kaiser, the owner of 
Pure Seduction to John 
Lewis, Drake’s PR rep.  
It is about Drake’s 
recent injuries and talks 
about possibly 
rescheduling the 
performance 

9. Poster Immediate Release People of New York City 
and surrounding areas 
ages 21+ 

The poster features 
multiple pictures of 
Pure Seduction and the 
normal hours of 
operation.  There is also 
contact information to 
make reservations. 

10. Institutional 
Advertisements (2) 

Immediate Release for 
first one, Second one to 
be released Feb. 1, 
2011 

People of New York City 
and surrounding areas 
ages 21+ 

I have two institutional 
ads.  The first one is 
reminding our patrons 
not to drink and drive 
and also features our 
taxi and limousine 
service for their 
convenience.  The 
second institutional ad 
that goes out Feb. 1 is 
just wishing our patrons 
a Happy Valentine’s Day   

11. Special Event (A 
detailed outline of 
plans) 

March 20, 2011 Pure Seduction Staff The special event 
outline is for a sweet 16 
birthday party.  It is an 
outline of the costs, the 
staff we will need, the 
food we will have and 
the preparation that 
needs to take place for 
the event. 

12. Fact Sheet Immediate Release People of New York City 
and surrounding areas 
ages 21+ 

The fact sheet is a 
general information 
sheet about Pure 
Seduction 

13. Media Kit Immediate Release People of New York City 
and surrounding areas 
ages 21+ 

The media kit contains a 
calendar of upcoming 
events for January, a 
facebook page and a 
twitter page 

14. Your Choice- Flyer  Immediate Release Women of  New York 
City and surrounding 

The flyer is for anyone 
who is interested in 



areas ages 18+ becoming a Pure 
Seduction girl.  It talks 
about the requirements 
of the position and 
contact information for 
those interested in 
auditioning 

 

IV.  Evaluation 

 Overall I think this PR campaign for Pure Seduction was very successful.  Our PR team handled 

everything very well including the grand opening event, the unfortunate cancellation of the Drake 

concert and Jaimie Marie’s sweet 16 birthday party. 

 For the grand opening event it was more successful than we could have ever imagined.  Over 

1,000 guests attended as well as many celebrities.  Great news articles and reviews were written about 

Pure Seduction soon after the event and our popularity instantly grew.  After the New Year’s kickoff 

party we became booked solid for weeks in advance. 

 When the Drake concert unfortunately was cancelled I think our team also handled that very 

well.  We let the public know as soon as we heard the news and we immediately took steps to solve the 

problem.  We offered half-price drinks as compensation for the cancellation and we did eventually get 

to reschedule Drake’s performance.  When the performance was rescheduled we also managed to have 

Nicki Minaj perform with Drake when she was not originally scheduled to.  Many people were pleased 

with the revised concert and the addition of Nicki Minaj to the performance. 

 Jaimie Marie’s sweet 16 was a really great opportunity for us to showcase Pure Seduction on 

national television and gain popularity.  MTV aired the episode on the show shortly after the party took 

place and almost immediately after we were getting phone calls from all over the country inquiring 

about reservations at Pure Seduction.  We had already established a great reputation in New York City 

but after that we became nationally recognized.  


