
Benhaim PR x Miami 
Children’s Museum  

PR Case Study



Benhaim PR was hired to manage public relations for Miami Children’s 

Museum, a nonprofit educational institution and leading family tourist 

attraction in South Florida.

THE ASK

THE PROJECT:

� Media Relations: We handled all aspects of media relations, from 

pitching relevant media to preparing for interviews to follow-ups to fact-

checking�

� Key Objectives: The key objectives for the PR project were threefold�

� 1) Increase awareness of Miami Children’s Museum through targeted 

local, regional, and national media coverag�

� 2) Seek and create opportunities to tell the unique stories of Miami 

Children’s Museum and its offerings, balancing non-profit and 

revenue-generating element�

� 3) Establish long-term relationships with local South Florida media, 

encouraging consistent coverage of Miami Children’s Museum.



On the following pages, see the results achieved over a nine-month period.

Public Relations Project
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I M A G E  G O E S  H E R E



� Total Exposure: The combined pieces have a huge reach of around  

962 million, spanning local, regional, national, and international 

audiences. Key placements include Lonely Planet and CBS Miami�

� Miami Herald Highlights: We developed multiple avenues for 

coverage with target outlet the Miami Herald, from the Neighbors 

weekend column to connecting with the paper's top photo editor to 

send a photographer to key museum events�

� Broadcast Placements & Relationships: As local TV was a large 

focus for the museum, relationships were fostered with key reporters 

and producers. Highlights included a feature segment on popular 

Miami lifestyle show Deco Drive for the Roar & Explore with 

Dinosaurs exhibit launch and multiple airings of a segment on WPLG 

(local ABC affiliate) for a community celebration of life held at the 

museum�

� Partner Associations Coverage: We also sought out media coverage 

opportunities with partner associations, such as the Association of 

Children’s Museums (ACM) and the American Alliance of Museums 

(AAM). Those were particularly helpful for spreading the word about 

the Museum Playful Learning Collective (see page 5).

Media Placements Total Potential Reach

Broadcast PlacementsMiami Herald Placements

The Results

200+ 962M

9 62
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Placements ranged from local to 

regional to national outlets, 

including print, online, and 

broadcast.

Total combined potential 

reach of all media coverage 

secured.

Broadcast (local TV) was also 

a priority for the museum. 

Coverage was secured with 

multiple local networks.

A key priority was to secure 

multiple placements in the 

Miami Herald over time.
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Featured TV Clip: Roar & Explore with Dinosaurs 
Exhibit Launch on WSVN’s Deco Drive



Featured Campaign:  
Museum Playful Learning Collective
Building on its existing educational initiatives, Miami Children’s Museum launched the 

first national collective of museum-based preschools, the Museum Playful Learning 

Collective. We oversaw the PR strategy for the initiative, drafted a press release 

announcement, secured spokespeople from partner institutions, and pitched out the 

news to relevant publications.



We successfully secured coverage in the Miami Herald, a target outlet. Notably, the online 

version of the article included a link back to the webpage for the Museum Playful 

Learning Collective - a boon for SEO.



Additionally, we secured features in the two leading trade publications for children’s 

museums. We secured an announcement in the Association of Children’s Museums’ 

newsroom, and a guest blog post by the Museum’s CEO in the American Alliance of 

Museums’ blog. For the latter, we handled all aspects, including drafting, editing, fact-

checking, and securing imagery. The trade publication features were key for increasing 

awareness of the Collective among target audiences of other museums.



Readership: more than 6 million unique monthly visitors between the three sites

M I A M I  C H I L D R E N ’ S  M U S E U M  P R  C A S E  S T U DY  |  0 5



M I A M I  C H I L D R E N ’ S  M U S E U M  P R  C A S E  S T U DY  |  0 6



THE RESULTS
� 9X more advance ticket sales for the day of the workshop than a 

typical weekend da�

� Sold-out event; more than 75 children plus their parents attende�

� Media coverage secured in multiple local outlets, including Aventura 

Magazine, Axios Miami, CBS Miami, Time Out Miami, and mor�

� Opportunity to collaborate on a follow-up street art workshop for 

adults, bringing in another untapped audience to the museum


Strategic Alliance: Atomik 
Street Art Workshop 
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Recognizing an opportunity for unique programming that could appeal beyond the 

museum’s core audience of young children, we proposed a collaboration with popular 

Miami street artist Atomik.



With two children of his own and a strong local following (100K+ followers on Instagram), 

Atomik was a natural fit. We pitched and secured his interest as well as promoted the 

event to key local outlets.
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Working with Melissa and her team helped elevate visibility for Miami 

Children's Museum. Melissa's extensive background in hospitality and travel 

allowed her to approach PR with a unique lens, identifying mission-aligned 

opportunities and positioning the museum as a leading tourism attraction. 

They exceeded our expectations in securing targeted media coverage that 

significantly boosted visibility, from local highlights to national features. 

Their proactive media outreach was instrumental in ensuring the museum 

remained top of mind, adding value through consistent, impactful coverage. 

I would recommend Melissa and her team to travel and hospitality 

companies seeking a thoughtful, dedicated PR partner.

Former Director of Brand Content, Marketing & Public Relations, Miami Children's Museum

N ATA L I E  C O R VA C H O


