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 Procter & Gamble: "Thank You Mom“ 
This year's campaign shows athletes' mothers helping them through times of 
stress, cheering them along, and supporting them. There are clickable links that 
takes viewers to a web page where they can send a personalized thank-you note to 
their own moms.  



Panasonic UK: #Superfans 
 

All the fan photos posted with the 

hashtag … #Superfans was posted 

on a dedicated webpage on Team 

GB's official site, and Panasonic 

UK offered extra incentives like 

Twitter contests. 
 

 

 



http://files.ifea.com/Awards/2016Pinnacles/2016IFEAHaasandWilkersonPinnacleAwards
PowerPointPresentation.pdf 

#1 AWARD WINNING WORK – Gold Medal Quality 



Follow the Gold to Award Winning Websites 





#2 CONTINUE TO THINK DIGITALLY 

Creating interactive moments in which the guests become your 
advertising through their own social media … This is more powerful 
than traditional advertising! 



#3 INTIMATE EXPERIENCES 

Follow the Crowd to an Intimate Setting or  

VVIP Experience 





#4 BORROW FROM THE BIG GUYS 



About the 100th Running Host Committee 
The 100th Running Host Committee of the 
Indianapolis 500 presented by PennGrade 
Motor Oil has been organized to help ensure 
this monumental moment in sporting and 
Hoosier history reaches as many people as 
possible. The Host Committee includes 
twelve full committees and forty sub-
committees with hundreds of enthusiastic 
community volunteers. These individuals will 
work together to foster pride in our state’s 
signature event and give all Hoosiers a 
chance to participate in festivities 
surrounding the 100th Running. The Host 
Committee is an offshoot of the 500 Festival, 
working in tandem with the Indianapolis 
Motor Speedway and the Indianapolis Motor 
Speedway Hall of Fame museum. 
 



#4 BORROW FROM THE NEWS MAKERS 

And MEDIA FAVORITES 



#5 MAKE IT YOUR OWN – Unique Experiences 



Grand Rapids, Michigan Chinese Lanterns Artscape 

https://www.youtube.com/watch?v=2jrBMlOZNnM 







#6 FIRE, WATER or BOTH 



#7 Unique Programming = INCREMENTAL REVENUE 





Unique Programming 

Red Bull Ice Crashers  



#8 UNIQUE PROGRAMMING CAN BE LOCAL  

(& 3
rd

 Party) Here in VA … Knocker Ball & Silent Disco 



Gather - Celebrate a Small Tradition 



Gather – Antares Rocket Launch 



#9 KEEP DOING ANYTHING TASTING 

Craft Beer Tasting (& Wine … & Bourbon) at everything but Children’s Festival 



#10 KEEP DOING ANYTHING TASTING 

With Celebrities and Experts 

THE SPAMERICAN TOUR 
   

Try Chef Chris Kyler's Cajun Boudin Balls “SPAM® Style” at the Bayou Boogaloo Cajun 

Festival, and meet him in person Sunday, June 26th, anytime from 12PM - 4PM.  

Chef Chris Kyler received culinary training while in the Navy, where he was known for his 

charisma and slick sense of humor. Chef Chris is most known for his appearances on Cutthroat 

Kitchen and Food Network Star, where he was a finalist of the tenth season. 



#11 TASTING CAN BE HEALTHY 

Healthy Menus & Allergy Free 



#12 GUEST EXPERIENCE Over-size 

More than guest relations … 



#13 GUEST EXPERIENCE – Sponsor Activation 

No more lead generation … Pitchfork Music Festival “Case Study" 















#13 (Cont.) GUEST EXPERIENCE – Inexpensive Fun 

Selfie Spots, Digital Scavenger Hunts … 

 



#14 SURPRISE & DELIGHT .. Rainworks Seattle 



Pima Air & Space 



Paint By Numbers Mural 



Sharing in Each Other’s Equity 

Can be small, organic and thoughtful 



Drones and Jetskis 



#15 Customized Fundraising, Friends of the Smokies 



As Caty Burgess, senior vice president for media strategies at the CW television 
network, said, “Is the question, ‘What is an ad?’ or ‘What isn’t an ad?’” 

#16 FUTURE OF SPONSORSHIP 

 
1. Continued customization … REACH, PASSION, ENGAGEMENT! 

 
2. A 2nd touch-point / viewing platform / second screen (such as a screen or 

device or both) 
 

3. More & deeper branded content (think about TV shows that have product 
placement and brands / services within the show) “Goose Island IPA has signed on to 

sponsor our hit series ‘Casual’ and integrate into the show,” Mr. Naylor said. And in the current 
season of “The Mindy Project,” he added, “not only does Mindy fall in love with her new Microsoft 
Surface Book, but she also gets to escape the city in her newly designed Lexus RX.” 

4. Sponsors need to speak directly to our audiences 
 

5. Expanded shared equity (sharing in social media) 
 

6. Sponsors also need to own their own content (Can it turn into good video?) 
 

7. Wearable technology, ie, wristband or watch 
 

8. Don’t go back … sell value & impact and not guilt! 

http://www.imdb.com/title/tt4577466/
http://www.imdb.com/title/tt2211129/


Future of Sponsorship 

This is a classic article from the New York Times from earlier this year talking about the changes in advertising to stand out from 

the clutter of traditional ads, digital media, ad blocking etc. Branded content is the new direction, and it has implications for 

event and sports marketing.  

 

In the early days of sports marketing beer and tobacco brands "owned" certain events, like Winston Cup Racing, Virginia Slims 

Tennis, Budweiser Power Boat Racing, etc. Now there are too many sponsors and media alternatives. The best events are 

those that are owned, like Red Bull with its extreme events, the Dew Tour for Snow and Skate boarding. We can do the same 

with our events … 
 

Jim Andrews of IEG has addressed this in saying it takes more than just sponsorship rights dollars. Corporate sponsors must 

work hand in hand with properties to develop unique and own notable content.  

Branded content is not the only technique advertisers are trying. They are also creating 
emojis, posting on Twitter, creating Instagram videos and dabbling in virtual reality 
platforms. On the traditional advertising side, some networks are showing fewer 
commercials and offering advertisers the opportunity to sponsor programming. 
NBC, for example, announced last month that it was planning to cut about 30 percent of 
the ads from episodes of “Saturday Night Live” next season and allow advertisers to create 
original segments. Turner, which is part of Time Warner, and Viacom, which owns MTV and 
Comedy Central, have also said they plan to reduce the amount of commercials on their 
cable networks. 

http://www.nytimes.com/2016/02/27/business/media/tv-networks-recast-the-role-of-commercials.html
http://www.nytimes.com/2016/02/27/business/media/tv-networks-recast-the-role-of-commercials.html
http://topics.nytimes.com/top/reference/timestopics/subjects/s/saturday_night_live/index.html?inline=nyt-classifier


More Good Stuff – Other Notables 



Future of Sponsorship 

(It still has to be a Win-Win-Win) 



Future of Sponsorship 

(It still has to be about passion  

and making the connection) 

Fans love football and the NFL, 
but what they really invest in 
emotionally each week is their 
individual team. That’s why, while 
we have created NFL team-
specific logo cans before, this 
year we decided to do something 
different. We worked closely with 
our 28 NFL team partners to 
create the new 2015-2016 Bud 
Light team can designs that 
include individualized messages 
that speak directly to each team’s 
passionate fan base. 





FORBES MAGAZINE 
Unique Activations By Sponsors Make Fans The 
Big Winner At The College Football Playoff 
National Championship Game 

The Championship Tailgate held outside of AT&T Stadium in the hours leading up to the 
College Football Playoff National Championship Game provided sponsors an opportunity 
to engage with college football fans in unique ways.  For instance, in the months leading 

up to the game, Keurig sponsored a “What Do You Do While You Brew?” 
video series featuring Emmitt Smith.  Included in the video series 
was a sweepstakes, through which entrants were given an 
opportunity to win a free trip and tickets to the game. 
The winner of the sweepstakes, Mike Stumpf, from Staten Island, New York, says that he 
was “dancing” when he learned that he won.  The day of the College Football National 
Championship Game, Stumpf not only got to meet Emmitt Smith, but also competed 
head-to-head with him in minute-to-win-it games.  While tossing K-Cup packs into a 
basket during one such game, the New Yorker was clearly enjoying the experience as he 
cajoled the Pro Football Hall of Fame player and gavem him a hard time when he wasn’t 
making shots.  ”The experience has been great,” Stupf said. 



While many events during the College Football Playoff were scaled for larger 
crowds, others had a greater focus on hospitality.  For instance, College 

Football Playoff national sponsor, Northwestern Mutual, hosted the 
Northwestern Mutual Taste of the Championship.  The event 
celebrated cities related to the College Football Playoff, by bringing 
together 18 chefs from North Texas, Columbus, Eugene and the 
cities which will host the College Football Playoff in future 
years.  These chefs created food and drink options which guests 
were invited to sample. 



1. Shareable Unique Experiences 
The Bridgestone Fan Gallery, gave fans the opportunity to watch the media and celebrities in action with behind the 

scenes access.  Bridgestone’s Punt, Pass and Kick allowed fans to test their skills. 
 

2. Create Opt-In, Value-Add Experiences 
Create experiences that include activities your guests would pay extra to experience. Then secure a sponsor for those 
experiences.  People gladly paid $5 for the opportunity to climb one of the seven wonders at The Grand Canyon 
Experience.  Always a fan favorite, the $35 NFL Experience offered dozens of activities for fans of all ages, from arts 
and crafts to testing your agility with NFL like drills. 
 

3. Everyone Invited Experience 
There were plenty of VIP parties and events before and after the Super Bowl. There were also activities open to all 
including: 
Free concerts and autograph signing. 
Free Tostitos and Papa John’s pizza. 
Bud Light Beer Garden. 
Attendees want to connect. Keep sponsors involved in specialty lounges, tech charging areas that include tables and 
couches for networking and food.  
 

4. Offer Some Unexpected Sponsorships 
Cancer Treatment Centers of America distributing sunscreen and information on preventing cancer.  Mexico Tourism 
featuring 360 degree photo opportunities, sand sculptures and augmented reality technology where guests flew 
through Mexico City. 
 

5. Extend the Sponsorship Runway 
Doritos Crash the Super Bowl crowdsourced their television commercials. Fans submitted a video …Then the public 
voted on their favorites through January 28th. Ten finalists were featured on the website. Two aired during the game. 
 

https://azsuperbowl.com/verizon-super-bowl-central/grand-canyon-experience/
https://azsuperbowl.com/verizon-super-bowl-central/grand-canyon-experience/
http://www.nfl.com/superbowl/49/events/attractions
https://crashthesuperbowl.doritos.com/finalists
https://crashthesuperbowl.doritos.com/finalists


#17 BONUS MATERIAL 

And the homestretch … 



Peter Kageyama 



Who are the stakeholders and  

co-creators needed to bring your 

ideas to life? 

 

 

We are  

the connectors! 

 

Harborfest 40
th

 Anniversary 

“Original” Creative Class  

connected to the  

“New” Creative Class 



Good Terms, Names & Quotes 

Inspiration Village 
 
Experience something you have never experienced 
 
Include your area code in the name of an event 901-Fest for Memphis in May 
 
Surprise and Delight 
 
Civic Play – Civic Play connects people to places 
 
Co-Creators 
 
Find yourself by losing your way 
 
 For good sponsorship / sports marketing buzz words: 
http://www.sportsbusinessdaily.com/Journal/Issues/2016/03/28/In-
Depth/Roundtable.aspx 
 
 
 

http://www.sportsbusinessdaily.com/Journal/Issues/2016/03/28/In-Depth/Roundtable.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2016/03/28/In-Depth/Roundtable.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2016/03/28/In-Depth/Roundtable.aspx


Good Terms, Names & Quotes 

“Bring the Happy” 
 
See people as individuals with common goals 
 
Build partnerships  - bond communities 
 
Bring stakeholders together 
 
Conduits of positive change 
 
 



October 20, 2016 

AT&T Waives Overage Charges for Businesses Affected by Hurricane Matthew 

Dear Valued Customer: 

For business customers in communities impacted by Hurricane Matthew, we will not 

assess wireless overage charges where allotments for voice, text and/or data were 

exceeded during the period 10/9/16 – 10/16/16, including any overage charges that 

may have been incurred through the remainder of this billing period.* We 

understand the importance of keeping your business connected and hope this 

brings a little peace of mind in this time of rebuilding. 

*IMPORTANT: Customer location and usage waiver will be based on account billing 

address. 

For more information about your area, please visit att.com/matthewupdate. 

Thanks for trusting your business to AT&T. 

Sincerely, 

AT&T Business Services  

Good Leadership = Good PR 

(Do the things you do NOT have to do) 

http://customernotifications.att-mail.com/r/SBMTChmkA46RNwARMpd.htm
http://customernotifications.att-mail.com/r/SBMTChmkA46RNwARMpd.htm


Celebrating Anniversaries 

Your Own & Others 

100th Anniversary of the Indy 500 
 
100th Anniversary of the Parks Service 
 
 



On The Role Of Sponsorship In Michelob Ultra’s Growth 
Light beer posts 17 percent year-over-year increase in dollar sales, due in part to the Rock ‘n’ 
Roll Marathon Series, PGA Tour, 13. 1 Marathon Series and other partnerships, with more 
deals on tap. 
Our goal is always to bring new consumers into the franchise to accelerate the growth that 
we’ve seen. Michelob Ultra’s sponsorships allow us to get product in hands via on-site 
sampling and authentically align the brand with sports and recreational activities that 
resonate with our target consumer who leads an active lifestyle and focuses on well-being. 
Authentically connecting with consumers is the basis of each of our sponsorships. For 
instance, runners train for months for races, and we want Michelob Ultra to be the beer 
that’s there at the finish line as they celebrate their hard work and accomplishments. 
In our marketing, we’ve shifted from physical, hard-core athletic imagery to more casual, 
recreational sports which makes us a more universally attainable brand. 
We recently announced a partnership with American Hiking Society to celebrate the great 
outdoors with the Superior Trails program, around which we will award philanthropic grants 
that allow for the refurbishment of trails in need. 
This is part of the shift that you’ll see in our  
and advertising this year—we’re still targeting  
athletes, but we’re taking a slightly more casual tone  
by focusing on more recreational activities  
like hiking, kayaking and golfing. 



Someone is going  
to do something 
sensational today,  
why can’t it be you?!?! 
 


