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MAIN ST. 
FORT WORTH

ARTS FESTIVAL
WELCOME LETTER

June 6, 2011

Dear Grand Pinnacle Review Committee,

We are pleased to present our Grand Pinnacle Report in support of our submission 

for the Grand Pinnacle Marketing Award, sponsored by the International Festivals 

and Events Association.

The MAIN ST. Fort Worth Arts Festival’s ongoing success is a direct result of 

thousands of volunteer hours, hundreds of thousands of dollars of sponsorship 

support, and a firm backing from a vibrant and forward-thinking community.  This 

report hopefully captures the essence of our program and we are proud to submit it 

to one of the top associations in the country.

Thank you for everything you do to help festivals and events throughout the 

international community.  We stand ready to help and support the organization in 

any way possible in the future.

Our highest regards, 

The MAIN ST. Fort Worth Arts Festival Team

John C. Downie, CFEE

Director, Festivals and Events

Kari Brantley

Production and Program Coordinator

Festivals and Events
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INTRODUCTORY INFORMATION
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INTRODUCTION
A. PURPOSE/MISSION

The mission of MAIN ST. Fort Worth Arts Festival is to produce a free, high-quality, 

annual arts festival that promotes the diversity, vibrancy and life of Downtown Fort 

Worth; to promote the qualities of Downtown to regional and national audience; and 

to contribute to the overall quality of life for Downtown Fort Worth residents.

In the 1980’s, this incredible revitalization was in the very early stages and 

prominent citizens planned a celebration of the arts to herald the coming of 

spring and the beginning of the city’s rebirth called Festival Fort Worth held for 

the first time in 1984.  Now the city is has come alive with activity, events and 

people, while the 26th Annual MAIN ST. Fort Worth Arts Festival has become the 

city’s most beloved event of the year and the largest free, four-day visual arts and 

entertainment festival in the Southwest. The community ideals behind MAIN ST. 

represent what is best about America—the past and the present, and the ability to 

realize and celebrate their dreams for the future.

Our 26th annual event in 2011 fulfilled in more ways than possible the original goal 

of this event: changing perspectives and enhancing the quality of life of Downtown. 

We continued the incredibly successful “Collector’s Club,” to drive even more 

revenue, sales and “buzz” for the artists on the street. We also enhanced our very 

popular iPhone app which allowed our patrons another way to “get connected.” 

We are also working to meet the challenges the economy continues to bring to 

us.  While Fort Worth continues to experience a “boom” in some ways due to 

the discovery of the Barnett Shale, an extensive natural gas deposit extending 

underneath Fort Worth and throughout this area, there are additional expenses for 

producing the event and for the artists who form the backbone of our success.  How 

do we anticipate these challenges and lay the groundwork to succeed in the next 

quarter century?  And continue to produce a top ten U.S. event?  These questions 

and more are part of our ongoing process to bring a quality of life experience to 

everyone in the Fort Worth community, and continue to feature Fort Worth from a 

travel and destination perspective.

“ The community 

ideals behind MAIN ST. 

represent what is best 

about America...”



6D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

INTRODUCTION
B. EVENT HISTORY

26 YEARS AND RUNNING!

The MAIN ST. Fort Worth Arts Festival (MAIN ST.), Fort Worth’s most honored event, 

celebrates its 26th year on April 14-17, 2011. MAIN ST. presented by Coors Light 

and produced by Downtown Fort Worth Initiatives, Inc., hosts tens of thousands of 

people annually during the four-day visual arts, entertainment and cultural event. It 

showcases a nationally recognized fine art and fine craft juried art fair, live concerts, 

performance artists and street performers on the streets of downtown Fort Worth, 

stretching nine blocks on Main Street from the Tarrant County Courthouse to the 

Fort Worth Convention Center.

The prominence of Fort Worth’s Old West history is evident on nearly every corner 

of the city. However, Fort Worth has grown by leaps and bounds in the area of arts 

and culture. And for the past 26 years, MAIN ST. has acted as a major gateway to 

Fort Worth’s cultural growth. Historically, “where the west began,” MAIN ST. now 

escorts Fort Worth in thriving culture by welcoming and bringing together people 

from all sides of life-the cowboys and the artistic mavens.  The event traces its 

beginnings to the early 1980s when the City of Fort Worth set in motion a campaign 

of urban revitalization in the Central Business District. As momentum began to build, 

businessman Robert Bass spearheaded the initial effort in 1986 to create an event 

showcasing the attractions of the city’s reawakening downtown core.

Mr. Bass and other prominent civic leaders envisioned a multi-faceted festival that 

would transform downtown into an outdoor gallery and concert stage on an early 

spring weekend. That first MAIN ST. Fort Worth Arts Festival was a three-day event 

involving 140 artists, 60 performance groups and 600 volunteers. Attendance was 

approximately 80,000.

Twenty-six years later, downtown Fort Worth is a thriving, 24-hour live-work-play 

environment. The MAIN ST. Fort Worth Arts Festival, meanwhile, has followed a 

parallel trajectory, evolving into the biggest and best-attended event of its kind in 

the Southwest. Art Fair SourceBook and The Harris List, two authoritative reference 

works on the American art-show circuit, each recently ranked MAIN ST. as #3 

among the many hundreds of events they review nationally. The Harris List also 

rates MAIN ST. as the best festival in Texas.

“ The prominence of Fort 

Worth’s Old West history 

is evident on nearly every 

street corner in the city.”
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INTRODUCTION

              2010               2011

Revenues:  $1,933,000  $2,007,000

Expenses: $1,833,000 $1,720,000

Net:              $100,000           $287,000

400,000 (es t imated)

Producer, contract

Production Assistant, part time

Production Coordinator, part time

Marketing and PR firm, contract, 2 people

Entertainment Manager, contract

Production Manager, contract

Operations Manager, contract

16 - Member Festivals and Events Committee (vision, policy)

65 - Member Event Steering Committee (operations, management)

1,500 - Volunteers staffing all areas of the event

Volunteer demographics match our overall event demographics, with a diversity of 

cultures, ages and gender working tirelessly behind the scenes to make the arts festival 

a success.  

Age:

16 - 25: 19%;  26 - 35: 30%; 36 - 54: 34%;  51 - 64: 15%; Over 64: 2%

Income: 

Majority (56%) earn over $50,000 per household

Ethnicity:

Caucasian: 58%; Hispanic: 22%; African American: 12%; Other: 8%

APRIL 14 -  17, 2011

1984

Produced by Downtown Fort Worth Initiatives, Inc., a 501(c) 3 charitable organization and 

sister corporation to Downtown Fort Worth, Inc., a 501(c) 6 membership organization.  

MAIN ST. was founded in 1986 to revitalize downtown, and draw focus and attention to 

business, residential and retail opportunities throughout the central business district.

G. EVENT DATES: 

C. REVENUES/ EXPENSES :

D. EVENT ATTENDANCE:

E. STAFF:

I .  INCORPORATION DATE:

F. VOLUNTEERS AND 
DEMOGRAPHICS:



8D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

INTRODUCTION

224 fine artists (rigid jury process, 

1,600+ applicants (record number of 

applicants)

Founding partner of Zapplication.org, an 

extensive artist online application   

system servicing over 210 events around 

the U.S.

Fifth successful year of mentoring 

neophyte artists with our Emerging Artists  

Program.

An estimated $5.0M of art sold over four 

days.

Three stages of entertainment 

($200,000 budget) 

Sundance Square Stage, UT Arlington 

Performing Arts Stage, Green Mountain 

Energy Company Stage 

DFW Musicians Union contributes 

$55,000 from Musician’s Trust Fund for 

300 hours of entertainment.

National entertainment featuring Bettye 

LaVette, Definitely Maybe, The Flash,  Keb’ 

Mo’, Better Than Ezra, Chinese Acrobats 

of Hebei, Doyle Bramhall, Rosanne Cash, 

Ozomatli, Brave Combo, Cienfuegos

Street entertainment and activities.

“Collector’s Club,” sponsored by 

Frost Bank, bringing over $20,000 of 

additional revenues to artists exhibiting 

at MAIN ST. while developing another 

great social event within our larger 

festival.

Enhanced environmental programs 

Including a complete carbon offset for the 

89 tons of carbon generated by the festival 

through wind energy provided by Green 

Mountain Energy, composting sessions 

and more.  TRWD provided free, filtered 

water to emphasize a, “Conserve Water,” 

message and to save plastic bottles.

MAIN ST. Creates! presented by CHASE 

(youth, kids activities).

Over 25,000 youth served over four days.

“Growing Young Artists Program,” 

presented by XTO Energy.

200 artists ages 7 to 17 created and sold 

art, an extension of our nurturing young 

artists program.

Twelve professional artists conducted 

on-site seminars in schools throughout the 

Fort Worth community.

XTO Energy Skybox viewing area for 

sponsors and guests.

Extensive networking environment for 

supporters, stakeholders and sponsors.

Continuation of “Off MAIN” program 

to extend MAIN ST.’s reach into the 

Downtown community.

Fifteen different venues throughout Fort 

Worth, including lectures, seminars, 

entertainment, theater, symphony concerts, 

exhibits.

30 juried food providers.

Coors Light, Specialty Beers, Coca Cola, 

Dr. Pepper and Pepsi products, frozen 

and non-frozen Margaritas, Mojitos.

“Wine Experience,” featuring the 

wines of the Downtown winery, “times 

ten cellars.”  Tastings throughout the 

weekend sold out.

H. TYPES OF ACTIVIT IES INCLUDED UNDER FESTIVAL/EVENT UMBRELLA:
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INTRODUCTION
SUPPORTING INFORMATION
Volunteer Management Teams

DFWII Festivals & Events 
Advisory Committee
Dr. Marie Holliday, Marie A. Holliday, DMD 
Enterprises, Chairwoman
Marilyn Ackmann, Atmos Energy
Larry Anfin, Coors Distributing Company
Becky Renfro Borbolla, Mrs. Renfro’s Foods
Gary Cumbie, Tarrant County College 
District
Carlos De La Torre, Oncor Electric Delivery, 
(Retired)

Staff & Volunteer Event Steering 
Committee
Amy Bearden, Manager, MAIN ST. Creates!
Judy Beaumier, Manager, Entertainment
Michelle Beniak, Production Assistant, 
Staff
Christine Boren, Manager, Volunteers
Brittany Boren, Committee Member, 
Volunteers
Barbara Blaisdell, Committee Member, 
Merchandise
Kari Brantley, Production Coordinator, Staff
Paul Brockway, Assistant Manager, 
Barricades and Access
Claire Brunner, Coordinator, Website 
(Enilon)
Claire Bloxom, Manager, Media Relations
L.D. Carroll, Manager, Grounds 
Maintenance
Sandi Cochrum, Manager, Artist Resources 
Marshall Cochrum, Committee Member, 
Logistics
Jaime Cox, Committee Manager, Artist 
Resources
Justin Curtis, Product Manager
Carlos DeLaTorre, Manager, Merchandise
Jay Downie, Festival Director and Producer
Charlie Duvall, Manager, Warehouse and 
Environs

David Dubois, Fort Worth Convention and 
Visitors Bureau
Elizabeth Falconer, Position by Design
Marilyn Gilbert, Fort Worth Chamber of 
Commerce
Tracy Gilmour, Sundance Square 
Management
Stan Kennedy, Hilton Hotel Fort Worth
Doug Harman, At Large

Dana Ford, Committee Member, Artist 
Resources
Marge Fransted, Manager, Artist 
Resources, Jury
John Gantt, Manager, Operations and 
Security
Kris Gantt, Manager, Concessions, Jury 
Compliance
Larry Gantt, Manager, Communications
Gabby Garbarino, Manager, Community 
Service Coordinator
Gretchen Gause, Manager, Logistics
George Gonzales, Manager, Hospitality - 
EMT
Mary Gonzales, Manager, Hospitality - EMT
Courtney Hall, Manager, Media/Advertising
Gary Hammer, Manager, Beverage 
Operations
Pat Hammer, Committee Member, 
Volunteers
Tyrone Hodges, Committee Member, 
Hospitality
Reggie Mandoni, Committee Member, 
Hospitality
Tina Mantz, Manager, Artist Resources - 
Hosts
Rhonda Matherne, Committee Member, 
Artist Resources

M.C. Henke, Frost Bank
Leo Kinney, Cash America International
Ronny Region, Hotel Association of Tarrant 
County
Dick Ruddell, Fort Worth Transportation 
Authority, Past Chairman
Barbara Stone, Fort Worth Convention and 
Visitors Bureau
Lynda Tiedtke, Providence Title Company

 

Kim Matthys, Manager, Merchandise
Meghan McLean, Committee Member, 
Beverage
Robbie McMeans, Manager, Hospitality
Donnette Moseley, Manager, Customer 
Relations
Robert Munoz, Committee Member, Block 
Captains
Rene Murphy, Manager, Media Relations
Glenda Patterson, Assistant Manager, 
Hospitality
James Phillips, Manager, Finance
Alex Reeves, Manager, Block Captains
Carol Reeves, Manager, Concessions
Larry Reeves, Manager, Communications
Larry Rippin, Assistant Manager, Logistics
Laura Sanchez, Manager, Logistics
Mike Shambaugh, Assistant Manager, 
Beverage and Logistics
Gretchen Stephens, Assistant Manager, 
Entertainment
Carol Wassman, Committee Member, Artist 
Resources
Jack Wassman, Assistant Manager, 
Community Service
Shirlee Wilkinson, Assistant Manager, 
Customer Relations
Cathy Wilson, Assistant Manager, Artist 
Resources
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INTRODUCTION
SUPPORTING INFORMATION

Fine Ar ts  Showcase

FINE ARTS AND CRAFTS 
The “heart and soul” of our festival is the Fine Arts and Crafts showcase. Under the 

white tents stretching along Main, patrons found an enormous range of artworks 

– from sculpture to paintings, from the dramatic to the whimsical.  This year 

was extremely successful, with over $5 million dollars in art sold in what many 

considered to be a down economy.

HOW ARE THE ARTISTS SELECTED? 
Each year, our Artist Selection Jury undertakes the very difficult task of choosing the 

very finest artists from a large pool of applicants. Over two days in November of last 

year, the 2011 jury – Carol Benson, Bill Campbell, Chris Dahlquist, Pam Skersick 

and Pam Summers – worked hard to bring a diverse group of talented artists. Many 

people want to exhibit at MAIN ST., and there’s stiff competition to land a spot here. 

Of the 1,491 total applicants, only 221 were chosen to be Exhibiting Artists. The 

excellence and exclusivity of MAIN ST. is a big reason why our festival is regarded 

as one of the nation’s premiere fine art and fine craft fairs. The Harris List ranks 

MAIN ST. as the #1 show in Texas, among the top five in the Midwest region and 

#6 in the nation. The Art Fair SourceBook also named MAIN ST. the #6 show in the 

nation, out of 1,000 total fairs. 

MAIN ST. AWARD WINNERS
On Thursday, April 14, the Exhibiting Artists were judged by a group of art 

professionals and supporters. On Friday morning, April 15, the jury announced the 

2011 Award Winners, recognizing the standout artists at the festival. These were 

the artists who exemplified the quality of work, booth display and customer service 

we strive to present at MAIN ST. A total of $10,500 in cash was awarded to our Best 

of Show artist, Best Emerging Artist and seven Merit Award winners. The award winners 

were also invited to attend the 2012 festival without going through the jury process.

 

AWARDS OVERVIEW
Best of Show (1) receives a cash prize, award banner and statue, along with an 

invitation to return to next year’s show and waiver of application fee.

Merit Winners (7) receive a cash prize and award banner, along with an invitation 

to return to next year’s show and waiver of application fee.

Best Emerging Artist (1) receives a cash prize and award banner, along with an 

invitation to return to next year’s show and waiver of application fee.

Juror Awards (14) receive an award banner, along with an invitation to return to 

next year’s show and waiver of application fee.
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INTRODUCTION
SUPPORTING INFORMATION

Fine Ar ts  and Craf t s

2011 ARTIST AWARD WINNERS

Best of Show

Mimi Damrauer - Fiber, Booth 810

Merit Awards

Marvin Blackmore – Ceramics, Booth 606

Teresa Honeywell, Mixed Media, Booth 424

Lynda Ladwig, Ceramics, Booth 304

Ayala Naphtali, Jewelry, Booth 726

Harry Roa, Jewelry, Booth 526

Victoria Varga/Daniel Brouder, Jewelry, Booth 472

E. Douglas Wunder, Jewelry, Booth 804

Best Emerging Artist

Thomas Diel, Sculpture, Booth 353

Juror Awards

Michael Brown, Digital, Booth 624

Richard Curtner, Mixed Media, Booth 607

Randy Dana, Photography, Booth 468

Marilyn Endres/Eucled Moore, Wood, Booth 319

Renee Engebretson/James Engebretson, Glass, Booth 709

Elizabeth Frank, Sculpture, Booth 422

Luis Enrique Gutierrez, Ceramics, Booth 504

Carol Hearty, Leather, Booth 310

Ginny Herzog, Painting, Booth 704

J.D. Hillberry, Drawing/Pastels, Booth 625

Christy Klug, Jewelry, Booth 517

Seung Lee, Graphics/Printmaking, Booth 316

Viviana Santamarina, Fiber, Booth 437

Jeffrey Zachmann, Metalwork, Booth 507 
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INTRODUCTION
SUPPORTING INFORMATION

Enter ta inment Programs

MUSIC ON MAIN 

MAIN ST. Fort Worth Arts Festival (MAIN ST.) surveys 26 years in music—from icons 

Bettye LaVette, Better Than Ezra, Keb’ Mo’ and Ozomatli--in its 2011 Music on 

MAIN schedule of live concerts.

“We’re celebrating 26 years of Music on MAIN with the soundtrack of a quarter 

century,” Dr. Marie Holliday, Entertainment Committee chair for festival producer 

Downtown Fort Worth Initiatives, Inc., said. “The music schedule is a retrospective 

of audible art with a range that encompasses institutions of the music scene as well 

as new voices.”

MAIN ST. jams with live music daily on three stages at the 26th annual festival April 

14-17. Follow the full concert line-up, including local bands and festival favorites, at 

www.mainstreetartsfest.org.

ROCK

Better Than Ezra: Everyone knows Better Than Ezra . With hits like “Good” and “A 

Lifetime,” their a million-selling band that fills out venues coast to coast and enjoys 

a legion of fans so faithful they’ve dubbed themselves the Ezra Lites. Today, Better 

Than Ezra continues to produce great new music.

Doyle Bramhall: Bramhall has been an integral part of Texas music for over 40 

years, beginning with his first band, The Chessmen, who opened for Jimi Hendrix in 

1968. He was also in the Night Crawlers with Stevie Ray and Jimmie Vaughan, and 

contributed several songs to Stevie Ray’s classic solo albums. Bramhall has also 

released critically acclaimed solo albums.

BLUES

Keb’ Mo’: Singer-songwriter and guitarist Keb’ Mo’s music is a living link to the 

seminal delta blues that traveled up the Mississippi River and across the expanse of 

America before evolving in to a universally celebrated art form. He is a three-time 

Grammer winner for “contemporary blues album” and his songs have been covered 

by such artists as: B.B. King, Wynonna, Joe Cocker, Buddy Guy, Robert Palmer and 

Tom Jones. 
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INTRODUCTION
SUPPORTING INFORMATION

Enter ta inment Programs

JAZZ 

Joe Bride: Not even blindness can stop vocalist/keyboardist Joe McBride. His status 

as one of today’s most popular, contemporary jazz musicians is rooted in a solid 

foundation of talent. As a teenager McBride contracted a degenerative eye disease 

and eventually lost his eyesight, but his passion for music was never impaired. 

In 2009 he added to his impressive discography with the release of Lookin’ for a 

Change. 

DEFIES CLASSIFICATION 

Ozomatli is known for their extraordinary array of musical styles; a notorious urban-

latino-and-beyond collision of hip-hip and salsa, dance hall and cumbia, samba 

and funk, Jamaican ragga, and Indian raga. In their 14 years together they have 

gone from hometown heros in Los Angeles to being named U.S. State Department 

Cultural Ambassadors.

LATIN & TEJANO 

Latin Express: This sensational band from Fort Worth has been on the musical 

circuit for more than 30 years. Led by brother Carlos and Leo Saenz, Latin Express 

Band has racked up many accolades over the years, including the “Little Joe y La 

Familia Lifetime Achievement Award.”

COUNTRY 

Rosanne Cash: Cash is one of America’s pre-eminent singer/songwriters and the 

keeper of an extraordinary family legacy as the eldest child of Johnny Cash. Over 

the past 30 years she has recorded 12 albums and has had 11 #1 singles. In that 

time she has navigated her own path between country and rock, roots and pop, 

writing songs that are finally-wrought vignettes, both highly personal and 

universally appealing.
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INTRODUCTION
SUPPORTING INFORMATION

Enter ta inment Programs

PERFORMING ARTS 
MAIN ST. has amused and amazed guests for over a quarter century, and 

entertainers at its 26th annual show carry on that tradition with performances 

ranging from Chinese acrobatics rooted in centuries of tradition to shows that raise 

the mundane to art forms.

ACROBATS OF HEBEI CHINA 
As much athletes as entertainers, the Acrobats of Hebei China trained from 

childhood to perform Chinese acrobatics under the direction of Hou Chunyan, 

whose credits include work with Cirque du Soliel. Chinese acrobatics have been 

handed down like traditions, and acrobats’ vivid costumes and authentic props add 

a touch of theater to their amazing, athletic art form. Highlights include Chinese 

Poles, a highly technical acrobatic number described in drawings dating back more 

than 1,000 years, Martial Arts and the comical Chinese Lion performance.

THE GIZMO GUYS
The Gizmo Guys have amazed and amused audiences around the world. Their rapid 

fire act exhilarates and inspires sidesplitting laughter in audience members of all 

ages. 

DAVID HALL
Magic Dave’s award-winning performances are full of high energy, witty comedy 

and mind blowing miracles. He is so popular, he typically books over 350 

engagements a year.

THE CHECKERBOARD GUY
The go-anywhere, do-anything, comic daredevil, the Checkerboard Guy’s career 

has spanned more than two decades and four continents. His antics will leave you 

laughing in the streets!

ROBERT FROEHNER MUSICAL SAW
He had lessons in piano, organ, clarinet, and bassoon, but North Texas virtuoso 

Robert Froehner is self-taught on the instrument that made him a featured 

performer with symphony orchestras: the Craftsman saw. Froehner’s musical 

saws range from a 16-inch “piccolo saw” to a 36-inch “bass saw,” all hardware-

store models ordinary except for the sound Froehner coaxes from them. Wikipedia 

describes the musical saw sound as “an ethereal tone, very similar to the sound 
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INTRODUCTION
SUPPORTING INFORMATION

Map and Enter ta inment Schedule
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REQUIRED QUESTIONS
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QUESTION 1
REQUIRED FOR SUBMISSION

Sect ion A  (Update) 
Sect ion B (Resu l t s )

1. WHAT DID YOU DO TO UPDATE/CHANGE THE 

EVENT FROM THE YEAR BEFORE?  WERE THE UPDATES 

AND/OR CHANGES SUCCESSFUL?  PLEASE PROVIDE 

MEASUREABLE RESULTS AND EXAMPLES.

OVERVIEW

2011 marked a year of continuing success, and exceeded all expectations.  Crowds 

were large, artists were extremely pleased and our audience (and new audiences) 

came out in light of the economic outlook.  Fort Worth continues to stay ahead of 

the pack in terms of its economic outlook.  2011 was an excellent year.

UPDATES

1. iPhone App re-introduced and improved upon

2. Art on Tour student curated exhibit, incorporated into an Art Auction Tent

3. H2O To Go! stations sponsored by Tarrant Regional Water District

4. Updated restroom facilities made possible by unique city/event partnership
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QUESTION 1
UPDATE 1: iPHONE APP

UPDATE 1: RE- INTRODUCTION OF THE IPHONE APP

As we continue to look for ways to connect with our visitors, and connect our 

visitors with our artists, we felt this was the year to re-introduce and improve upon 

an already successful iPhone application specifically for MAIN ST.  

RESULTS: 

The app was downloaded over 7,500 times, each with an average utilization 

of 30 times during the festival.  This resulted in well over 225,000 

impressions during the event.  Artist comments included references to 

the app’s use by customers to bring them directly to their booth(s) for art 

purchases.

The application is designed in “real-time,” meaning the app is directly connected to 

the main website database, and does not need to be updated in order to provide the 

user with the latest artist and entertainment information. Our new iPhone app, along 

with its connection with our web of social media communities and an interface 

with its home on the web, helped continue the path towards connecting a broad 

audience with the 26th annual downtown art festival, and brought about a state-of-

the-art experience.

The continuing enhancement of our social media communities making everyone feel 

a part of the show’s story, as well as the desesign of our website to be even more 

relevant and socially media-friendly, continued our web enhancement programs.

The technology allowed guests to share their experiences throughout MAIN ST., 

and the iPhone app gave our patrons new ways to get a buzz going around one of 

the most anticipated events of the year.  The iPhone app is single best tool is one 

that connects to an audience in real-time while they are at the Festival, almost like 

having a guided tour the festival.

We also freshened up the website, opened it up and made it extremely interactive. 

Patrons could contribute content as well as consume it, thanks to a social media 

interface that offered the best of both web generations.

“ ...the iPhone app gave 

our patrons new ways 

to get a buzz going 

around one of the most 

anticipated events of 

the year.”
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QUESTION 1
UPGRADE 1: iPHONE APP

Suppor t ing In format ion  

Connected di rec t  to 
websi te for  cons tant

updates  
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QUESTION 1
UPDATE 2: ART ON TOUR
and ART AUCTION TENT

UPDATE 2: ART ON TOUR/ART AUCTION TENT
The MAIN ST. Fort Worth Arts Festival, with the support of Chesapeake Energy Corporation 

and in conjunction with the art apprentices of the Fort Worth Independent School District, has 

presented the Art on Tour Collection Outreach Program over the past four years.  Students 

from the Fort Worth ISD’s Art Apprentice Program from 2007 through 2010 defined a theme, 

researched art from the Festival’s participating artists, then negotiated and purchased the art 

for the purpose of developing a collection to showcase to the community.  This collection was 

curated and showcased throughout Fort Worth by these students.

The program culminated in 2011 in the new Art on Tour Art Auction Tent.   Patrons were 

able to browse our collection of art and place a bid on their favorite piece. The Art Auction 

Tent was open 10am to 6pm each day of the festival and had an average of over 1000 

people visit daily.  At the conclusion of the event those with the winning bids were contacted 

by the festival.  

RESULTS: 

This was a wonderful way to collect art at a value price, and resulted in over $20,000 

of new funds for the Festival!

The Art on Tour Collection consists of original works of art acquired from the 2007 through 

2010 Festival’s participating artists.  Each year’s collection provided exposure to the visual 

arts in an accessible, non-threatening setting and introduced the public to various art forms 

through exhibition of original artwork through a series of presentations throughout Fort Worth.  

The Art on Tour Program has been VERY effective, and has been an extremely valuable 

experience.  It has been well run and organized in a very comprehensive way, with students 

involved in making all aesthetic decisions about the collections as well as all expenditures. The 

students use higher level thinking skills to accomplish the task of acquiring each collection that 

follow the theme that they choose. The students grew in the area of critical thinking skills and 

use real world work experience and allwed the students to experience the “business” of art and 

art festivals. The installations for the four years’ of “Art on Tour” collections were accomplished 

in an effective and cohesive way, and the Art on Tour Tent was very successful financially.

The exhibits themselves have been seen by thousands throughout Fort Worth, and have been 

placed, often by the students, in art centers, art galleries and libraries to fulfill the original goal 

of bringing art to the community by the youth of the community.  

Over 14,000 people viewed these exhibits throughout the community over the past four 

years, bringing a new audience to the arts festival.

“ ...the (Art Auction Tent) 

resulted in over $20,000 

of new funds for the 

Festival!”
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QUESTION 1
UPDATE 2: ART ON TOUR

Suppor t ing In format ion
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QUESTION 1
UPDATE 3: H20 TO GO!

UPDATE 3: H2O TO GO!

The MAIN ST. Fort Worth Arts Festival joined forces with the Tarrant Regional Water 

District to present one of the most comprehensive environmental programs in the 

country.  Together, we are making significant strides in terms of reducing our carbon 

footprint, and are introducing yet another initiative designed to bring attention to 

a growing issue in Tarrant County - water conservation.  TRWD presented FREE 

WATER stations, encouraging thinking towards everyone’s goal to “Save Water. 

Nothing can replace it. 

Four stations were located conveniently throughout the Festival site.  Patrons were 

asked to bring their own water bottles and fill them up, or they would have the 

option to buy an aluminum water bottle at the festival for for only $8, refillable at 

any time. 

The stations featured Fort Worth’s nationally reknowned municipal water dispensed 

using a state-of-the-art U/V filtration system provided by a company in Canada.  

These dispensing units were trucked down to Fort Worth, and set up in booths, 

branded and promoted.  The service tubing was pre-cooled using tubs of ice, 

meaning the water was refreshing from the first draght.  

RESULTS

12,000, 8 ounce servings of “H2O!” were delivered to patrons during 

the Festival, removing over 500 cases of plastic bottles from circulation.  

Additionally, 1,000 souvenir aluminum bottles (reuseable) were sold, resulting 

in a revenue stream of $8,000, further offsetting the cost of the program.  

Customer complements and facebook postings about the availability of 

free water added to the goal of improving customer service and amenities.  

Finally, our soft drink and water sales volume increased over 20% from 2010, 

which translated means the free water did not negatively affect our overall 

revenue stream.

“ 12,000, 8-ounce 

servings of H2O were 

delivered to patrons...

removing over 500 cases 

of plastic bottles from 

circulation.”
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QUESTION 1
UPDATE 3: H2O to GO!

Suppor t ing In format ion



24D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

QUESTION 1
UPDATE 4: RESTROOM UPGRADE

UPDATE 4: RESTROOM UPGRADES

In partnership with the City of Fort Worth, the MAIN ST. Arts Festival was able 

to upgrade our portable restroom amenities to include 100% availability of air-

conditioned restroom trailers featuring running water and flushing toilets.  With the 

city’s help we were able to directly connect in to the city waste water and sewer 

system through manholes in the streets using a designed and fabricated manhole 

connection system (fabricated free by the City of Fort Worth), thereby alleviating the 

need to pump out the units during the Festival.  

Our problem in the past with these trailers has been the low capacity of the 

holding tanks - they would often overflow before they were able to be pumped.  

This necessitated use of individual, portable units (over 150 of them), distributed 

throughout Downtown - unsightly and problematic for our Downtown stakeholders, 

residents and businesses.  Additionally, the individual portalets caused patrons to 

try and seek out restrooms in our Downtown businesses - another concern which 

we ultimately needed to address.  

RESULTS: 

Through this unique partnership with the City of Fort Worth, for the first time we 

were able to bring high-end, restroom trailers onto the property to enhance the 

experience of our Festival Goers.  We wouldn’t normally list restrooms as an 

update for an award of this nature; however, the positive effects of this 

program were demonstrable and real, and provided a considerable boost to 

our customers’ amenities and overall satisfaction.

This resulted in a 400% increase in our positive comments from 2010 to 

2011 about the quality of the event, improved the overall look of Downtown 

by eliminating over 100 portable units and caused a dramatic drop in the use 

of indoor restrooms by the general public.

“ ...the positive effects 

of this program were 

demonstrable and 

real, and provided a 

considerable boost to our 

customers’ amenities and 

overall satisfaction.”
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QUESTION 1
UPGRADE 4: RESTROOM UPDATE

Suppor t ing In format ion
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QUESTION 2

2. WHAT MAKES THE EVENT STAND OUT IN TERMS OF A 
INTERNATIONALLY RECOGNIZED EVENT?
The MAIN ST. Fort Worth Arts Festival has a 26 year history of success, and, most 
importantly, of achieving the specific results of changing perceptions of our Downtown.  
Our business plan is clear, our structure is strong, our product is of the highest-quality 
attainable and our amenities continue to improve.  We are professionally run, with a clear 
communication to our Downtown stakeholders in terms of the manner and method of 
producing the event, reducing our negative impact on how business is run Downtown, while 
providing a $19M economic impact over a four-day period.  In essence: MAIN ST. makes a 
difference to the City of Fort Worth from both an economic standpoint and a quality of life 
standpoint.  

The event traces its beginnings to the early 1980s when the City of Fort Worth set in motion 
a campaign of urban revitalization in the Central Business District. As momentum began to 
build, businessman Robert Bass spearheaded the initial effort in 1986 to create an event 
showcasing the attractions of the city’s reawakening downtown core.

Mr. Bass and other prominent civic leaders envisioned a multi-faceted festival that would 
transform downtown into an outdoor gallery and concert stage on an early spring weekend. 
That first MAIN ST. Fort Worth Arts Festival was a three-day event involving 140 artists, 60 
performance groups and 600 volunteers. Attendance was approximately 80,000.

Two decades later, downtown Fort Worth has become a thriving, 24-hour live-work-play 
environment. The MAIN ST. Fort Worth Arts Festival, meanwhile, has followed a parallel 
trajectory, evolving into the biggest and best-attended event of its kind in the Southwest. 
Art Fair SourceBook and The Harris List, two authoritative reference works on the American 
art-show circuit, each recently ranked MAIN ST. as #1 (Harris) and #3 (Art Fair SourceBook) 
among the many hundreds of events they review nationally. The Harris List also rates MAIN 
ST. as the best festival in Texas.

We are consistently held in high-esteem by both our patrons and by our artists, who 
are perhaps the most difficult to please of them all.  There is tremendous competition 
throughout the international community with regard to quality events, festivals and 
programs, and MAIN ST. has been fortunate to have had the leadership, guidance and 
support of the business community, as well as a staff and volunteer team who won’t let 
“good enough” be part of our mantra.  Everyone on the team, from staff to volunteers to 
vendors, works to bring the highest quality experience possible to the Metroplex, and to 
those who travel here from throughout the country. 
 
Our heart and soul goes into producing the MAIN ST. Fort Worth Arts Festival for the benefit 
of Downtown.  Our mission revolves around a quality experience by both out participants and 
our patrons.  We feel our program has achieved the pinnacle of success in our community, 
and we are pleased to share this experience with others.  

“ MAIN ST. makes a 

difference to the City of 

Fort Worth from both an 

economic standpoint 

and a quality of life 

standpoint.”
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QUESTION 2
Suppor t ing In format ion

Economic Impact Resu l t s  -  3 Years

Economic/demographic indicators 2009 2006 2003

Overall direct and indirect economic impact $21,778,023 $18,121,632 $19,710,173

Total sales tax to state $1,583,267 $1,686,168 $1,582,269

Total sales tax to city $383,822 $408,727 $383,580

Spending per day (visitors) $88.06 $76.72 $59.66

Spending per day (locals) $41.24 $48.70 $32.93

Total spending per day on site ‐ visitors $1,363,444 $1,190,329 $1,762,527

Total spending per day on site ‐ locals $13,171,976 $15,125,437 $10,694,288

Total spending per day in the region ‐ visitors $3,163,761 $2,284,921 $5,735,167

Total spending per day in the region ‐ locals $1,403,079 $1,658,226 $930,178

Total spending per day in the region ‐ vendors $88,856 $79,482 $56,852

Number of days with significant rain fall 2.0 1.5 0.0

ANendance 390,000 385,000 430,000

Local aNendance 91% 90% 82%

Visitors  9% 10% 18%

Visitors who came from over 50 miles 36,510 40,336 76,983

Number of aNendees who visited mulRple Rmes 220,034 198,811 262,114

Locals that would have leS the area (no fesRval) 56,417 43,304 46,995

Money that would have leS the area (no fesRval) $8,318,689 $6,737,427 $6,315,484

Individuals that aNended in groups 95% 78% 87%

Groups who aNended with children 47% 51% 27%

ANendees older than 36 51% 57% 64%

ANendees younger than 36 49% 43% 36%

ANendees that spent at least 2 days at the fesRval 49% 52% 41%

ANendees who have aNended at least 3 previous fesRvals 61% 53% 57%

ANendees with college degree 47% 44% 54%

ANendees with household income greater than $75,000 37% 39% 35%

ANendees who arrived in private car 72% 71% 81%

Average number of hours spent at the fesRval 4.54 4.86 4.29

Zip code with highest number of visitors 76116 76116 76116

Zip code with second highest number of visitors 76133 76133 76137

Zip code with third highest number of visitors 76102 76132 76110

Source: Economic Impact of Main Street Fort Worth Arts FesRval, Birchhill Enterprises 2003, 2006 and 2009
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QUESTION 3

3.WHY SHOULD THE EVENT WIN THE IFEA 

GRAND PINNACLE AWARD?

We have been fortunate enough to win the Grand Pinnacle Award for the MAIN 

ST. Fort Worth Arts Festival, and we absolutely value and covet this award for a 

number of reasons.  The Grand Pinnacle Award matters.  This award is a significant 

recognition of the hard work put into not only the event but into our core mission 

and belief, and it sends a strong message to our own business community that 

we work hard to excel at what we do, and care for the product we put forward 

to our patrons, our stakeholders and our supporters.  The Grand Pinnacle Award 

underscores the fact that we are a quality event, and are perceived as such among 

our peers.  

We continue to put time, money and effort into improving our product for all our 

constituencies, and have demonstrated this through the past several years.  Our 

business plan has been strengthened, and our approach to our community is one of 

shared vision.  Downtown Fort Worth is a great community – and MAIN ST. shines 

the light on our Downtown assets each and every April.

Winning the Grand Pinnacle Award in the past has provided the gravitas needed 

to help us solicit and maintain sponsor and stakeholder support, recognition and 

backing.  With the International Festivals and Events Association’s World Conference 

being held in Fort Worth, it is our goal to bring this award home to our communty 

and have worked towards this goal throughout the year.

“The Grand Pinnacle 

underscores the fact that 

(MAIN ST.) is a quality 

event, and are preceived 

as such among our 

peers.”
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ADDITIONAL REQUIREMENTS
 & SUPPORTING MATERIALS
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A. PROMOTION AND MARKETING CAMPAIGN
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A. PROMOTION & 
MARKETING 
CAMPAIGN

CAMPAIGN EXECUTIONS OVERVIEW

2011 Proved to be another successful year for the MAIN ST Fort Worth Arts 

Festival. Pinkerton Design and Concussion Advertising were able to bring exciting 

new elements to the Marketing Program through innovative design and innovative 

marketing tactics. Collateral was expanded so that every detail in the Festival – 

from booth signs to lapel pins – had a clean, consistent look.

The 26th MAIN ST. Fort Worth Arts Festival opened and closed with record-

setting days, all supported by print, broadcast, internet and radio advertising and 

promotion, as well as earned media coverage across a 60-mile radius in one of the 

nation’s top-five media markets.

For the 2011 show, Pinkerton Design and Concussion Advertising reinterpreted 

award-winning advertising and marketing concepts that have established the brand 

for the North Texas region’s best-loved arts festival, and has given each year’s 

show a fresh look that is nonetheless instantly recognizable as the festival’s own.  

Creative carried through all aspects of the event – from advertising and booth signs 

to t-shirts and signature apparel, even lapel pins.

Marketing Tactics included:

Consistent creative across all media, from outdoor to apparel.

Increased collateral materials.

Print and outdoor advertising, including newspaper and magazine insertions as well 

as outdoor boards and bus benches.

Interactive Advertising featuring Facebook, Twitter and You Tube as well as other 

publication’s web sites.

Introduction of social media networking, a new iPhone Application and a completely 

redesigned website.

Media coverage that spanned a 60+ mile radius with numerous references in Print, 

Internet, Radio and Television.

Specialty items available for purchase at the Festival that keep the brand visible 

year-round.
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How our media impact has progressed through the years:

To amplify the success of the 2011 Arts Festival, Pinkerton Design increased 

the amount of collateral produced from years past in order to create buzz for the 

event. Ranging from specialty items to promotional posters, the collateral was both 

extensive and beneficial to the event.

Collateral included:

Direct Mail

Friends of the Festival mailing

Downtown business and residence mailing

Volunteer/Poster/Mailing

Posters/Banners

Commemorative Poster (2 versions to 

celebrate our 26th Year)

Promotional Poster

Skybox Tickets

Vouchers, Coupons

Collector’s Club vouchers

Official Program Guide

Sponsors only as advertisers (no external 

advertising)

MAIN ST. map

Complete list of Artists, alphabetically and 

also by medium

Entertainment Schedule

Specialty/Merchandise

Lapel Pin

Masthead Template

Shirts and wearables

Bags

Additional Promotions

Artist Invite

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: COLLATERAL



33D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

PRINT

The following pages provide examples and details of the Print Marketing Campaign. 

Print started running in January in various magazines and newspapers. Details of 

the Print ads are listed under each publication.

One of the main keys to the MAIN ST. media plan was a comprehensive print 

advertising schedule in various publications.  These publications targeted the 

art-buying demographic, as well as music aficionados and the general public.  The 

marketing effort began in November with design and copy-work, and commenced 

in January at the completion of the holiday season.  A print presence continued 

through the event’s conclusion.

Various print ads were designed, including a full-page ad promoting art, music, 

a call for volunteers, and the new additions to the 2010 festival.  Various 

demographics and diverse audiences were targeted with a series of art ads, a 

music ad and a Hispanic music ad.  Each ad kept the theme and ran in publications 

in Fort Worth, Dallas and Austin.

D Magazine and the Star-Telegram were each print sponsors for MAIN ST.

10,928,190 total print impressions were received, for a total value

 of $111,178.

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: PRINT 
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TELEVISION

Creative roared into motion for the 26th annual MAIN ST. Fort Worth Arts Festival’s 

television public service campaign.  Concepts evolved from static print and outdoor 

execution into a medium that added sound and movement.  The campaign set 

pulses racing in anticipation of the festival, courtesy of a broadcast schedule 

donated through the local CBS affiliate’s participation as a media sponsor, as well 

as the availability of YouTube.

Concussion Advertising created an incredible, :30 second spot to provide an 

extremely high retention rate.

The spots were produced by CRM Studios on a pro-bono basis.

CBS 11 - Total ads:  82

20 in the 5p – 7p News/Wheel window

15 in the 5p – 1130p window.

Promotion for the “On the Road” newscasts exceeded 34 additional ads promoting 

MAIN ST.

TXA 21 - Total Ads: 68

25 in the 7p – 11p window

TXA 21 and CBS 11 broadcast their news live from the Arts Festival all four 

days of the event.  

Continuous coverage and promotion of both the activities, events, arts and 

entertainment throughout over 10 hours of broadcast coverage resulted in 

tremendous value-added coverage.  MAIN ST. facilitated the on-site location and all 

interviews, CBS/TXA produced the sho

6,956,120 total television impressions were received, for a total 

value of $99,197.

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: TV
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SOCIAL MEDIA
2010 – 2011 brought about an incredible surge in online, social and interactive 

advertising.  For the purposes of our award submission, we are combining the 

interactive (online advertising and promotion) with our social media advertising 

(Facebook, Twitter and YouTube).  As advertising mediums change with technology, 

so have the goals and objectives of our overall marketing and media strategies 

changed.  

Viral email blasts through the Fort Worth Star-Telegram and advertisements 

on a number of online sites, including Star-Telegram.com, Pegasus.com and 

FWWeekly.com, brought about significant awareness and recognition.  Additionally, 

e-blasts were sent to close to 5,000 names on our “Downtown Fort Worth Views” 

e-newsletter, including all of the major downtown stakeholders and DFWI members, 

as well as to 1,230 subscribers in our “MAIN ST. Newsletter” database.  

The social sites developed included Facebook (9,000 fans), Twitter (1,000 followers) 

and YouTube.  Facebook became an integral part of our immediate messaging and 

provided a way to instantly inform the public about the festival for free.  These 

services keep an ever increasing wired populous up-to-date about the festival, 

while providing an avenue for fans to discuss their experiences before, during and 

after the festival.  Constant monitoring of the social service sites allowed us to 

immediately hit trouble spots throughout the festival, including adding shuttle buses, 

cleaning restrooms and in one case even responding to a first aid incident.  

Twitter was used as a specific, “get here now,” messaging tool.  YouTube was 

used to collect Flip Video clips from volunteer filmmakers during the event.  This 

generated a tremendous amount of buzz about the event itself. 

Banner-ads were placed on Star-Telegram.com promoting the festival.  Finally, 

the MAIN ST. website was completely re-designed to incorporate new technology, 

design features and copy-points, making it a viral part of the festival, and a “must 

see” element prior to coming to the event.  Internet advertising heralded the 

festival’s approach and served as the closure in the marketing campaign.  A blitz 

schedule proved surprisingly cost-effective and targeted a wired audience that is 

tough to sell through traditional media.

633,403 total individual Web page views were received, for a 

total value of $92,663.

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: SOCIAL MEDIA
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WEBSITE AND IPHONE APP

The Festival website was completely redesigned and reached an incredible number 

of viewers.  Most of the page views were focused on the popular artist pages, but a 

significant number of views were received of our sponsor and entertainment pages 

as well.

Additionally, we initiated an iPhone Application to place real-time data in the hands 

of our on-the-ground customers and patrons.  The initiation of this program resulted 

in over 7500 downloads, using the app an average of 30 times each, further 

broadening our MAIN ST. brand and spreading the impressions among thousands of 

people worldwide.

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: WEBSITE & 
iPHONE APP
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RADIO

Clear Channel-owned radio stations renewed as Official Radio Sponsors, providing 

ongoing mentions of the festival before and throughout the weekend. Talking points 

were used rather than pre-recorded commercials enabling the stations to promote 

through ongoing DJ host mentions. Clear Channel received one 20’ x 20’ booth 

for the duration of the festival, and the other stations received one 10’ x 10’ booth 

each.  Those stations were:

Clear Channel Radio

KDMX – Mix 102.9 KISS – Kiss 106.1 KZPS – 92.5

Other Radio Sponsors

95.9 The Ranch   92.1 KTFW   101.1 WRR

4,058,000 total radio impressions were received, for a total value of $428,000

Radio Schedule 

KDMX (Mix 102.9)  

104 promotional announcements

March 24 – April 17

16 “In the Mix” promotional announcements 

March 24 – April 17

KZPS (92.5 Classic Rock) 

Min. 50 promotional announcements

March 24 – April 17

Website banner and link

March 24 – April 17

4,261,300 total Interactive/Web impressions were received, for a total value 

of $449,753.

KHKS (106.1 KISS FM) 

40 recorded promotional announcements

March 24 – April 17

10 exclusive live liners

March 24 – April 17

MAIN ST. link on website

March 24 – April 17

The RANCH  (95.9) 

Promotional announcements and spots 

March 24 – April 17

Web banner

March 24 – April 17

KTFW (92.1)

Promotional announcements and spots 

March 24 – April 17

Web banner

March 24 – April 17

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: RADIO
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MEDIA SCHEDULE

Media buying was handled direct, with net pricing paid to all media partners.  A 

volunteer on the Event Management Team (a professional media buyer) handled all 

media placement and negotiation on our behalf, saving approximately $20,000 in 

media agency costs.

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: MEDIA SCHEDULE 
AND PLANNING
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Projected

Week Beginning Monday Spending

3 10 17 24 31 7 14 21 28 7 14 21 28 4 11 18 23 Units
NEWSPAPER

Fort Worth Star-Telegram (Metro)
  6 col x 10.5", 4C (paid for color only) 1 3,000.0$        
(IN KIND PORTION) 1

Fort Worth Star-Telegram (Life & Arts)
  6 col x 7, BW Th 1 3,612.0$        
(IN KIND PORTION) Th 1

Go!
  5 col x 5, BW Fri 1 4,850.0$        
(IN KIND PORTION) Fri 1

Dallas Morning News Quick
  1/4 pg, 4C Th Th 2 2,200.0$        

Fort Worth Weekly
  Jr. Page (premium placement) 4 3,716.0$        

La Estrella
  1/2 page, BW Fri 1 924.8$           
(IN KIND PORTION)

En Casa
  1/2 page, BW Sat 1 1,525.0$        

Panorama
  1/2 page, BW Sat 1 390.0$           

Design and Layout

Newspaper Subtotal: 20,217.8$       

MAGAZINES

D Magazine
  Double Truck (2), 4C, in-kind 4 -$               

Indulge
  1/4 page, 4C (upgrade to Full Page with Sponsorship) 1 -$               
IN KIND PORTION:

PaperCity Magazine
  1/3 page, 4C (8.18w X 7.439h) 1 3,325.0$        

Tribeza 
  1/2 page, 4C (Not running in 2011) 1 -$               

Fort Worth, Texas Magazine 
  Half page ad, April (NEW - VERIFY PRICE AND DEADLINES) -$               

Texas Monthly
  1/3 page, 4C (2.25" W x 9.625" H) 1 4,400.0$        

Due 2/23
360' West
  Back page, 4C, 1/3 page Coors credit for April 1 8,378.0$        

Magazine Subtotal: 16,103.0$      

INTERACTIVE

Star-Telegram.com
  Skyscraper 100k -$               
  Leaderboard 100k -$               
  Leaderboard 100k -$               
IN KIND PORTION: 100k

FW Weekly.com
  Added value -$               

Enewsletter
  Constant Contact -$               

PegasusNews.com
  Skyscraper 100k 1,000.0$        
  Weekend Review Eblast 500.0$           

Interactive Subtotal: 1,500.0$        

OUTDOOR

CBS Outdoor - CONFIRMED (7)
  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  14' x 48' billboard 1 1,500.0$        

  Production 3,850.0$        

Bus Benches
 10 bus benches - 30" x 88" 6 1,800.0$        
  Locations include:  University, TCU, Hulen, 
                                  Bryant Irvin & Camp Bowie
  Production 450.0$           

Outdoor Subtotal 16,600.0$      

PRINT

Program Guide 10,000.0$      

Promotional Poster 800.0$           

Commemorative Poster 1,600.0$        

Print 12,400.0$      

Grand Total: 66,820.8$    

March 1 start date

March 15 start

March 1 start date

Main St Fort Worth Arts Festival
2011 Media Schedule - REVISED 4/21/2011

April

CO-OP Ad (CVB0$2,200)

MarchFebruaryJanuary

March 1 start date

March 1 start date

March 1 start date

CO-OP AD ($2,200)

March 1 start date

March 1 start date

Due 1/22 Due 2/21

Due March 6

Due 3/1

Due Feb 16

A. PROMOTION & 
MARKETING 
CAMPAIGN

SUPPORTING: MEDIA SCHEDULE
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B. MEDIA OUTREACH
PUBL ICITY & MEDIA RELATIONS

PUBLICITY AND MEDIA RELATIONS

The 26th MAIN ST. Fort Worth Arts Festival opened April 14 with four days of great 

weather on the horizon and more than a month of advance publicity at its back.

The festival received generous coverage by our hometown paper, which reported 

news of MAIN ST. in every section but sports, as well as momentum from arts 

and entertainment reporting by The Dallas Morning News and media appealing to 

collectors, including KERA’s Art & Seek portal and “Art Matters” on Dallas classical 

radio station SRR.  

It rated a D Magazine “Critic’s Pick,” and received a “DFW Best nod from both the 

FW Weekly and The Dallas Morning News Guide.  Patrons came to buy, and local 

artists featured in news reporting had record sales for the show.  All artists had a 

great show. 
 

Publicity measures included:

More than 125 media and internet clips generating nearly 30 million impressions.

More than 80 radio and TV hits with a total audience of more than 6.5 million.

“The  numbers are impressive: four days, nine city blocks, 220 juried 
artists from across the country, 300 music and performing arts shows, 
1,500 volunteers, tens of thousands of visitors and more than $4 million 
in art sold.  But this year’s MAIN ST. Fort Worth Arts Festival has another 
number to be proud of: 26, as in 26 years in business!”
      D Magazine, “Critic’s Pick”

30,187,852 total Public Relations impressions were received, for a total value 

of $1,100,961.

“ The numbers are 

impressive: four days, 

nine city blocks, 220 juried 

artists from around the 

country, 300 music and 

performing arts shows, 

1,500 volunteers, tens of 

thousands of visitory and 

more than $5M art sold.”
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C. MERCHANDISE 
PROGRAM

RECORD SETTING YEAR

INTERNALLY MANAGED AND EXECUTED MERCHANDISE 

CAMPAIGN RESULTS IN 30% INCREASE IN REVENUES

We
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D. SPONSOR PROGRAM
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D. SPONSOR 
PROGRAM

OUR PROGRAM FOR SUCCESS

Since 2005, our sponsorship program has grown from $180,000 in cash and 

$430,000 of in-kind sponsorships, to $750,000 in cash and $700,000 in in-kind 

sponsorships, a growth rate of close to 400%.  Additionally, we maintain a 96% 

retention rate in terms of year-to-year renewals of all of our sponsors, a testament 

to our ability to deliver results.  Fort Worth’s local business community steps up to 

sponsor this event; however, we have a significant number of national sponsors as 

well.  99% of fundraising is local – and connections to sponsorship partners started 

at some point on the local level.

We are involved in the community, and are members of the Chamber of Commerce, 

the Hispanic Chamber of Commerce, Downtown Rotary, the Black Metropolitan 

Chamber of Commerce and more, and attend functions on an ongoing basis 

to continue to develop and build ongoing relationships with our core sponsor 

constituency.  It is at this level that a successful sponsorship program begins.  

We also are proven providers of significant return on investment, which is why 

our sponsors continue to return year after year.  From the smallest sponsorship of 

$5,000 to the largest of $125,000 (Presenting), each receives a specific area of 

ownership within the festival to promote and associate themselves with; however, 

the hierarchy of who receives recognition throughout our media and marketing 

campaigns is tightly controlled, limited to only Official Sponsors ($30,000+) and 

above.  This clear delineation of sponsorship levels brings value to the top tiers – 

and those sponsors have made it a part of their ongoing marketing plans invest in 

those positions, and they do not relinquish those spots.

This past year we turned down close to $100,000 of cash sponsorships as we 

feel our major asset (space to connect with customers) had become too cluttered 

with exhibitors.  We directly associate our on-site sampling and booth presence to 

only larger sponsorships, thereby reducing the number of list generating and data 

mining exhibitors who only desire the space and will not commit to sponsorship 

programs.  We no longer accept credit card sponsors, time share exhibitors or 

the large, mobile marketing displays.  This has improved the value to our current 

sponsor stakeholders.  The lost revenue has more than been made up by higher 

“ We are also proven 

providers of significant 

return on investment, 

which is why our sponsors 

continue to return year 

after year.”
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D. SPONSOR
PROGRAM

OUR PROGRAM FOR SUCCESS

cash commitments on the part of our long-term sponsors.

Each sponsor receives a “Sponsor Guide” to help them manage their onsite 

presence, and several clinics are held each year to allow sponsors to interact with 

each other and help promote both the festival and themselves.  Many of our best 

ideas have come from our sponsorship clinics and retreats.

A separate team handles all on-site preparation, communication and 

implementation; however, the sponsorship sales begins in the office of the director 

who remains involved throughout the process to insure the delivery of all benefits 

and integration with marketing programs.

Our philosophy: Under promise and over deliver.   
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D. SPONSOR 
PROGRAM

SUPPORTING INFORMATION
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E. VOLUNTEER 
PROGRAM

OVERVIEW

OUR VOLUNTEER MISSION: PROVIDE THE ULTIMATE IN 

FESTIVAL FUN, ART, ENTERTAINMENT AND VALUE FOR 

OUR GUESTS! 

Volunteers are the Wonder Team behind the success of the nationally-ranked 

MAIN ST. Fort Worth Arts Festival. To be honest, this event simply could not take 

place without the hard work and dedication of over 1500 volunteers who handle 

everything from hospitality to beverage sales.

The MAIN ST. Fort Worth Arts Festival began as a vision of Robert Bass, celebrated 

Fort Worth philanthropist and businessman. In 1986, he brought together the 

eclectic blend of music and fine art to help change perceptions of downtown Fort 

Worth. At the time, downtown was a place to avoid…now, it’s become one of the 

top downtowns in North America. And more is on the horizon. For over twenty five 

years, MAIN ST. has continued its mission and has served as a catalyst for growth. 

And close to 20,000 volunteers over the years have helped us spread the message: 

Downtown Fort Worth is Hot!

Management: 

Team MAIN ST. is managed by volunteer managers who, along with MAIN ST. staff, 

work hard to provide the best experience possible for all volunteers. Christine 

Boren, Volunteer Manager, and her team handles all volunteer issues and concerns, 

scheduling and staffing. The goal: Fun!

Training: 

First year volunteers are required to attend a brief training session to better 

acquaint themselves with the operations of the event. Many of the tools are 

available online. Returning volunteers do not need to attend a training session 

unless they are working in a different area than the past.

Benefits: 

As a Team MAIN ST. member, benefits include: 

A “TEAM MAIN ST.” T-shirt  

Free beverage available after your shift. 

10% discount on official MAIN ST. merchandise.

Volunteer recognition event
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OVERVIEW CON’D

Team MAIN ST. Service Priorities:

Safety: Nothing should ever be more important than the safety of our patrons or 

volunteers. 

Courtesy: Patrons are the #1 priority! Remember, they are the guests at our party 

and should be treated accordingly. 

Commitment: Please give everyone your best effort and stay for the entire time you 

promised to work. If you are willing to sign up then we expect you are willing to 

work. 

Patience: There are approximately 1,500 volunteers and an estimated 400,000 

guests over four days, so there are bound to be some mix-ups. Please have 

patience!

E. VOLUNTEER 
PROGRAM



50D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

F. COMMUNITY OUTREACH PROGRAMS



51D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

F. COMMUNITY 
OUTREACH 
PROGRAMS

GROWING YOUNG ARTISTS 
EDUCATIONAL OUTREACH

COMMUNITY OUTREACH: GROWING YOUNG ARTISTS 

EDUCATIONAL OUTREACH PROGRAM PRESENTED BY 

XTO ENERGY

We are pleased to partner with XTO Energy to continue the “Growing Young Artists” 

program for 2011.  This multi-dimensional outreach program is designed to 

leverage the assets of the MAIN ST. Fort Worth Arts Festival in order to bring the 

talents of our artists, and the opportunities of our festival, to middle-and high school 

students in the Fort Worth ISD.  Our fourth year comes on the heels of a highly 

successful 2010 program, where over 200 young artists sold close to $6,000 worth 

of art!

This program has two components, each supported by a grant from XTO Energy:

Artist-in-Residence Program – Several of our 2011 participating artists will visit 

area schools to demonstrate their work, and provide insight to students as to how 

the visual art industry can be a viable alternative for career development.  Each of 

our participating artists will conduct a specially focused seminar in the schools, and 

will present and teach specifically on their medium to age-appropriate students.  

The students will then have an opportunity to come to the festival and be treated to 

a “behind the scenes” look at the ongoing operation of a major arts festival.  If you 

are an art teacher and would be interested in having one of our artists come to your 

facility for a seminar, please e-mail Michelle Beniak.  Schedules typically coincide 

with the dates of the Festival, either Tuesday April 12, or Monday, April 18.

Young People’s Art Fair - Young people are bursting with artistic energy, and our 

Young People’s Art Fair presented by XTO is a fun way for boys and girls to express 

themselves visually while encouraging the creative growth of young people. We 

believe that they can develop their artistic potential through personal expression in 

individually crafted, original objects.  The Young People’s Art Fair will be located in 

our “MAIN ST. Creates!” area, and will feature over 300 young artists from around 

the Fort Worth community who will be allowed to set up tables and sell their own 

works of art to our audience on Saturday and Sunday, April 16 and 17, from 10:00 

AM to 6:00 PM each day.  They’ll experience the trials and tribulations of making 

enough art to sell to a varied audience, customer service, financial exchange, and 

more.  They must be accompanied by a parent at all times during the show.
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F. COMMUNITY 
OUTREACH 
PROGRAMS

SUPPORTING INFORMATION



53D OWNTOWN FORT WORTH INITIATIVES,  INC |  817.336.2787

G. WEBSITE
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G. WEBSITE
DEVELOPMENT AND UPDATES

Our site was completely re-designed and engineered to make it quick and easy 

for our patron to get a good overview of the event at a glance, while presenting an 

artistic and graceful experience.
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G. WEBSITE
DEVELOPMENT AND UPDATES

The Entertainment pages were redesigned to make the overall entertainment 

experience more enjoyable, and allowed planning and sharing across other 

platforms such as Facebook

The artist pages were dynamically oriented 

to bring the full extent of content to bear 

into the hands of the consumer before, 

during and after the event, generating 

considerable sales direct from the web 

experience.
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G. WEBSITE
TRAFFIC

Our web traffic, 2010 to 2011, increased close to 30% to 189,000 visits, with close 

to 900,000 individual page views and over 4.7 page views per visit.  Visitors spent 

an average of 3 minutes on the site doing research prior to attending the show.  Our 

artist gallery received 175,000 page views alone!
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H. SPECIAL PROGRAMS
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H. SPECIAL 
PROGRAMS

ECONOMIC IMPACT

ECONOMIC IMPACT – DOWNTOWN FORT WORTH
Serious fun: MAIN ST. festival packs $33 million punch

Don’t judge MAIN ST. Fort Worth Arts Festival (MAIN ST.) by its good looks alone—

downtown’s main event is an economic engine that generated $33 million in overall 

dollars, even in the depths of recession.

A study conducted by Birchhill Enterprises for festival producer Downtown Fort 

Worth Initiatives, Inc. shows the four-day MAIN ST. festival, which celebrated 

its 26th year in April, injects millions daily into local coffers, according to Marie 

Holliday, D.M.D., Downtown business owner and chairman of the Festivals and 

Events Committee for Downtown Fort Worth Initiatives, Inc.

“MAIN ST. pours more than $5 million to $8 million a day into the local economy, 

whether in overall spending and impact or total dollars generated. That adds up to 

some serious fun,” Holliday said.

A snapshot of the festival’s economic benefits shows:
Overall dollars generated by the festival in 2009 were more than $33 million, over 

$8 million daily.

Direct and indirect impact of the festival in 2009 grew by 20% compared to 2006 

($21,778,023 and $18,121,632 respectively) and was more than $5 million daily.

Visitors spending onsite grew by 14.5%, rising from $1,190,329 in 2006 to 

$1,363,444 in 2009.

Visitors spending in the region of the festival grew by 38.4% from $2,284,921 in 

2006 to $3,163,761 in 2009.

Visitors’ length of stay in the area grew by 19% in 2009 from 2006 (71.28 to 

59.76 hours respectively).

Downtown Fort Worth, Inc. surveys crowds every three years to gauge economic 
impact as well as guest satisfaction, patron spending and other facets of the 
nationally ranked show.
To say MAIN ST. is a crowd-pleaser would be an understatement. Exit surveys at 

last year’s festival found that all respondents—100% of those surveyed--would 

recommend the event to friends, and 95.8% rated MAIN ST. good or excellent.

These high marks join a growing list of bests and firsts for MAIN ST., one of the 

most honored shows in its class. MAIN ST. is ranked among the top festivals

“ MAIN. ST. pours 

more than $5M to $8M 

each day into the local 

economy, whether in 

overall spending and 

impact of total dollars 

generated.”
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Total On-Site Spending 

H. SPECIAL 
PROGRAMS

1. ECONOMIC IMPACT
SUPPORTING INFORMATION

Attendees Income 

Attendees Education 
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H. SPECIAL 
PROGRAMS

2. ENVIRONMENTAL IMPACT

ENVIRONMENTAL IMPACT – DOWNTOWN FORT WORTH
The MAIN ST. Fort Worth Arts Festival is making significant strides in terms of 

reducing its carbon footprint, and will continue several successful “green” policies 

and programs aimed at reducing the amount of waste generated. 

Specially marked containers will be available for attendees to recycle cans and 

bottles, an endeavor that many of our sponsors support and encourage. .

Another environmentally friendly project that returns to this year’s festival is a 

bicycle corral that will be free of charge to those who chose to ride their bicycles 

to the festival. The corral is sponsored by the Fort Worth Bicycling Association 

and Bicycles, Inc., and is designed to get patrons thinking about alternative 

transportation methods and utilizing Fort Worth’s network of bike trails. The corral 

will be operated from 10 am to 8 pm daily during the festival by Bicycles Inc. at the 

parking lot on 4th Street east of the Houston Street intersection and will be fenced 

in and staffed by cycling enthusiasts. There will be bike racks for storage and an ID 

system to avoid theft.

Also included in the greening of the festival is the use of biodegradable eating 

utensils and PLA-manufactured, biodegradable cups. The utensils are made of 

yearly renewable raw materials like certified GMO-free corn and are durable and 

reusable. The PLA cups are made from a polymer which is used to make everything 

from packaging to fibers for furnishings, and is derived from renewable resources 

instead of oil. The polymer is more environmentally friendly than traditional 

petroleum-based plastics and is the world’s first greenhouse gas-neutral plastic. To 

further lessen our use of public landfills, we will be utilizing biodegradable plates, 

cups and eating utensils. The costs are not much higher than paper products; 

however, the benefits definitely outweigh the additional expense when you think of 

the abbreviated lifecycle of these items in our landfills, breaking down completely in 

as little as 45 days.

Festival staff will also recycle all oil and grease used to prepare the food. Glen’s 

Grease Service has been serving this function at the festival for four years. The 

company takes 100 percent of the fat, cooking oils and grease used to cook the 

fried food at the festival and renders it for other uses. These initiatives will help 

raise awareness of environmental issues and conservation as well as set an 

example for other events and businesses in the area.
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H. SPECIAL 
PROGRAMS

ENVIRONMENTAL IMPACT

89 metric tons of carbon were been offset this year by Green Mountain Energy in a 

pilot program to help festivals and events using temporary generator power reduce 

their environmental impact.  

The MAIN ST. Fort Worth Arts Festival joined forces with the Tarrant Regional Water 

District to present one of the most comprehensive environmental programs in the 

country.  Together, we are making significant strides in terms of reducing our carbon 

footprint, and are introducing yet another initiative designed to bring attention to 

a growing issue in Tarrant County - water conservation.  TRWD presented FREE 

WATER stations, encouraging thinking towards everyone’s goal to “Save Water. 

Nothing can replace it. 

Four stations were located conveniently throughout the Festival site.  Patrons were 

asked to bring their own water bottles and fill them up, or they would have the 

option to buy an aluminum water bottle at the festival for for only $8, refillable at 

any time. 

The stations featured Fort Worth’s nationally reknowned municipal water dispensed 

using a state-of-the-art U/V filtration system provided by a company in Canada.  

These dispensing units were trucked down to Fort Worth, and set up in booths, 

branded and promoted.  The service tubing was pre-cooled using tubs of ice, 

meaning the water was refreshing from the first draght.  

12,000, 8 ounce servings of “H2O!” were delivered to patrons during the Festival, 

removing over 500 cases of plastic bottles from circulation.  Additionally, 1,000 

souvenir aluminum bottles (reuseable) were sold, resulting in a revenue stream of 

$8,000, further offsetting the cost of the program.  Customer complements and 

facebook postings about the availability of free water added to the goal of improving 

customer service and amenities.  Finally, our soft drink and water sales volume 

increased over 20% from 2010, which translated means the free water did not 

negatively affect our overall revenue stream.


