
Most Creative / Effective News Stunt (49) – Splatter Video 

Submit information in one notebook, also one CD including video and info in Word/PDF 

 
1. Overview Information 

A. Introduction & background of campaign / event and a) A detailed description of 

news stunt. 

In honor of the 50th Anniversary of the Columbus Arts Festival the Greater Columbus 

Arts Council produced a video that showcases the diverse arts community of Columbus 

as well as the tremendously talented and creative people in town in a fun and interactive 

way.   

 

Columbus celebrities, artists and Festival fans were splattered with multicolored paint to 

promote the Columbus Arts Festival's 50th Anniversary. The Festival Paint Splatter video 

was released one month before the start of the 2011 Columbus Arts Festival. The video 

has more than 3,500 views on YouTube.  

 

GCAC secured an empty warehouse being renovated into artist studio space in the near 

west Columbus neighborhood of Franklinton. From noon to 5 p.m. in the evening, we 

shot scenes of over 100 people, all edited into a final three and a half minute video. The 

video involved people from the art museum, local art college, event sponsors, media, the 

public transit system, local businesses, festival volunteers, young professional groups, 

independent artist collectives and social media groups. Each organization or group had an 



adlib skit they acted out while getting sprayed with paint. From WBNS 10TV reporters 

acting out a mock newscast to the Columbus Museum of Art’s executive director using 

another staff member as a human canvas, each skit was a fun and creative way to get 

people excited about the Festival. Behind the camera, a firing squad of five or more 

shooters armed with super soakers and squeeze bottles made sure that the targets were 

drenched with several colors of paint. 

 

Music for the video was chosen from songs by local bands Maza Blaska and the 

Phantods.  Both bands were paid for the use of their songs.   

 

The Festival held a release party for the video in conjunction with the release of the 50th 

Anniversary Commemorative Print Release party at the Weston Hotel, the Columbus 

Arts Festival Official Hotel.  

 

While the goal for the video was to promote the 2011 Columbus Arts Festival in a fun 

and creative way, the video also became a true celebration of Columbus’ local 

personalities and culture.  

 

b) How did the news stunt fit into the overall media campaign for your event? 

The 50th anniversary logo and graphic design for the Festival inspired the viral video so 

the concept of the paint splattering in the video integrated with the overall branding of the 

2011 Columbus Arts Festival.  

 

c) Sponsor / charity involvement (if any) and why 

Sherwin Williams underwrote the cost of the paint and supplies for the video.  WOSU, 

the local NPR and PBS station, which is the Festival’s primary media sponsor, 

underwrote the cost of shooting, editing and producing the video.  

 

d) Was there an increase in media coverage for your event as a result of the stunt? 

Primary promotional and media support came from independent artist collectives, the 

online community, particularly bloggers, and through social media sites.  Still photos 



were shared with all participants and became a regular feature shared on Facebook and 

used as profile pictures. 

 

2. Supporting Question 

What challenges did you foresee / encounter in creating the promotion, and how did 

you handle them? 

The primary challenge was how to integrate the broadest spectrum of the community and 

still have a structure for the video.  Grouping people by organization and/or interest 

provided the necessary framework, and also encouraged promotion of the effort in the 

community by the various groups and individuals involved.  

 

3. Supporting Materials (no more than 10 examples of each) 

Included on CD: 

Video / audio documentation 

Supporting photographs 

 


