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IFEA Pinnacle Awards 
Sponsorship/Fundraising 
 
35 Best Single New Sponsorship Program: SugarHouse Casino and the “Man Cave” 
 
Introduction 
The 2012 Philadelphia International Flower Show, the world largest indoor exhibition of floral displays and 
landscapes, was presented March 4-11 at the Pennsylvania Convention Center. Revenues from the Flower Show 
benefit the year-round work of the Pennsylvania Horticultural Society. 
 
PHS, whose roots reach back to early 19th-century America, is branching out in the 21st century to new partners 
to reach its goals for community greening programs and the Philadelphia International Flower Show. Corporate 
sponsors have become invaluable supporters of the Flower Show, and each year PHS seeks opportunities to 
create new attractions with the appropriate partners. 
 
For the 2012 presentation, “Hawaii: Islands of Aloha,” PHS also wanted to build attendance by appealing to new 
audiences, and one segment of the population in particular. Attendance at the Flower Show has historically 
been 80 percent female; the target audience, therefore, was male. 
  
PHS needed a new attraction that would serve as a respite and diversion from the main exhibition halls, provide 
entertainment, and appeal to the primordial instincts. In short, a “Man Cave.” 
 
Every man cave needs reclining chairs, large-screen TVs broadcasting sporting events, beverages and other 
masculine nourishment. Beyond the passive aspects of the room, it also needs some activity to stimulate the 
mind and enhance hand-eye coordination. This activity – table games --was provided by the SugarHouse Casino. 
 
New sponsor 
SugarHouse is the first casino in Philadelphia and the first major entertainment destination on the city’s 
Delaware River waterfront.  SugarHouse has a keen focus on the male demographic, and to that end ties much 
of its advertising and in-house programming to sports.  
 
Also, in keeping with a municipal plan to reconnect Philadelphia residents and draw visitors to the long-
neglected waterfront, SugarHouse has created a green walkway along the river and greets guests with a curving 
wall of green plants at its main entrance. 
 



 
 

 

 

  
 

The casino was an ideal candidate to be a Presenting Sponsor of the inaugural Flower Show Man Cave. 
 
Pre-show activation included promotion of the partnership to tour bus operators, with SugarHouse offering to 
host the bus groups at the casino before or after their visit to the show. SugarHouse also offered free parking to 
all Flower Show visitors, and provided a shuttle bus, the Sugar Express, linking the two sites throughout the run 
of the Flower Show.  
  
Outdoor billboards and radio advertisements announced the new partnership. SugarHouse served as a retail 
ticket outlet for the Flower Show, selling 1,100 advance tickets. 
 
To help spread the celebration of Flower Show Week throughout the city, the casino hosted the Official Flower 
Show Kickoff Party three days before the opening of the show. More than 200 guests enjoyed Hawaii-themed 
cocktails and food buffet, a Hawaiian band, and a dance contest in a private space on the casino floor. The party 
was promoted by PHS and SugarHouse in print and online marketing materials, and the celebration was covered 
by three local television crews. 
 
The SugarHouse partnership was promoted in ads in PHS’s Green Scene magazine; with links from the Flower 
Show website; on sponsor signage throughout the show floor; on coupons included for electronic tickets for all 
theme night activities; and on the new Flower Show mobile app, which was downloaded by 10,000 visitors. The 
casino was also listed in the Official Schedule of Events distributed at the show and in the official show guide 
and map. 
 
In addition, PHS formed a media partnership with the region’s leading all-sports radio station, which aligned 
perfectly with the Man Cave concept and the target audience. SugarHouse was already a major advertiser on 
the station, which carried extensive advertising and additional promotions of the Flower Show/SugarHouse 
partnership and the Man Cave. 
 
On-site action 
At the Flower Show, SugarHouse hosted a booth in one of the main concourses to the exhibition halls where it 
highlighted its rewards program with raffles, giveaways and a video promotion. 
 
The major on-site component of the partnership, however, was the Man Cave, the 4,000-square-foot haven of 
masculine pursuits. Mock table games -- blackjack and poker -- were set up in the room to recreate the 
ambiance of the casino. All proceeds from “chips” purchased were donated to PHS, and the big winner was the 
City Harvest program, which grows fresh produce for families in need. 
 
The Man Cave was a hit, not only for the men it attracted and entertained at the show this year, but for all the 
women and children who enjoyed its amenities while Dad put his feet up. There were few moments when the 
easy chairs and gaming tables weren’t occupied. 
 
The national media took note of the Man Cave as well. The National Public Radio show, “All Things Considered,” 
spotlighted the attraction in its report. A Los Angeles Times columnist comically lamented the “decline” of the 
man cave concept, now appropriated by the East Coast’s premier horticultural event. And local TV reporters 



 
 

 

 

  
 

included a trip to the Cave in their comprehensive tours of the latest outgrowths of the Philadelphia 
International Flower Show.  
 
Beyond the Flower Show, SugarHouse will work closely with PHS throughout the casino’s planned expansion, 
relying on the 185-year-old organization to help guide landscaping plans on the property, as well as provide 
input in expanding the casino’s living wall — the façade of plants and flowers along the casino’s main entrance. 
This sponsorship is leading to a long-term Flower Show and community partnership. 
 
 
 
 


