
a. Introduction and Description of Main Event – Target Fireworks 
 

For the past 54 years, the Target Fireworks have kicked off summer in the Motor City.  
Detroit is rich in tradition and history.  It is no surprise that every summer, hundreds of 
thousands of people flock to the Detroit Riverfront to view the only international 
fireworks show in the United States.  Accompanied by carnivals, festivals and thousands 
of onlookers in the US and Canada, the Target Fireworks bring everyone from different 
walks of life together for night of magic and family fun under the dancing lights of one of 
the greatest fireworks shows around. 
 
The VIP Rooftop Party was started as a fundraiser for The Parade Company.  Since The 
Parade Company is solely responsible for funding, producing and executing the Target 
Fireworks as well as America’s Thanksgiving Parade® .  The Rooftop Party is The 
Parade Company’s largest fundraiser of the year, with the majority of funds raised going 
to sustain America’s Thanksgiving Parade® . 
 
The Michigan Thanksgiving Parade Foundation was founded in 1982 for the purpose of 
staging and perpetuating America’s Thanksgiving Parade®. It is governed by a Board of 
Directors consisting of key civic and corporate leaders representing the primary 
industrial, retail, automotive and institutional organizations that define the greater Detroit 
community. Their active involvement ensure that America’s Thanksgiving Parade® 
remains a vital part of metro Detroit’s cultural community. 
 
The VIP Rooftop Party offers the best seats in the city to view the 3 barge show fired just 
off the banks of Detroit.  Truly a summer tradition, the Target Fireworks and VIP 
Rooftop Party are a holiday mainstay for the city and the region. 
 
b. Description and purpose/objective of Promotion 
 
For 2012, the VIP Rooftop Party took on the theme of We  Detroit!  With so much 
going on in the State of Michigan, region, and City of Detroit, The Parade Company 
wanted to show its love for the city we reside in.  That we love everything about the city, 
it’s people and what we have to offer the world. 
 
c. Description of what was being promoted 
 
We decided to theme the entire party and Fireworks show We  Detroit!  The show 
music was chosen to reflect portions of the city or the resurrection of other parts.  The 
party itself had the theme of Detroit throughout the event. 
 
d. What makes this promotion different? 
 
Most of the themes we carry out are trendy and fit the current mold of what is going on in 
the world.  This promotion was more personal, more heartfelt in that everything we were 
doing was to show how much we loved where we live, work and play.  We included 
Detroit favorites PAWS from the Detroit Tigers and Roary from the Detroit Lions to 



mingle with guests.  We also had WDIV Local 4 and WJR 760 AM broadcasting LIVE 
from the event so their on air personalities were throughout the party.  Detroit native 
Tony Lucca, finalist on NBC’s The Voice, was also on hand for the national anthem and 
guests meet and greet. 
 
e. Target audience for the promotion 
 
Although the VIP Rooftop Party had an attendance exceeding 2300 patrons, the theme 
was promoted via our media partners WDIV Local 4 and WJR AM 760, reaching the 
over one million residents in the region.  Press releases, newspaper ads, and Target 
Fireworks promotions told the story of We  Detroit and why it was chosen. 
 
f. Attendance/number of participants 
 
We had over 2300 patrons at the VIP Rooftop party and over 250,000 people along the 
Detroit Riverfront. 
 
g. Tie-In Promotion to main event 
 
The main event was in fact the VIP Rooftop Party.  We  Detroit was carried out in the 
form of signage, volunteer shirts, invitation, food, and music selection.  Photo stations 
with iconic Detroit images and graphics placed on giveaway items that everyone took 
home ensured the theme came across. 
 
h. Overall revenue and expense budget  
 

Revenue Budget Actual Difference 

Sponsorship  $         300,000.00  $        284,535.00  $      (15,465.00)

Ticket Sales  $         226,000.00  $        257,165.00  $       31,165.00 

Total  $       526,000.00  $      541,700.00  $      15,700.00 

  

Expenses  Budget   Actual   Difference  

Total  $       214,000.00  $      206,101.61  $        7,898.39 

  

Overall Total  Budget   Actual   Difference  

Net  $       312,000.00  $      335,598.39  $      23,598.39 
 
i. Duration of promotion 
 
The promotional efforts lasted for 17 weeks, beginning in March 2012 and culminating 
on June 25, 2012. 
 



j. Description of sponsor involvement with promotion benefits 
 
We were honored to have Charter One Bank as the presenting sponsor of the VIP 
Rooftop party with two additional main sponsors of the event, Blue Cross Blue Shield of 
Michigan and Comcast Spotlight.  Each sponsor received signage at the vent directed 
towards their specific areas. 

The Charter One area had a Main Street feel with lamp posts denoting the specific 
activities in the area.  The areas was color themed to their logo but still kept the theme of 
the event intact. 

The Blue Cross Blue Shield of Michigan We  Adventure area had our activity 
and water sports area.  With an emphasis on healthy living and eating, we had Detroit 
Zumba instructors giving demonstrations in the area and keeping everyone moving,.  
While we did have video games, they were played on Wii and Xbox systems causing the 
players to be actively moving to interact with the game to win prizes.   

Comcast Spotlight’s We  Sports area had hockey, baseball, racing and basketball 
games for guests to enjoy.  With their emphasis on sports programming, it kept with their 
marketing initiatives and fit the plan for our event.  It was also color themed to fit their 
logo. 
 
k. Overall effectiveness/success of promotion 
 
A rousing success!!!  Everyone at the event had tremendous pride for Detroit and for the 
money raised to help us, a Detroit nonprofit, continue to put on family friendly events for 
the community and region.  The fireworks show itself was the best ever and we already 
have inquiries for next year’s show and event! 
 
l. What did you do to update this program from the year before? 
 
As with all our events, we continuously strive to “raise the bar” each year to make the 
guests feel the vent is elevated and changed to be new and fresh.  This year we 
reconfigured the event layout to accommodate an additional 20 tables to allow for a 
larger event guest total.  This allowed us to combine areas creating greater impact.  
Rather than having three stages (1 with a DJ and 2 with live entertainment), we kept the 
DJ at one stage and programmed just 1 stage to allow for changing entertainment and 
more space at the same time. 
 
The “glow moment” happened with great success.  At dusk, when it begins to get dark, 
just before the fireworks show takes place, volunteers simultaneously swarm the party 
with glow “spirit sticks” turning the party once again into a flashing, blinking swarm of 
magic and fun. 
 
m. Supporting Materials 
 
See materials in following section 
 
 



 
 

 
 



 
 

 
 



 
 

 



 
 

 
 
 



 
 

 
 
 



 
 

 
 



 
 

 
 



 
 

 
 



 



 
 



 
 

 


