
2012 IFEA PINNACLE AWARDS 
CATEGORY: 46) BEST CHILDREN’S PROGRAMMING  
GLENDALE GLITTER & GLOW BLOCK PARTY – LEGO FUN 
 

a. Introduction and background of main event 
Glendale Glitters holiday light display concludes with the rockin’ Glendale Glitter and Glow Block Party, with 
fun for the whole family! Glendale Glitters goes out with a bang with this annual finale to the season. There 
are 1.5 million lights along with dozens of hot air balloons glowing softly amidst the trees throughout 16 
blocks of Historic Downtown Glendale.  More than 95,000 people will stroll the sidewalks and watch tethered 
balloons gently expand as pilots fire them up, enjoying more than a dozen bands performing all genres of 
music, as well as vibrant street performers for a climactic finale to a festive season. New this year will be a 
LEGO event in which kids can participate in onsite brick-building, with LEGO-building contests every half 
hour. 

 
 

b. Description and purpose/objective of Children’s Programming 
Thousands of people stroll along 16 blocks of closed streets in Historic Downtown Glendale, watch dozens 

of tethered hot-air balloons gently expand as pilots fire them up, and enjoy more than a dozen different 

bands performing rock, blues, country and pop music.  New this year will be a LEGO event in which kids 

can participate in onsite brick-building, with LEGO-building contests every half hour.     

The December Weekends leading up to this Block party and LEGO FUN, bags of LEGOS were distributed 

randomly to kids, in hopes to entice families to come back the following December weekends in hopes to 

get new LEGO pieces.  Our objective was to get families in Downtown not just for one themed weekend, but 

for all three.  The objective of passing out different LEGOS each weekend was to get families back every 

weekend in December.    The ultimate goal of the weekly LEGO distribution was to promote the LEGO FUN 

at Glendale Glitter & Glow.  Kids who love LEGOS, love to participate in LEGO activities. 

 

c. What makes the event unique & creative? 
The festival and the LEGO FUN was completely free.  Not only was there a free LEGO FUN building zone, 
we had the local LEGO store associates on site to run LEGO competitions. 
 

d. Target audience /main target age group 
The target audience for this programming was kids, ultimately begging their parents to get them down to the 
festival. 
 

e. Attendance/Number of participants 
Attendance for the entire Glitter & Glow Block party was 95,000 over the 6 hour event.  The participation in 
the LEGO FUN competition was 530 
 

f. Activities / entertainment provided 
In the LEGO FUN area we had a LEGO FUN free build, the LEGO FUN competition stage, a DJ who also 
worked as the Emcee for the competition and we had a live band on the near buy corner 
 

g. Local School involvement 
Although we didn’t have local school involvement, we had volunteer from Central Christian Church help run 
the competition as well as Bookmans Entertainment Exchange run the free play are. 
 

h. Tie-in of program to main event 
We are always looking for the next cool thing to have at this Festival.  We have a kids zone with a zip line, 
rides and petting zoo.  The LEGO FUN was a perfect tie into the kids zone. 
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i. Overall revenue and expense budget of specific program / event 

The LEGO FUN program doesn’t make the city any money directly.  Ultimately, the more people that are in 
attendance will spend more at the festivals craft and food vendors where the city will get a percentage/  
The budget for this event was $1500.00 .  Yes, only $1500.00. 

 
j. Description of sponsor / charity / volunteer / school/ other group involvement with event / program and 

benefits to each (if applicable)? 
We had two great partners for this program: 
Bookmans Entrainment Exchange , Arizona’s favorite media store. Buying, selling, and trading books, 
games, movies and music for over 30 years.  Bookmans provided the staff to run the LEGO FUN free play 
area.  They also provided all the fun games that were played in that area, as well as all the prizes.  The city 
produced a large sign, where kids could have their picture taken with their free build item. To retrieve this 
photo, the kid/parent would have to visit the Bookmans website and download the photo. 
LEGO : The city had been working with LEGO for numerous months on creating a program that fit the 
LEGO brand image as well as working out a program where both parties would benefit.  LEGO donated staff 
from the local store, who run activities and competitions in the store, to run the LEGO FUN competitions at 
the festival.  LEGO also provided boxes and boxes of LEGO blocks for the free play area, hundreds of 
minifigures for the competitions (along with carrying cases for the contestants) and amazing LEGO set 
prizes for the competition winners.  This was a huge budget relief for the city.  The city provided on air 
promotion for the LEGO event, as well as LEGO signage all over the kids zone.  The city also produced a 
LEGO in store coupon that was placed in the 10,000 festival programs.  
 

k. Duration of program (start to finish) and years program has been part of event. 
This was the first year of LEGO’s participation in this festival 
The program was 3 weekends in December – passing out bags of LEGOS to promote the LEGO FUN and 6 
hours of LEGO FUN at the Glendale Glitter & Glow Block Party 
 

l. Overall effectiveness / success of program 
Families and kids were coming out of the woodwork for LEGO FUN.  The hits on Bookmans website for the 

following 2 months increased 350% and the local LEGO store was happy with the redemption rate of the in 

store coupons. 

 
m. If the program us a new program : What challenges / obstacles did you foresee / encounter in creating the 

program, and how did you handle them? 
LEGO store employees are familiar with the “small” events in their store, not the crowds that they were 
swarmed with at the festival.  The city anticipated the large crowds, so a stage/platform was build for the 
competition – allowing the LEGO staff a zone where they could take to the crown and not be swarmed by 
them.  A huge challenge was getting LEGO on board.  The LEGO brand is strong on it’s own and showing 
their marketing team how this festival could benefit the stores on a local level, was a huge obstacle.  
Offering the coupon in the program was a huge hit and allowed them to track the redemption rate. 
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