
 
 
 
 
 
PURPOSE/OBJECTIVE 
 
The Kentucky Lottery had been a sponsor of the Festival for in 2011 but took a hiatus in 
2012 as they felt they had reached maximum impact with their players and the focus 
was too concentrated in Louisville as opposed to statewide promotions.  Kentucky 
Lottery had placed their resources toward a larger footprint at the Kentucky State Fair 
and other festivals throughout the state.   
   
In early August, the Derby Festival Marketing Team met with Edie Frakes, Promotions 
Manager for Kentucky Lottery to reconnect and discuss their overall goals and 
objectives for 2013.  Edie shared that Kentucky Lottery liked being a partner of the 
Festival but wasn’t sure if we had the “right” opportunity for them.  The Marketing 
Team took this opportunity to conduct a new Client Needs Analysis and uncovered the 
following marketing goals: 
1. To increase awareness of a new program that would launch in early 2013 called Fun 

Club Rewards – Points for Prizes 
a. Only 2 lotteries had launched a similar program that allowed consumers the 

chance to enter a losing lottery ticket code online for points that they could 
accumulate and use toward prizes 

2. To brand the Kentucky Lottery throughout the state and not just in Jefferson County 
3. To garner good earned media and promotional exposure for the Kentucky Lottery  

 
After this meeting, the Marketing Team conducted an internal brainstorming session to 
determine how the Kentucky Derby Festival could meet these challenges. 
 
EVENT DESCRIPTION 
 
The Derby Festival’s largest single day event is Thunder Over Louisville, which is also 
the largest annual fireworks display in North America.  Thunder has proven to be the 
unofficial beginning of spring for the Kentuckiana community.   Thunder has an 
economic impact of $56.6 million for the Kentucky economy and has a wide reaching 
audience.  2013 marked Thunder’s 24th anniversary with the theme Thunder Vision.   
 
Every year we have a “Thundernator,” the person who turns the key and ignites 
Thunder Over Louisville.  For the past several years the “Thundernator” has been a 
figure head in the community from astronauts to military heroes and several local and 
regional celebrities.  We had yet to determine who this person would be for 2013 
event. 
 
After doing some research we found other lotteries that have used points for prizes 
have found success with big prizes like RV’s, boats and unique experiences.  Based on 
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the input the Marketing Team received from the Kentucky Lottery and the internal 
brainstorming, we determined that a promotion to become the 2013 “Thundernator” 
was the best opportunity and would achieve all of the clients goals and objectives. This 
would allow us to associate the Kentucky Lottery with an event that has a substantial 
impact within the community, and more importantly, the entire state. 
 
A client that has the means and mechanism in place to accept entries on a mass scale 
and help determine the winner of a contest would be an ideal fit.  The Kentucky Lottery 
could help us bring the “Thundernator” to the common man/woman in the Kentuckiana 
region and we could help garner good media coverage for the Lottery by associating 
them with the Kentucky Derby Festival’s best known event, Thunder Over Louisville, 
and this “bucket list” opportunity.  We also put a spotlight on the new Fun Club 
Rewards program at the Kentucky Lottery and increased the scope of their involvement 
by allowing anyone who entered a losing lottery ticket onto the lottery’s website the 
chance to win this first time experience.  
 
OVERALL EFFECTIVENESS 
 
The Derby Festival Marketing team met with Edie and Chip Polston, head of Public 
Relations with the Kentucky Lottery, to discuss the “Thundernator” promotion.  They 
loved the new idea and became excited about the synergy between Kentucky Lottery’s 
goals and the new sponsorship opportunity.  We developed some enhanced benefits to 
add to the proposal and new advertising vehicles.  These benefits included: 
 

• A Press Conference held at the Kentucky Lottery office to announce the start of 
the promotion 

• A specific portion of the website (a large clickable website ad) will be dedicated 
to the promotion from March 1st – April 4th  

• PA announcements made during the Thunder airshow to announce the 
“Thundernator” and Kentucky Lottery’s involvement  

• Overnight accommodations in the Galt House for four, tickets to the They’re Off! 
Luncheon, a chance to meet Archie Manning, the luncheon speaker  

• A press conference from the Command Center on Thunder Eve to “unveil” the 
winner  
 

In addition to the enhanced benefit package the lottery would include the promotional 
details on their website and in all Point of Sale materials sent to regional lottery outlets.  
The Lottery will also dedicate television advertising to this promotion and conduct the 
contest on their website.  This made for a wonderful partnership. 
 
CHALLENGES/OBSTACLES  
 
After meeting with the Kentucky Lottery team we all agreed the main concern was how 
would we determine if the winner was capable of representing the Kentucky Lottery 
and the Kentucky Derby Festival in front of the media?  We developed several 
questions that we were able to ask the winner over the phone and included the answers 
in a press release.  We also scheduled a mini coaching session with him to help him 



prepare for the media interviews.  We also provided him with a Kentucky Lottery 
branded shirt, Kentucky Derby Festival Official gear and credentials as well as an 
itinerary and Festival staff liaison.  He did a great job and enjoyed the entire 
experience.  
  
RESULTS 
 
The promotion was a huge success far exceeding all anticipated expectations the 
Kentucky Derby Festival and the Kentucky Lottery had set for this new sponsorship.  
During the promotional window of March 4th – April 1st the Kentucky Lottery Fun Club 
Rewards program received over 317,000 entries to become the “Thundernator”.  The 
lottery had set a goal of over 30,000 entries.   The winner, Tom Hatton, was thrilled and 
became a local celebrity for the weekend of Thunder and represented both 
organizations very well.  The Kentucky Lottery also received over $44,000 in total 
publicity value as a sponsor of this promotion.  
 
The Marketing Team and Kentucky Lottery have already talked about the success of the 
event and are working towards a continued relationship for 2014. 
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