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Category 54 
Best New Promotion Activity 
Columbus Clippers Irish Heritage Night 
Budget $750,000 – $1.5 Million 
 
 
Overview Information: 
Introduction & Description of the Main Event 
Irish attitude is all you need to experience the Dublin Irish Festival in Dublin, Ohio, USA. For 25 years, the first weekend 
in August has been reserved for what is now the world’s second largest Irish celebration. More than 100,000 Festival 
guests experience a world of Irish music, dance and culture each year. With seven stages, 65 acts and more than 535 
performers, there is truly something for everyone. 
 
The Columbus Clippers, a Triple A Baseball National Champion, teamed up with the Dublin Irish Festival to present the 
first-ever Irish Heritage Night on Thursday, July 26 which was just one week before the 25th anniversary Festival.   
 
Description and purpose/objective of Promotion 
The Festival was approached by Marketing Manager, Pat Thompson of The Columbus Clippers in early summer to 
promote the Festival to an important market segment comprised of baseball lovers/sports enthusiasts by designating a 
special night to recognize and attract the Irish community.  The timing of the upcoming Dublin Irish Festival was all the 
more reason to bring Irish Heritage Night to the community.  The Clippers wanted to fill seats in the nearly new 
Huntington Stadium in downtown Columbus, Ohio and the Dublin Irish Festival wanted to attract guests to its event the 
following week in Dublin, Ohio.   
 
Description of what was being promoted (merchandise, event, company, entertainment etc.) 
The Columbus Clippers and the Dublin Irish Festival goals are to gain exposure and build attendance at their venues.  The 
Dublin Irish Festival set up a table at the main entrance gate of Huntington Park and guests to the stadium were greeted 
by Festival staff and committee members as well as bagpipers and Irish dancers.  This promotion was activated further by 
the distribution of Festival brochures, pens, stickers and green, yellow and orange beach balls.  Staff members engaged 
fans by asking if they had ever attended the Festival and answered questions about the entertainment line-up, cultural 
programs and how to purchase tickets. 
 
What makes this promotion different from any other promotions? 
The Dublin Irish Festival has a Sports area which includes Highland Games, darts, corn hole and more.  This promotion 
gave the Clippers the opportunity to attract Irish enthusiasts to their venue and it gave the Festival exposure to sports 
enthusiasts.   
 
Target audience for promotion 
The target audience for the Columbus Clippers was guests of Irish heritage.  The target audience for the Dublin Irish 
Festival was sports enthusiasts. 
 
Attendance/number of participants (if applicable) 
Due to inclement weather, the number of guests was not a valid indication of the success of the promotion.  The 
enthusiastic response of the crowd to the presence of the bagpipers, dancers and Dublin Irish Festival staff and 
volunteers was so overwhelming that it was immediately obvious that this would become an annual tradition. 
 
Tie-in of promotion to main event/ organization 
Columbus Clippers Recognition from the Dublin Irish Festival 

 Logo on dublinirishfestival.org with a link to Clippers website 
 Six one-day DIF tickets 
 Two Dub Club VIP tickets 
 Twelve Dublin Irish Festival tickets ( for those working tent at Festival) 
 Six participant parking passes 
 10’x10’ on-site tent at Festival for promotions and data base building 
 Two on-site banners  
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 Mascot roaming rights on Sunday, August 5 
 
Dublin Irish Festival 

 $3,000 in-kind value 
 Clippers to promote Irish Heritage Night 
 Clippers to provide three pieces of signed memorabilia for promotional use 
 Opportunity to throw out the first ceremonial pitch with bagpipers and dancers 
 Public announcement about Festival at the Park 
 :30 TV spot run in the Park 
 Table for promotional use including merchandise give-aways and ticket give-aways 

 
Overall revenue and expense budget of specific promotion 
The Dublin Irish Festival budget for Irish Heritage Night included the following: 
 

Tickets for staff and participants         $300 
Bagpipers                                         -0- 
Irish Dancers            -0- 
Staff and volunteers           -0- 
TV and video                       -0- 
Beach balls/give-aways            $200 

 

Duration of promotion (start to finish) 
Prior to game night 

 Invitation to staff and committee members 
 Invitation to bagpipers and Irish dancers 
 Media Release 
 Facebook 
 Dublinirishfestival.org 

 
Game Night 

 TV spot for billboard at game 
 Announcement script to be read during game 
 On-site table with DIF promotional pieces and give-aways 
 Bagpipers and dancers at entrance and on-field 
 Festival Founder throwing out ceremonial first pitch 

 
Post Game 

 Story and photo in This Week Newspaper of first pitch 
 

At Dublin Irish Festival 
 Clippers tent on Sunday in Sports Area to talk to fans 
 Clippers merchandise give-away 

 
Description of sponsor/ charity/ volunteer/ school/ other group involvement with event/ organization and 
promotion and benefits to each (if applicable) 

The following groups donated their time and talents to make this promotion a success.  They received recognition for 
their service in the form of exposure and complimentary tickets. 

 Regan/Rankin Academy of Irish Dance 
 Bagpipers 
 Festival volunteers 
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Overall effectiveness/ success of promotion 
As soon as our ceremonial pitcher, bagpipers and dancers left the field, the Marketing Manager of the Columbus Clippers 
asked us to return again next year.  He said that the crowd loved the entertainment factor and the enthusiasm that we 
brought to the stadium and how we added to the fan experience.  Festival staff also immediately recognized that the 
opportunity to interact with baseball fans at the Park entrance and on the field was a great way to build awareness and 
exposure for the Festival and drive attendance to our event. 
 
 


