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Purpose/Objective 
The objective for creating the first 500 Festival Media Guide was to provide insight and 
instruction to local, state and national media. With the publication of a media guide, 
media personnel could find and research helpful information regarding the 500 Festival’s 
nearly 50 events and programs with one click. The Festival wanted to provide the tools 
necessary for the media to be motivated to cover the 500 Festival and do it accurately.  
 
Overall Effectiveness 
In years prior, media outlets and personnel would have to email or phone the 500 
Festival office, specifically the Communications Manager, to find answers to basic 
information. Simple questions regarding event descriptions, credential access, times and 
locations, staff member information or program descriptions would have to be answered 
by 500 Festival staffers. The media guide provided a clear, concise overview of the 
aforementioned topics. Thus, the Communications Manager was relieved of a number of 
emails and phone calls, therefore, giving them a chance to focus on other obligations as 
it relates to event operations. 
 
Target Audience 
The 500 Festival Media Guide was targeted to media outlets and personnel. Whether it 
was a freelance photographer, a local television station or a national media outlet, the 
same information was made available for all media contacts. Number of publications, 
cities, states targeted. The Media Guide is available to media representatives in early 
spring, to allow reporters enough time to read the information and write pre-event 
storylines. The longevity of the media coverage continues through mid-June, a couple of 
weeks after our event season has ended.   
 
Types of Mediums used for Promotion 
The Media Guide was created and posted online to the 500 Festival website and placed 
in the Media section. An email was sent to all state media indicating the Media Guide 
was available on the website, with a link provided. The benefit of the online Media Guide 
was that anyone looking for up-to-date information on the 500 Festival could find it 
easily. 
 
 
 



Measurable Results:  
The 2013 media relations campaign was a huge success. We increased the number of 
media hits in both print, broadcast and online. The number of print articles in 2013 
increased more than 10 percent compared to 2012. The number of online articles 
increased by 88 percent, including an 88 percent increase in online circulation for those 
articles. The number of TV mentions in 2013 increased by 26 percent compared to 
2012, including a 35% increase in circulation.  
 
Our largest increases occurred in the following areas:   

 
• 500 Festival mentions (non-event related) increased 163% in print 

publications, 444% online and 350% in broadcast, over 2012.  
• 500 Festival Volunteer mentions increased 150% in print publications, 333% 

online and 300% in broadcast, over 2012. 
• Mini-Marathon mentions increased 12% in print publications, 507% online 

and 113% in broadcast, over 2012. 
• Kids’ Day and Rookie Run mentions increased 115% in print publications. 

The coverage we received was also more in depth. Last year, we saw 13,939 column 
inches of print coverage. In 2013, that increased to 22,534.16 column inches, a 61% 
increase in the size of coverage.  

 
Also, we saw an increase in national publications covering the 500 Festival including  
Self magazine, Runner’s World magazine, MSNBC, Yahoo.com, New York Daily News, 
Huffington Post, Sports Illustrated, Associated Press, New York Times, Chicago Sun-
Times, Boston Globe and more.  
 
A number of 500 Festival Events sold out in 2013 including: OneAmerica 500 Festival 
Mini-Marathon, Finish Line 500 Festival 5K and the Regions 500 Festival Snakepit Ball, 
presented by Cindy and Paul Skjodt.  
 
We targeted more than 350 publications statewide.  
 
Please see media spreadsheet in Supporting Materials section.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Supporting Question: 
 
What did you do to update/change this promotion from the year before? Were 
your updates/changes successful? Please provide measureable results/examples. 
 
This is the fourth year that we have created an electronic media Guide.  As the previous 
years, events and programs were described in the Media Guide, Board Members were 
introduced, maps were provided for the event locations, a mission statement was 
included and a staff directory was even listed. The Media Guide was posted online to 
allow anyone the opportunity to learn more about the 500 Festival. The media were a 
click away from being more informed on the 500 Festival, in the convenience of their 
own homes or offices, providing ease of participation. The placement of the Media Guide 
online eliminated potential printing and shipping costs.  
 
In mid-2012, the 500 Festival launched a redesigned website that included a more 
organized Media section. The Media Guide viewed and printed through a digital 
publication service.    
 
For this year, we incorporated many of the details that we still received phone calls 
about the previous year. We expanded the media credentialing details to help eliminate 
potential questions. We updated all design and photography to reflect up-to-date 
experiences with the 500 Festival.  
 


