
 
(a) 

 
First held in 1956, the Republic Bank Pegasus Parade is the Kentucky Derby Festival’s 
longest running and founding event. The Macy’s-style parade through downtown 
Louisville traditionally attracts a crowd in excess of 200,000 spectators annually. The 
event is also broadcast live on WAVE TV, the local NBC affiliate. Each year, an 
individual or group is asked to participate as the Grand Marshal of the Pegasus Parade, 
with a notable figure from the world of sports or entertainment typically being selected. 
In 2013, the University of Louisville Men’s and Women’s Basketball Teams were 
selected as Grand Marshals of the Republic Bank Pegasus Parade. The Men’s team 
had just won the NCAA National Championship trophy and the Women’s team had 
finished in the runner-up position. The announcement of the 2013 Grand Marshal was 
delayed due to the continued success of both teams in the annual NCAA Tournament 
and the pending acceptance of our social media invitation to the teams. 
 

(b) 
 
In the weeks leading up to the decision and announcement of the Pegasus Parade 
Grand Marshal many meetings were held to determine who would be the appropriate 
candidate for the position. Over the course of many discussions, multiple active public 
figures from the worlds of music, television, stage and sports were considered. During 
the same time frame, the Festival continued to follow the ongoing victories of both 
basketball teams from the University of Louisville. As the two teams continued to 
progress further in the NCAA tournament, the growing community support was both 
overwhelming and inspiring. The Pegasus Parade is an exceptionally large event based 
around the community. While the Cardinals were already a candidate on the Derby 
Festival’s list, the public made it very clear on social media who they wanted. It was 
then the Festival’s job to determine the best course of action to secure both teams to be 
the Grand Marshals. 
 
The morning following the victory of the Men’s Basketball Team in the NCAA 
tournament, the decision was made by the Derby Festival to launch a social media 
campaign in conjunction with a formal invitation sent directly to the Athletic Director at 
the University of Louisville. The goal of the joint effort was to officially invite both 
basketball teams to be a part of the Parade as well as launching a campaign that would 
go viral. The Derby Festival had taken a photo the week prior as a part of a campaign 
launched by the Mayor of Louisville called “Ware Red Day.” This campaign was to rally 
the community behind the University of Louisville Cardinals during their attempt at 
securing a national title, and paid tribute to Kevin Ware, one of the Men’s Cardinal team 
members who had suffered a compound fracture on his right leg during their ‘Elite Eight’ 
matchup against the Duke Blue Devils. The Festival used this photo, with the addition of 
a super imposed layer of text on top of the picture that said “Be Our Grand Marshals.” 

 
Most Creative/Effective News Stunt 
 
Grand Marshal Social Media Campaign 

 



This image was launched simultaneously among the Festival’s 3 Facebook pages, 4 
Twitter accounts and the Derby Festival’s recently launched Instagram profile. Republic 
Bank also showed support of campaign within the hour on their own Facebook profile. 
 
Within minutes of its appearance on Facebook the image had been seen by over 1,000 
people, both organically and virally. By the following day it had been viewed by over 
100,000 on the Festival Facebook alone with over 500 shares and hundreds of likes. All 
local media outlets had aired segments about the campaign as well as releasing stories 
on their websites, Facebook and Twitter pages. With the addition of the Republic Bank 
launch of the invitation, to date the image has been viewed over 250,000 times as well 
as ‘Shared,’ ‘Liked’ and ‘Re-Tweeted’ thousands of times. We anticipate these numbers 
to be even higher as they do not include the multiple people online who saved the 
image and posted it on their own pages. 
 
The campaign was launched on Tuesday, the 9th of April. The Festival and the 
community patiently anticipated a positive response, as the Lady Cards were still 
competing in the NCAA tournament and the Men’s team was travelling back to their 
home state at this time. Within 48 hours of the campaign’s launch, the Athletic Director 
from the University of Louisville had sent a confirmation to the Derby Festival’s 
President, Mike Berry, via email with a formal letter that followed. 
 
To wrap up the entire campaign in the same way it began, the Derby Festival decided to 
release a second image on multiple social media profiles that announced the “Cards 
Say ‘L Yes!’” to joining the Pegasus Parade. This image used the same kind of super 
imposed text layer as the original, now placed on top of a Festival logo. This image was 
also viewed, shared, liked, favorited and re-tweeted thousands of time and was picked 
up by local media just as much as the invitation had been. The social media campaign 
was a success and helped the Derby Festival insure that it had secured some of the 
most highly recognizable and publicized faces at the time to Grand Marshal the 
Festival’s oldest event. 
 

 
 (c) 

 
While the ultimate goal of the Derby Festival’s campaign was to secure a Grand 
Marshal for the Pegasus Parade, part of the overall plan was to create a full scale 
launch incorporating all of the Derby Festival’s social media profiles. While the Festival 
had been active on social media since 2009, the 2013 Festival saw a newfound focus 
on cultivating relationships with online communities that followed the Festival and 
developing the information that people cared about. Many benefits came from focusing 
on this thriving new platform including the outreach to a younger demographic who 
spend an abundance of time on computers and their smart phones as well as having 
the ability to hear directly from the community what information they wanted and 
creating pieces they would be interested in and care to share on their individual profiles. 
This concept saw great results with the Festival’s overall social media following nearly 
double within a fiscal year. 



 
(d) 

 
The Derby Festival’s Pegasus Parade has been sponsored for many years by Republic 
Bank, a locally-based and family oriented financial institution. Republic Bank is actively 
involved in supporting the parade, with about 40 of its employees helping to lead the 
inflatable Pegasus character balloon down the route each year. Republic Bank was 
aware of the social media campaign the Derby Festival would be launching in hopes of 
recruiting the University of Louisville Basketball teams. Immediately after the launch of 
the image across all Derby Festival social media platforms Republic Bank launched the 
same message on their own Facebook and Twitter pages. Aside from the outstanding 
success the Derby Festival saw amongst its own profiles, the Republic Bank push 
additionally gained over 50,000 views, 375 ‘Shares’ and nearly 1,000 ‘Likes’. Our overall 
goal was to encourage the University Of Louisville Men’s and Women’s Basketball 
Teams to agree to be the Grand Marshals of the Republic Bank Pegasus Parade, but 
the way we hoped to achieve that goal was by spreading community support. The aid 
given by our sponsors at Republic Bank allowed us to reach an increased audience 
within the community that we may have yet to connect with through digital platforms. 
 

(e) 
 
The Festival saw an increase in media coverage as a result of the social media 
campaign inviting the University of Louisville Basketball Teams to be Grand Marshals of 
the Republic Bank Pegasus Parade. The campaign launch was covered by all local 
television media outlets, as well as reported in the following day’s newspaper coverage 
of the parade by The Courier-Journal. The campaign did not lose steam easily because 
then the anticipation began as to whether or not the teams would accept. Less than 48 
hours later when an acceptance came and was then announced on social media by the 
Festival, all news outlets were covering the story again. Overall, the Cardinals invitation 
and acceptance – from the initial launch of the campaign to the formal acceptance - 
generated 42 media stories as far south as Nashville and as far east as West Virginia. 
The Festival’s audience reach hit 257,624 viewers and an estimated publicity value of 
$31,864. In addition, the social media portion of the campaign reached over 250,000 
views, resulting in a grand total of over half a million impressions combined in traditional 
and social media. 
  

 (f) 
 

In March and April when the Derby Festival were considering the University of Louisville 
Cardinal Basketball teams to be Grand Marshals of the Pegasus Parade, they were 
some of the most highly recognizable faces nationally in all forms of media, including 
print and digital. The obvious set back that the Festival anticipated was a possible 
rejection from the teams, which would not have been unexpected. To prepare for such a 
setback, Parade organizers had developed a list of back up Grand Marshals that would 
have been equally renowned to fill the position. However, being the hometown of the 



very successful teams we had sought out, the Festival focused the entirety of its drive to 
rally community support to secure both teams as Grand Marshals.  
 
Additional challenges arose from supporters of the University of Louisville’s biggest 
rival, the University of Kentucky Wildcats. In 2012 the Wildcats won the same title the 
Cardinals would go on to win in 2013 yet were only named Honorary Grand Marshals. 
This was due to the fact that the Festival had already secured and announced Cyndi 
Lauper as Grand Marshal of the Pegasus Parade for 2012, but still wanted to honor the 
team that had represented our state and won such an esteemed title. This difficulty was 
handled by educating those that complained about the different treatment for the 2 
teams about the process by which a Grand Marshal is selected. Typically a Grand 
Marshal is announced earlier than in 2013, but with the growing support behind the 
Cardinals from earlier stages in the tournament, the Festival saw it fit to hold back on a 
formal invitation and announcement until the success of the  teams was un-ignorable. 


