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Purpose Objective: 
In 2013, the 500 Festival celebrated its theme “Turbocharging Indy.” The 500 Festival offers a 
wide variety of cultural, educational and social events, with nearly 50 events and programs that 
touch more than 500,000 lives each year.  Ninety percent of those who participate in our event 
and programs do so for free. We entered the season with the following communication goals: 
 

• Target and deliver effective messages that most 500 Festival events and programs are 
FREE and the others are a great value. 

• Increase media coverage for the following events and programs: OneAmerica 500 
Festival Mini-Marathon, Kids’ Day and the Volunteer Program.  

• Increase media coverage in national publications. 
 
During our 2013 season, we sent out a total of 52 press releases. This year press releases 
were timed with the marketing, social media and digital campaigns of all of our events and 
programs. This enabled the Festival to get its messaging across to a broader and more diverse 
audience at the same time while building momentum.   
 
In addition, we rebuilt all of our media lists to ensure we are specifically targeting the 
appropriate reporters and editors.  
 
Target Audience: 
The media relations team targets media outlets and personnel depending on the subject of the 
news release. The large majority of our releases are targeted and sent to Indiana news outlets. 
The Mini-Marathon news items are additionally sent to writers and editors at national running 
publications and blogs. A number of our releases, including the Parade grand marshal 
announcement, are sent to entertainment writers at top 50 newspapers in the country.  Also, as 
mentioned in the Supporting Question, because of the community nature of our event, this year 
the media relations team focused on ways to build relationships with outlying community papers 
and tying specific news items to their area. For example, the 33 500 Festival princesses hail 
from all over the state of Indiana. When the final 33 were selected, the media relations team 
wrote a specialized release for each princess and researched community papers in the areas of 
each of their hometowns and schools. This resulted in more in-depth feature stories about each 
princess. This method also worked well for our Education Program outreach, as well as our 
bands participating in the Parade. Also, specialized releases were written and distributed for all 



of the fourth grade classrooms that participated in the 500 Festival Education program Study 
Trips. Again, this resulted in more in-depth coverage for each school.   
 
Types of Media Used for Promotion: 
An aggressive social media plan was developed and implemented throughout the 2013 season 
(January through May). The three social media sites that were used were Facebook, Twitter and 
YouTube. Through these social networking sites, 500 Festival fans had access to up-to-the-
minute news and alerts about the latest 500 Festival progress. Press releases, videos, 
commercials, photos and discussion boards presented an interactive aspect to Facebook, giving 
fans the chance to interact with the 500 Festival wherever internet could be accessed. Photos 
and videos of each event would be posted onto Facebook during and after each event, giving 
fans the opportunity to look back at the event after it concluded and provide feedback. The 500 
Festival’s YouTube account held a number of videos including a celebrity video, the 500 
Festival image video, Mini-Marathon video and more. 
 
Below are the results of our friends and followers on social media networks for 2013: 
 

Social Media Outlet June 2013 June 2012 
% 
Change 

Facebook: 500 Festival 9755 friends 7754 friends + 26% 
Facebook: Mini-Marathon 5765 friends 3256 friends + 77% 
Twitter: 500 Festival  6634 followers 4405 followers + 51% 

 
 
Overall Effectiveness/Measurable Results: 
Press releases were sent out statewide to print, television and radio outlets.  Releases were 
also sent to various travel writers and trade magazines. A social media campaign was also 
constructed and implemented that incorporated the 500 Festival Facebook, Twitter and You 
Tube accounts.  During the month of May, there were nearly 75 appearances by 500 Festival 
staff or board members on local television and radio shows. (See media Results Tab for 
complete listing of 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.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Supporting Question 
 
What did you do to update/change this promotion from the year before? Were your 
updates/changes successful? Please provide measurable results/examples. 
 
This is the fourth year that we have created an Electronic Media Guide. As in 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.  
 
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.  
 
Last year, the 500 Festival launched a redesigned website that included a more organized 
Media section. The Media Guide could be viewed and printed through a digital publication 
service. Also, media credentialing was done completely online this year, saving hours of time in 
inputting data. The new website also featured an updated photo gallery and made it easy for 
reporters to download high resolution photos for use with stories. 
 
Also, from a promotional aspect, the 500 Festival Speakers Bureau was continued for the fourth 
year. The purpose of any Speakers Bureau is to create an organized request to inform, inspire 
and motivate a specific audience from a qualified speaker relating to the topic at hand. The 500 
Festival provided a speakers bureau service to increase the public understanding of how the 
500 Festival works to advocate and celebrate the spirit, heritage and legacy of the Indianapolis 
500®, while uniting the Indianapolis community and increasing camaraderie among race fans 
across the world. This form was automated which made it easier to process requests.  
 
In addition, because of the community nature of our event, this year the media relations team 
focused on ways to build relationships with outlying community papers and tying specific news 
items to their area. For example, the 33 500 Festival princesses hail from all over the state of 
Indiana. When the final 33 were selected, the media relations team wrote a specialized release 
for each princess and researched community papers in the areas of each of their hometowns 
and schools. This resulted in more in-depth feature stories about each princess. This method 
also worked well for our Education Program outreach. Specialized releases were written and 
distributed for all of the fourth grade classrooms that participated in the 500 Festival Education 
program Study Trips. Again, this resulted in more in-depth coverage for each school.   
 


