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OVERVIEW INFORMATION 

A. Introduction and description of main event. 

The Des Moines Arts Festival®, Iowa’s only free, three-day celebration of the arts, celebrated its 17th-annual 
Festival June 27-29, 2014 with an exciting line-up of visual art, live entertainment, film, community outreach, 
interactive activities, eclectic foods, craft beer, and fine wines in Downtown Des Moines’ Western Gateway Park, 
attracting more than 175,000 guests.  At the heart of the Festival is the juried art fair featuring 195 professional 
selected from a pool of 1,125 applicants.   
 
The dedication to visual art extends to all ages through the Festival’s Emerging Iowa Artist (EIA) program, and the 
Des Moines Art Center’s Nurturing a Student’s Vision (NSV) program.  Twenty-two students from colleges and 
universities were selected to show and sell their work as part of the EIA program, and 405 students in grades K-12 
from 101 Des Moines metro-area schools were featured in the 2014 NSV exhibit. 
 
Adults and children of all ages were welcome to engage in a variety of hands-on, arts-related activities including 
the award-winning Prairie Meadows Community Outreach Program that featured 28 non-profit organizations pre-
senting everything from salsa dance lessons to marble painting.  The Interactive Art Experience featured a 20' x 30' 
mural of George Seurat’s Sunday Afternoon on the Island of La Grande Jatte created by Festival guests using 864 
hand-made tiles. If guests didn’t want to get their hands dirty, exhibiting artists demonstrated their craft with over 
30 Artist Demonstrations. 
 
The Interrobang Film Festival celebrated the art of film throughout the three-day weekend. 29 films, selected from 
over one hundred entries from around the world, were chosen to be part of the public screenings. Among the 
screenings was a special showing of the Best of 48 Hour Film Project. 
 
The local community was engaged with the Festival through several community outreach programs including the 
Volunteer Program, Patron Membership Program, and the Non-Profit Partner Program, which allows local organi-
zations to raise much-needed funds to support arts-related activities year-round.  1,689 volunteers supported the 
Festival through a variety of opportunities.     
 
The Festival’s green program grew stronger this year with the rejuvenated Sustainability Program.  Guests, ven-
dors, and artists were given the opportunity to reduce, reuse and recycle throughout the event at seventeen cus-
tom-designed Zero Waste Stations.  The program launched the first phase of its multi-year strategic plan to 
achieve zero waste by 2016. 
 
The GuideOne Performing Arts Stage headlined with comedian Bill Robison and featured other performances in 
dance, theatre, music, acrobatics, and martial arts.  The Hy-Vee Main Stage an intimate acoustic show by Iris De-
ment immediately following a heavy dose of rain that canceled her ‘plugged-in’ performance. Headliners 10,000 
Maniacs and BoDeans were watched by thousands of guests.  The laid-back indoor Jazz & Wine Pavilion offered 
a variety of fine wines and jazz music on the Civic Music Association Stage.   
 
The Des Moines Arts Festival has truly put Des Moines, Iowa, on the map, drawing more than three million guests 
to the three-day event during the past 17 years. The Festival has something for everyone to enjoy and it’s all free to 
attend. 
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B. DESCRIPTION OF OVERALL SPONSORSHIP PROGRAM.    
The Des Moines Arts Festival® is sponsored by a solid core of loyal investors including presenting sponsor Regis-
ter Media, Bravo Greater Des Moines, Prairie Meadows, The Principal Financial Group®, MidAmerican Insurance, 
ARAG, GuideOne Insurance, Hy-Vee, Meredith Corporation, and Nationwide Insurance. 
 
The sponsorship program for the Festival is a relationship approach.  This multi-step process begins with the Pro-
spectus.  The Prospectus (enclosed) is a generic comprehensive document containing specific information about 
the Festival, its demographics and sponsorship offerings.  This document is available in hard copy or as a PDF.  It 
is also made available for download off the Festival’s website.  
 
After delivering a prospectus and reviewing the potential opportunities available, Festival staff works with the po-
tential sponsor determining their goals and objectives for entering into a relationship. After determining these 
goals, a comprehensive proposal is assembled combining the goals of the potential sponsor and those of the Fes-
tival (sample is enclosed).  Depending on the level of sponsorship, benefits can include naming rights, website list-
ings, social media, company name and/or logo listed on printed promotional materials, in advertising, in the Offi-
cial Festival Program, and on Festival entry arches. Benefits can also include on-site booth space, other on-site 
recognition, exclusivity, and listing in Festival press releases sent to media outlets throughout the Midwest. The 
Festival offers sponsorship opportunities at a variety of levels from $2,500 to $75,000. 
 
All Festival sponsorships include an on-site interactive presence if desired.  Should the sponsor choose to have 
an on-site presence, they are required to provide an interactive arts-related activity. We do this because we know 
our audience and know by providing something interactive the sponsor will no doubt succeed in connecting with 
our guests during the three-day event.  To assist the sponsor with their on-site activity and the demand of volun-
teer/employee recruitment, the Festival works closely with the Sponsor’s representative through meetings and 
electronic communications preparing them with logistic and direction and assistance. In addition, Festival staff 
works with each sponsor to generate and successfully activate the sponsor’s activity that will best reflect their 
company.  We assist in sourcing materials, providing vision, and execution.   
 
On-site, sponsors are assigned a dedicated Sponsor Relations Event Management Team member to assist them 
with set-up, tear down and all things in between.  The Festival provides to all sponsors, their employees, and vol-
unteers a credential that enables them to have access to basic hospitality needs during the weekend that make 
their participation easier. Private air-conditioned restrooms and an Express Lane at food concession are just a 
couple of the amenities we provided.  
 
Following the Festival, all sponsors are provided a Final Report (sample is enclosed) This report is meant to be as 



DES MOINES ARTS FESTIVAL 
#43 / BEST OVERALL SPONSORSHIP PROGRAM 

VISUAL   I   MUSIC   I   PERFORMING ARTS   I   INTERACTIVE   I   FILM 

WWW.DESMOINESARTSFESTIVAL.ORG 

comprehensive as possible, in text and images, providing the sponsor with complete information about the suc-
cess of the event as a whole, and more importantly our success in providing them the deliverables agreed upon in 
our sponsor agreement.  The Final Report is presented at a follow-up meeting in an easy-to-navigate binder that 
includes a CD of images of the Festival for the sponsor’s use in the future. 
 
Our fundraising efforts extend to the individual and small businesses as well. The Patron Membership Program 
provides opportunities for support of the Festival and the arts in Iowa by making a smaller donation than those 
required for sponsorship. Recognition and collateral are offered as a way of recognizing and encouraging individ-
uals to support the Festival. 
 
C. LIST OF CURRENT SPONSORS FOR EVENT; LEVELS OF SUPPORT; LONGEVITY OF EACH 
Support Level*  Sponsor    Longevity 
Presenting Sponsor Register Media    17 years 
  
Premier Sponsors Bravo Greater Des Moines   6 years 

Prairie Meadows   17 years 
 Principal Financial Group  17 years 

 
Platinum Sponsor MidAmerican Energy   1 year 
 
Official Sponsor ARAG     2 year 
   GuideOne Insurance   7 years 
   Hy-Vee     6 years 
   Meredith    13 years 
   Nationwide    6 years 
  
Official Media  Clear Channel Media   4 years 
   Des Moines Radio Group  17 years 
   WHO-HD    17 years 
  
Participating  Bank of the West   10 years 
   Hubbell Homes   17 years 
   Dave & Trudy Hurd   5 years 
   John Deere    13 years 
   Silent Rivers Design + Build  2 year  
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 Supporting  Doll Distributing   6 years 
   DuPont Pioneer   13 years 
   Polk County Board of Supervisors 9 years  

Visionary Services, Inc.   4 years 
 Waste Management   3 years 

 
Contributing  Atlantic Bottling Co.   5 years 
   CenturyLink    2 years 
   Centro Restaurant   1 year 

Corporate Image   7 years    
Gateway Market   2 years 

 Hockenberg Newburgh   8 years 
 John Ruan Foundation   16 years 
 Substance Architecture   8 years 
 Torrance    8 years 
 VolunteerLocal    11 years 
 Younkers    13 years 

*Please note - Sponsor Agreements restrict disclosure of actual dollar amount of individual contribution.   
Totals for 2014 are $501,000 cash and $427,700 in-kind. 
  

D. AVAILABLE BENEFIT PACKAGES AND VALUATION FORMULAS. 
  
Available benefit packages include -  
Presenting Sponsor  $100,000+ 
Premier Sponsors  $65,000+ 
Platinum Sponsor  $50,000 
Official Sponsor  $25,000 - $50,000 
Participating Sponsor  $15,000 - $20,000 
Supporting Sponsor  $10,000 - $14,999 
Contributing Sponsor  $5,000 - $9,999 
Executive Circle  $2,500 - $4,500 
  
Valuation formulas are based on an independent asset valuation study conducted by Intemark. 
 
We do not have a standard benefits package.  We custom build a benefits package for the sponsor based on their 
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needs and requests.  Benefits include, but are not limited to:  
Brand Association/Equity 

Direct access to 175,000+ guests 

Logo/Brand recognition 

Naming rights (stage, program, asset, etc.) 

On-site signage 

Collateral 

Media 

Direct Marketing 

Website 

Public Relations 

Sales Rights 

VIP/Hospitality 

Exclusivity 

Custom design banners with logo recognition 

Name recognition 

Sampling opportunities 

Media Tags 

Collateral recognition and inclusion 

  

E. DESCRIPTION OF SPONSOR RESEARCH TARGETING AND SALES PROCESS. 
  
Research and sales is about relationships.  Sponsorship sales are managed and executed by the Executive Direc-
tor (ED).  The ED works with members of the board of directors to identify potential sponsors in the community.  
Considerable background information is collected from websites, Annual Reports and those associated with the 
company or organization (employees, board members, chamber members, etc.).   
 
Once a company is identified as a potential partner, the ED will identify the first point of contact.  This is often 
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done through a simple email communication or calls to as many people in the marketing department or board 
members/senior management the ED has a relationship with through various chamber and other affiliations to 
reach the decision-maker. Additionally, the ED works with board members to “make the introduction.”  Once 
this connection is made, a Sponsorship Prospectus is delivered as a way to introduce the Festival.  The Pro-
spectus is a comprehensive document detailing every facet of the Festival.  Its goal is to describe and identify 
the asset and stand above all other proposals the company has received.  The first impression is impressive and 
often leads to a meeting based on the professional nature of the Prospectus.  The Prospectus is as popular for 
what it is as it is popular for what it is not.  We do not place any prices or sponsorship levels inside the Pro-
spectus.  Our reason for this is simple - our process is about the sponsor.  With a meeting, we ask the right 
questions about what the sponsor is seeking and work to help the sponsor accomplish their goals through their 
relationship with the Festival.  Our first meeting is about getting to know the sponsor and the company.  Armed 
with this information, a specific proposal is drafted and delivered.  The proposal addresses the specific goals 
the sponsor seeks and is in concert with needs of the Festival. 
  
One unique attribute of the Festival is that we do not allow sponsors on our site unless they offer an interactive 
arts-related activity.  The reason for this is that we know and understand our audience and it is our number one 
goal to retain as many sponsors as possible for a long-term relationship.  We know our audience expects inter-
action.  They are not the type to walk around collecting brochures.  For this reason, we work with each sponsor 
to activate their sponsorship to its fullest potential because we know our guests will retain information about 
the sponsor long after the Festival; develop a relationship with the sponsor and their goods and services, be-
cause of the interaction.  Activation is part of the package.  
  

F. DESCRIPTION OF SPONSOR SERVICE TEAM AND STEPS TAKEN WHEN NEW AGREEMENT IS 
SIGNED. 
  
Sponsorship sales are managed and executed by the Executive Director (ED).  Once the Agreement is reached 
other members of the team, including volunteers are assigned various tasks in order to successfully activate the 
sponsorship.  The Festival’s production manager works with the sponsor contact to ensure their on-site pres-
ence (booth, tables, chairs, power, lights, banners, signs, etc.) is executed to their satisfaction.  Our marketing 
partners work to ensure the right logo and specifications are respected and executed.  Two interns that join our 
small staff six weeks out from the event are assigned to executing deliverables. 
  
One month out from the Festival, the ED hosts a Sponsor Luncheon.  The luncheon is designed for those spon-
sors who will have an on-site presence at the event.  Each sponsor is provided information about the Festival 
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and detailed information about the operational side (when to load in, where to load, hours, parking, etc.).  It is 
here they are also introduced to our Sponsor Relations Team of Kent Maahs, Avana Wheeler, Brad Van Eaton, 
and Ryan Rohlf.  This Team of volunteers spend every hour of the Festival tending to the needs of each spon-
sor.  Their only job throughout the weekend of the Festival is to make sure every sponsor has everything they 
need to ensure success. 
  

G. DESCRIBE CURRENT SPONSOR RENEWAL PROCESS AND RETENTION RATE. 
  
Renewals are handled in much the same way as new sponsorships.  We do not take anything for granted and 
treat every sponsor with the same respect.  Renewals start with the follow-up meeting.  Following each event, 
the Executive Director and Board representative visit each sponsor to personally thank them for their partner-
ship and present a comprehensive Final Report.  The follow-up meeting is a time to reflect on the current year 
and always ends with the question about renewing.  Depending on the response, we always present each spon-
sor with a proposal for the following year unless they are in a multi-year agreement. 
  
Because the event just ended (June 29), we do not have a retention rate for 2014 leading into 2015.  The reten-
tion rate of sponsors from 2013 to 2014 was 94%.  One great irony of our efforts in 2014 is that we had a 
$140,000 swing.  We lost two sponsors (one as a result of a personnel change and one because the company 
was sold to a foreign investor). However, we gained six sponsors; one major sponsor and increased amounts of 
three existing sponsors. 
  
H. OVERALL EFFECTIVENESS / SUCCESS OF PROGRAM. 
Simply stated, 2014 was the Festival’s most successful year financially.  Success is measured in a variety of 
ways.  In today’s economic climate, it’s difficult to state emphatically that success is measured by retention or 
overall financial commitment.  This is because so many companies are making decisions for different reasons.  
Goals, missions, objectives, change as often as the wind.  A change in leadership at one company can create a 
gapping hole in one’s financial forecast if they change the companies giving objectives to research and devel-
opment.  The quality of the presentation and ultimately the professional execution of a world-class event does 
not matter if the giving objectives are not aligned with yours.   
  
2014 results were impressive by any measurement.   
We experienced an 14% increase in sponsorship revenue over 2013. And this was after losing two sponsors at 
the Official level.  Cash sponsorships totaled $501,000 and in-kind contributions totaled $456,395. In a transi-
tion year fraught with changes in company philosophies we adapted as a result and were successful in moving 
with the changing tide.  Our ability to respond to the changing diversity of giving and marketing objectives plac-
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es us in a position of strength.  We were successful because we worked hard to retain the sponsors we had and 
move some to a higher dollar amount.  We engaged new partners and altered our strategy to recruit smaller 
dollar sponsors rather than larger dollars.  In the end, the aggregate increased our bottom line.     
  

SUPPORTING QUESTION 
WHAT DID YOU DO TO UPDATE / CHANGE THIS PROGRAM FROM THE YEAR BEFORE?  
  
The primary strategic update was to target smaller businesses, smaller dollars and increase the commitment of 
existing sponsors.  The Festival’s history has been to attract fewer sponsors at higher amounts.  The history also 
includes building a Festival in a community where tickets and passes and a small businesses ability to entertain 
clients is a motivating factor to invest in an event.  As a free event, we don’t have the option to provide tickets or 
passes.  We took several steps last year, mostly to lay the groundwork, to make the Festival assessable to small 
businesses.  This included engaging a small business to build a VIP Hospitality.  These suites were then lever-
aged to smaller businesses as an opportunity to entertain clients and receive appropriate recognition for doing 
so.    
 
The Festival is home to a population of around 500,000 and as a result the local options of sponsoring compa-
nies are few.  Fewer companies means the value of sponsorship can be higher because there is not the logo 
clutter.  Our ability to make this beneficial resulted in higher dollars from existing sponsors. 
 
We have a dedicated team of volunteer managers who have worked with the Festival for many years.  They 
know the sponsor representatives by name and spend the weekend of the Festival tending to their every need.  
No sponsor is taken for granted, so every sponsorship is approached as if it were new and fresh.  So, changes 
come in the form of developing and growing existing programs for a specific partner.  For example, Hy-Vee has 
been a sponsor for six years.  For the last three years, the company has sponsored the Festival’s green Arts Pro-
gram because sustainability was important to them.  When talks began this year they shared that branding was 
their marketing objective this year and was there any way we could “increase” the brand awareness of the Green 
Arts Program.  Instead of working towards that suggestion, we countered with an offer to title sponsor the Main 
Stage.  The Main Stage sponsorship had become available because the company who had been sponsoring 
was sold to an international company and they had not yet transitioned to Des Moines.  Hy-Vee loved the idea 
and the relationship between us grew stronger because we were willing to offer them something different that 
addressed their specific marketing objectives.  We made it about them and as they expressed “that is rare.” 
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WERE YOUR UPDATES / CHANGES SUCCESSFUL? 
  
Absolutely. 
 
We experienced a 14% increase in sponsorships as a result of the updates made and the fresh approach to even 
our most seasoned sponsors.  And we already have commitments for 2015, including ARAG, Hy-Vee, Bravo 
Greater Des Moines.  ARAG joined the Festival as the Volunteer Program Sponsor in 2012 and was upfront about a 
limited two-year commitment.  Their challenge was limited marketing dollars and causes they wanted to support 
they only commit for two-years then move their dollars.  Following the Festival this year, we received word that 
they were submitting the sponsorship for end-of-fiscal budget approval. 
 
Other results include satisfied sponsors who experienced new life in their activation and a tangible contribution to 
other important community involvement and contributions.   
  
PLEASE PROVIDE MEASURABLE RESULTS / EXAMPLES. 
  
14% increase in cash sponsorships. 5% increase in total sponsorships (cash and in-kind)  
$957, 395 cash and in-kind in 2014 / $908,700 cash and in-kind in 2013 / $795,650 cash and in-kind in 2012. 
$501,000 cash in 2014 / $441,000 cash in 2013 / $373,000 cash in 2012.   
94% retention rate. 
  

 
  

  

 


