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A. INTRODUCTION & BACKGROUND  
 OF MAIN EVENT/ORGANIZATION

B. DESCRIPTION & PURPOSE/ 
 OBJECTIVE OF PROMOTION

C. DESCRIPTION OF WHAT WAS BEING PROMOTED

The Saint Louis Art Fair (SLAF), produced by Cultural Festivals, is a free, three-day 
celebration of the visual and performing arts. The Art Fair was held on September 6, 
7, and 8, 2013 in Clayton’s central business district. The main focus is an easy-access 
juried exhibition of gallery quality fine art and craft with exhibiting artists. The Art Fair 
presents live performances, hands on activities for children, street performers, and 
showcases some of St. Louis’ top restaurants. The Art Fair collaborates with over 20 
local nonprofit arts organizations, giving them access to more than 130,000 potential 
patrons and the opportunity to generate earned income.

The purpose of the Puzzle Hunt was to draw people to our social media, primarily 
Facebook. The staff created a 384 piece puzzle of the Saint Louis Art Fair. Each piece 
was numbered and dropped at various sites throughout the Greater Saint Louis 
Metropolitan Area. The back of each piece also included the link to our Facebook page, 
where participants would find instructions to post the number of their piece and share 
their Art Fair story. In addition, clues for finding puzzle pieces were posted regularly 
on Facebook for the month leading up to the Art Fair. To encourage participation in 
the hunt and to draw people to the fair, each puzzle piece could be redeemed at the 
Art Fair for a free beverage. As the puzzle piece numbers and stories were posted on 
Facebook, the puzzle pieces appeared on the virtual puzzle which appeared as the 
profile photo on Facebook. 

The Saint Louis Art Fair (please refer to section A. for the event description).



D. WHAT MAKES THIS PROMOTION DIFFERENT 
 FROM ANY OTHER PROMOTIONS

E. TARGET AUDIENCE FOR PROMOTION

F. ATTENDANCE/NUMBER OF PARTICIPANTS

Aside from the fact that this promotion required printing a 4 by 6 foot custom puzzle, 
the Puzzle Hunt was unique in that it was the first promotion for the Saint Louis Art Fair 
that integrated social media, large puzzle pieces, and a free drink offer. The festival 
never had a promotion that interacted with the community as much as this Puzzle Hunt 
did. Moreover, no other promotion called the community to interact with the Cultural 
Festivals social media sites. Cultural Festivals spread the puzzle pieces throughout a 
larger area than any other previous promotion had spanned. As a result, the Facebook 
page received posts from people that weren’t ever connected with the festival before. 

The promotion targeted the people of the Greater Saint Louis Metropolitan area.   
The Saint Louis Art Fair seeks to draw a diverse range of people to experience art  
& culture at no cost. Accordingly, the promotion targeted people of all ages, races,  
and backgrounds.

130,000 people attended the Saint Louis Art Fair. 28 people posted their puzzle piece 
number on Facebook and 48 people redeemed their puzzle piece for a free drink at  
the festival.



G. TIE-IN OF PROMOTION TO MAIN 
 EVENT/ORGANIZATION

H. OVERALL REVENUE AND EXPENSE 
 BUDGET OF SPECIFIC PROMOTION

Every year the Saint Louis Art Fair has a different theme. In recognition of our 20th 
year, we wrote the following letter to potential sponsors, inviting them to be a “piece of 
the puzzle”.

Twenty years ago Founding Executive Director, David Pinson, welcomed Art 
Fair patrons by saying, “The inaugural Saint Louis Art Fair promises to set the 
tone for what is destined to become one of the nation’s finest outdoor arts 
festivals.” Year after year, several different partners have come together, 
like the pieces of a puzzle, to successfully produce the Saint Louis Art Fair—
fulfilling the vision of the founders and becoming an event greater than they 
could have imagined.

Over the last 2 decades more than 2 million people have walked the streets 
of downtown Clayton enjoying the sights and sounds of the Art Fair.  The 
Art Fair has showcased more than 2,800 top artists from across the country 
and internationally, featured over 800 performing arts ensembles and artist 
demonstrations, and inspired 120,000 children through a superb educational 
arts area.  Not to mention the 700,000 plus people we engaged through our 
educational outreach program - the Saint Louis Art Fair Public Art Collection. 

Looking to the next 20 years we hope to sustain the Art Fair as a festival 
that continues to be deeply rooted in the social and cultural life of St. Louis 
and continues to engage, inspire and challenge our community.

We are asking you to continue to be a part of the dynamic “puzzle” that 
makes the Art Fair a premier event in the St. Louis region and one of the 
nation’s finest outdoor festivals. 

This letter kicked off the 2013 puzzle theme, which manifested in all of our promotional 
materials, signage, commercial, t-shirts, and the Puzzle Hunt promotion.

There was no direct revenue for this promotion as the main goal was to promote more 
activity on the Cultural Festivals social media sites and to promote more attendance 
at the Saint Louis Art Fair. The event received more media coverage as a result of the 
promotion. Ideally, having more people attend the fair as a result of the promotion 
would increase beverage sales, which benefit the festival. The expense of the 
promotion included the cost of the puzzle, which was $725.00; the cost of the free drinks, 
which was $200; and the cost of our time.



The Puzzle Hunt had some positive effects, but was not as effective as the staff had 
hoped for. With the Puzzle Hunt, more people viewed the Cultural Festivals Facebook 
page than in the previous year. However, our increase in “likes” was slightly less and we 
had less interaction with our page overall. Our demographics remained the same, with 
70% of our fans being female and the majority of our fans ranging from age 25 to 44. 

After looking at the data, we’ve concluded that the people that actually attend the 
Saint Louis Art Fair do not engage in Social Media. Unfortunately, there’s no way of 
telling exactly how many new people attended the festival as a result of the promotion. 
However, we do know that 48 people redeemed their puzzle pieces for a free drink at 
the Art Fair. While the project was fun and attracted other media, such as radio and 
television, a social media stunt like the Puzzle Hunt may not be worth repeating for this 
event. The staff must reevaluate where their time and energy should be concentrated 
to maximize attendance at the Saint Louis Art Fair.   

Interestingly enough, STL250, the 250th birthday celebration of Saint Louis, incorporated 
a scavenger hunt in their event “Cakeway To The West”. The website describes it  
as follows:

It’s the official debut of our region-wide 2014 art project + scavenger hunt 
+ history lesson. 250 fiberglass cakes will placed at 250 iconic St. Louis–area 
locations. A downloadable app will allow visitors to check in at each cake site, 
learn more about its history and collect points for St. Louis prize drawings.

I. DURATION OF PROMOTION

J. DESCRIPTION OF VOLUNTEER INVOLVEMENT

K. OVERALL EFFECTIVENESS/SUCCESS OF PROMOTION

The duration of the promotion was roughly one month—the promotion began with the 
Kick-Off Party on August 13, 2013 and lasted until the end of the Saint Louis Art Fair on 
September 6, 2013. 

The Saint Louis Art Fair volunteer committee chairs and other important people 
received puzzle pieces at the Kick-Off Party that they could share with anyone to 
further promote the festival. The puzzle pieces provided a fun and memorable way of 
talking about the Art Fair.



SUPPORTING MATERIALS

See inserted article from the St. Louis Post-Dispatch and inserted booklet:  
Puzzle Hunt Recap.


