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“MAIN ST. IS AN INCREDIBLE ASSET 
FOR OUR DOWNTOWN, AND AN 

ECONOMIC POWERHOUSE FOR OUR 
CITY.”

- HON. BETSY PRICE, MAYOR, CITY OF FORT WORTH
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THANK YOU
May 30, 2015

Dear Mr. Barry Andrews and the Team at Andrews Distributing Company, Miller-Coors and 

Blue Moon Brewing Company:

Thank you for your support of the MAIN ST. Fort Worth Arts Festival as Presenting Sponsor.

The MAIN ST. Fort Worth Arts Festival’s ongoing success for thirty colorful years is a direct result of thousands of 

volunteer hours, hundreds of thousands of dollars of sponsorship support, and a firm backing from a vibrant and 

forward-thinking community.  This report hopefully captures the essence of our sponsorship program with you, and 

we are proud to submit this report to our partners in this endeavor.

Your lead sponsorship helped galvanize a community who came together to everything everything great about Fort 

Worth.  Your team handled a very complex and broad-reaching event for over 400,000 people with professionalism 

and efficiency.  Your broad product base brought a new experience to a discriminating public..

The support of Andrews Distributing and its partners made MAIN ST. 2015 a success.

   

Thank you! 

The MAIN ST. Fort Worth Arts Festival Team

John C. “Jay” Downie, CFEE, Director

A TRUE PARTNERSHIP



4

I N T R O D U C T O R Y
I N F O R M A T I O N
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“THE COMMUNITY IDEALS BEHIND 
MAIN ST. REPRESENT WHAT IS BEST 

ABOUT AMERICA.”
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OUR PURPOSE / MISSION

The mission of MAIN ST. Fort Worth Arts Festival 

is to produce a free, high-quality, annual arts festi-

val that promotes the diversity, vibrancy and life of 

Downtown Fort Worth, to promote the qualities of 

Downtown to regional and national audience, and 

to contribute to the overall quality of life for Down-

town Fort Worth residents.

In the 1980’s, this incredible revitalization was 

in the very early stages and prominent citizens 

planned a celebration of the arts to herald the 

coming of spring and the beginning of the city’s 

rebirth.  It was called, “Festival Fort Worth,” and 

was held for the first time in 1984.  Now the city 

has come alive with activity, events and people, 

while the 29th Annual MAIN ST. Fort Worth Arts 

Festival has become the city’s most beloved event 

of the year and the largest free, four-day visual 

INTRODUCTORY 
INFORMATION

arts and entertainment festival in the Southwest. 

The community ideals behind MAIN ST. represent 

what is best about America—the past and the 

present, and the ability to realize and celebrate 

their dreams for the future.

Our 30th annual event in 2015 fulfilled in more 

ways than possible the original goal of this event: 

changing perspectives and enhancing the quality 

of life of Downtown. We continued the incredibly 

successful “Collector’s Club,” to drive even more 

revenue, sales and “buzz” for the artists on the 

street.  We also enhanced our very popular iPhone 

app which allowed our patrons another way to 

“get connected.”  And, a brand new, centerpiece 

Sundance Square Plaza opened at the heart of 

Downtown, bringing an incredible architectural 

jewel to the heart of MAIN ST.

We continue to work towards meeting the chal-

lenges the economy continues to bring to us.  This 

year’s event brought record sponsorship revenues 

as well as being one of the top three, all-time on-

site revenue generating events.  Additionally, art-

ists throughout the event enjoyed incredible sales 

and our layout expanded to incorporate even more 

areas of Downtown, formerly quiet and behind the 

scenes areas on unused side streets and alleys.

2015 was an incredible year for Downtown, and  

for MAIN ST., and continues to be the signature 

social and community event for Fort Worth each 

spring.



8

INTRODUCTORY
INFORMATION

EVENT HISTORY
30 YEARS AND RUNNING

The MAIN ST. Fort Worth Arts Festival (MAIN ST.), 

Fort Worth’s most honored event, celebrated its 

30th year on April 9 - 12, 2015.  Presented 

by Blue Moon Brewing Company, distributed by 

Andrews Distributing Company, and produced by 

Downtown Fort Worth Initiatives, Inc., MAIN ST. 

hosts tens of thousands of people during the four-

day visual arts, entertainment and cultural event.  

Showcasing a nationally recognized fine art and 

fine craft juried art fair, live concerts, performance 

artists and street performers on the streets of 

downtown Fort Worth, the Arts Festival stretches 

nine blocks on Main Street from the Tarrant Coun-

ty Courthouse to the Fort Worth Convention Cen-

ter.

The prominence of Fort Worth’s Old West history 

is evident on nearly every corner of the city; how-

ever, Fort Worth has grown by leaps and bounds 

in the area of arts and culture. And for the past 29 

years, MAIN ST. has acted as a major gateway to 

Fort Worth’s cultural growth.  Historically, “Where 

the West Begins,” MAIN ST. now heralds’ Fort 

Worth’s thriving culture by welcoming and bring-

ing together people from all sides of life, from the 

cowboys and cowgirls to the artistic mavens.  

The Arts Festival traces its beginnings to the early 

1980s when the City of Fort Worth set in motion 

a campaign of urban revitalization in the Central 

Business District.  As momentum began to build, 

businessman Robert Bass spearheaded the initial 

effort in 1986 to create an event showcasing the 

attractions of the city’s reawakening downtown 

core.

Mr. Bass and other prominent civic leaders envi-

sioned a multi-faceted festival that would trans-

form downtown into an outdoor gallery and con-

cert stage on an early spring weekend. That first 

MAIN ST. Fort Worth Arts Festival was a three-day 

event involving 140 artists, 60 performance groups 

and 600 volunteers. Attendance was approximate-

ly 80,000.

Thirty years later, downtown Fort Worth is a 

thriving, 24-hour live-work-play environment. The 

MAIN ST. Fort Worth Arts Festival, meanwhile, 

has followed a parallel trajectory, evolving into the 

biggest and best-attended event of its kind in the 

Southwest.  Art Fair SourceBook recently ranked 

MAIN ST. as #3 among the many hundreds of 

events they review nationally, we are the reader’s 

choice as the best festival in Fort Worth and was 

awared a Top 100 Destination in America by the 

American Bus Association. 
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BY THE NUMBERS

REVENUES / EXPENSES

EVENT ATTENDANCE

DEMOGRAPHICS

EVENT DATES

STAFF

VOLUNTEERS

 2013 2014 2015

Revenues:  $1,727,000 $1,881,053 $2,093,656 

Expenses: $1,666,000 $1,632,497 $1,759,057 

Net: $61,000 $248,555 $334,599 

400,000 (estimated over four days)

Age:
16 - 25: 19%;  26 - 35: 30%; 36 - 54: 34%;  51 - 64: 15%; Over 64: 2%

Income: 
Majority (56%) earn over $50,000 per household

Ethnicity:
Caucasian: 58%; Hispanic: 22%; African American: 12%; Other: 8%

APRIL 9 - 12, 2015

Producer, contract

Production Assistant, part time

Production Coordinator, part time

Marketing and PR firm, contract, 2 people

Entertainment Manager, contract

Production Manager, contract

Operations Manager, contract

16 - Member Festivals and Events Committee (vision, policy)

65 - Member Event Steering Committee (operations, management)

945 - Volunteers staffing 1,440 shifts

Volunteer demographics match our overall event demographics, with a diversity of 

cultures, ages and gender working tirelessly behind the scenes to make MAIN ST. a 

success.  
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INTRODUCTORY
INFORMATION
TYPES OF ACTIVITIES INCLUDED 

UNDER FESTIVAL / EVENT UMBRELLA.

223 FINE ARTISTS
OVER 1500+ APPLICANTS

Founding partner of Zapplication.org, an extensive 

artist online application system servicing over 300 

events and 80,000 artists around the world

Eighth successful year of mentoring neophyte 

artists with our Emerging Artists Program.

An estimated $4.0M of art sold over four days, 

based on artist and customer surveys.

COLLECTORS CLUB
BRINGS IN $40,000 ADDITIONAL 

REVENUE TO ARTISTS AT MAIN ST.

Also develops a much larger social event within 

the festival at large for the local art community.

4 STAGES OF 
INTERTAINMENT
$250,000 BUDGET

UT Arlington Main Stage, Star-Telegram 

Performing Arts Stage, Sundance Square Stage 

and the new Frost “Locals Only” Stage.

DFW Musicians Union contributes $35,000 

from Musician’s Trust Fund for 300 hours of 

entertainment, primarily used during the daytime 

hours.

National entertainment featuring The Georgia 

Satellites, The Atlanta Rhythm Section, Green 

River Ordinance as well as the return of the Fort 

Worth Symphony Orchestra and performances 

by the 2013 Van Cliburn Gold Medalist, street 

entertainment and activities.

SKYBOX VIEWING AREA
FOR SPONSORS AND GUESTS

Extensive networking environment for supporters, 

stakeholders and sponsors, moved to a larger 

facility in the southern end of the event.

“OFF MAIN” EVENTS
EXTENDS MAIN ST. REACH INTO 

DOWNTOWN COMMUNITY

Fifteen different venues throughout Fort Worth, 

including lectures, seminars, entertainment, 

theater, symphony concerts, exhibits.

30 FOOD PROVIDERS
EACH ONE JURIED INTO THE FESTIVAL 

BEVERAGE CHOICES
AN EXTENDED LIST 

Blue Moon, Specialty Beers, Coca Cola and Pepsi 

products, frozen and non-frozen Margaritas, 

Mojitos.

“WINE EXPERIENCE”
A GREAT TASTE 

Featuring the wines of the Downtown winery, 

“Times Ten Cellars.”  Tastings throughout 

 the weekend.

PAINTING SESSIONS
BY “A PIECE OF WORK”

Happening “en plein air” during the weekend.  

These sessions featured a bottle of wine, painting 

large canvases, guided by a local artist.



11

“IT’S KINDA THE HOLY GRAIL OF 
ART SHOWS!” 

- CEREE HELLUMS, EXHIBITING ARTIST
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M A I N  S T .  F O R T 
W O R T H  A R T S  F E S T I V A L

A p r i l  9  -  1 2 ,  2 0 1 5
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ANDREWS DISTRIBUTING 

COMPANY &
BLUE MOON BREWING 

COMPANY 
SPONSORSHIP
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PHILOSOPHY
DRIVING A GREAT TEAM FORWARD

A separate team handles all on-site preparation, 

communication and implementation; however, the 

sponsorship sales begins in the office of the direc-

tor who remains involved throughout the process 

to insure the delivery of all benefits and integration 

with marketing programs.

Our sponsorship philosophy: 

Under promise and over deliver. 

OVERVIEW
Since 2005, our sponsorship program has grown 

from $180,000 in cash and $430,000 of in-kind 

sponsorships, to close to $500,000 in cash and 

$700,000 in in-kind sponsorships from 28 sponsors.  

Additionally, we maintain a 96% retention rate 

in terms of year-to-year renewals of all of our 

sponsors, a testament to our ability to deliver 

SPONSOR PROGRAM
OUR PROGRAM FOR SUCCESS

results.  Fort Worth’s local business community 

steps up to sponsor this event; however, we have 

a significant number of national sponsors as well.  

99% of fundraising is local – and connections to 

sponsorship partners were initiated at some point 

on the local level.

We are involved in the community, and are 

members of the Chamber of Commerce, the 

Hispanic Chamber of Commerce, Downtown 

Rotary, the Black Metropolitan Chamber of 

Commerce and more, and attend functions on an 

ongoing basis to continue to develop and build 

ongoing relationships with our core sponsor 

constituency.  It is at this level that a successful 

sponsorship program begins.  

We also are proven providers of significant 

return on investment, which is why our sponsors 

continue to return year after year.  From the 

smallest sponsorship of $15,000 to the largest of 

$125,000 (Presenting), each receives a specific area 

of ownership within the festival to promote and 

associate themselves with; however, the hierarchy 

of who receives recognition throughout our media 

and marketing campaigns is tightly controlled, 

limited to only Official Sponsors ($40,000) and 

above.  This clear delineation of sponsorship 

levels brings value to the top tiers – and those 

sponsors have made it a part of their ongoing 

marketing plans invest in those positions, and they 

do not relinquish those spots.

We directly associate our on-site sampling and 

booth presence to only larger sponsorships, 

thereby reducing the number of list generating and 

data mining exhibitors who only desire the space 

and will not commit to sponsorship programs.  We 

no longer accept credit card sponsors, time share 

exhibitors or the large, mobile marketing displays.  

This has improved the value to our current 

sponsor stakeholders.  The lost revenue has more 

than been made up by higher cash commitments 

on the part of our long-term sponsors.

Each sponsor receives a “Sponsor Guide” to help 

them manage their onsite presence, and several 

clinics are held each year to allow sponsors to 

interact with each other and help promote both 

the festival and themselves.  Many of our best 

ideas have come from our sponsorship clinics and 

retreats.  Additionally, a complete Sponsor Report 

is submitted to each of our sponsors, based on the 

design of the Grand Pinnacle Award, but including 

information specific to our sponsors.
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“ WE PROVIDE SIGNIFICANT RETURN 
ON INVESTMENT, A MAIN REASON 

WHY OUR SPONSORS CONTINUE TO 
RETURN YEAR AFTER YEAR.”
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SPONSOR PROGRAM
ANDREWS DISTRIBUTING COMPANY

BLUE MOON BREWING COMPANY

DELIVERABLES
We were pleased to have 
Andrews Distributing Company 
participate as the Presenting 
Sponsor of the 2015 MAIN ST. 
Fort Worth Arts Festival.  

As such, designated partner 
Blue Moon Brewing Company 
held the highest level of 
visibility and exposure to the 
thousands of patrons who 
visited the Festival as well as 
almost 86 million impressions 
through our promotional 
efforts.

BENEFITS OF SPONSORSHIP:
• Exclusivity in selected category to extend through all levels of the sponsorship 

program, inclusive of Title Sponsorship, if any;

• Primary logo recognition in complete advertising and marketing campaign;

• Category exclusive marketing and promotion of company;

• Primary logo recognition in Official Festival Guide, 4-color, 48 page program, 

35,000 distribution;

• Primary logo recognition in event controlled print ads in all print and television 

ads, as negotiated. 

• Press release announcing your company’s involvement; 

• Included in sponsor listing in all press releases issued for festival distributed to 

over 500 media outlets throughout the country; 

• Logo recognition and homepage link on MAIN ST. website; 

• Full page ad in Official Festival Guide; 

• Logo recognition on no less than four sponsor credit boards located at main 

festival entrances; 

• 40 VIP credentials to MAIN ST.’s exclusive SkyBox Hospitality Suite that 

features the “best seat in the house” along with complimentary beverages, 

food and the ultimate in networking opportunities; 

• 40 VIP Invitations to MAIN ST. Special Events including Chairman’s Reception, 

Artists Reception, Artists Awards Brunch, Sponsor Reception.
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A Production Of Presented By
 

APR 9  -12  2O15
F O R T  W O R T H  A R T S  F E S T I V A L
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MARKETING OVERVIEW
2015 CAMPAIGN

2015 proved to be another successful year for 

the MAIN ST Fort Worth Arts Festival. The 29th 

MAIN ST. Fort Worth Arts Festival opened and 

closed with record-setting days, even with the 

closing of all activities on Sunday, all supported 

by print, broadcast, internet and radio advertising 

and promotion, as well as earned media coverage 

across a 60-mile radius in one of the nation’s top-

five media markets.

For the 2015 show, Pinkerton Design and Pavlov 

Advertising were able to bring exciting new 

elements into play, including the development 

of a new advertising and marketing concept, 

“The Art & Soul of Texas for Thirty Years,” and 

provided a fresh look that is nonetheless instantly 

recognizable as the festival’s own. The creative 

PROMOTIONAL/MARKETING 
CAMPAIGN & MEDIA OUTREACH  

concept carried through all aspects of the event, 

including advertising, invitations, signature 

apparel and even lapel pins.

MARKETING TACTICS INCLUDED:

• Consistent creative across all media, from  

 outdoor to TV to Web to apparel.

• Use of targeted, income-specific collateral  

 materials to grow artist sales

• Print and outdoor advertising, including   

 newspaper and magazine insertions as well  

  as outdoor boards and bus wraps.

• Heightened use of social media including   

 Facebook, Twitter and You Tube as well as  

 other publications’ web sites.

• Enhancements to our cutting edge iPhone  

 Application, as well as a completely   

 redesigned website.

• Increased internet advertising.

• Media coverage that spanned a 60+ mile   

 radius with numerous references in Print,   

 Internet, Radio and Television.

• Specialty items available for purchase at the  

 Festival that keep the brand visible year   

 round.
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A Production Of Presented By
 

APR 9  -12  2O15
F O R T  W O R T H  A R T S  F E S T I V A L

“THE ‘ART & SOUL OF TEXAS’ DESIGN 
CAPTURED OUR 30 YEAR HISTORY IN 

A HIGHLY VISUA WAY, AND AUDIENCE 
RESPONDED!”

- GLADYS PINKERTON, PINKERTON DESIGN
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ADVERTISING OVERVIEW
COLLATERAL

To amplify the success of the 2015 Arts Festival, 

Pinkerton Design increased the amount of 

collateral produced from years past in order to 

create buzz for the event:

Direct Mail

Posters/Banners

Official Program Guide

Specialty/Merchandise

PRINT

Print started running in January in various 

magazines and newspapers. Details of the Print 

ads are listed under each publication.

One of the main keys to the MAIN ST. media plan 

was a comprehensive print advertising schedule 

in various publications.  These publications 

targeted the art-buying demographic, as well as 

MEDIA OUTREACH
OVERVIEW

music aficionados and the general public.  The 

marketing effort began in November with design 

and copy-work, and commenced in January 

at the completion of the holiday season.  A 

print presence continued through the event’s 

conclusion.

1,297,829 total print impressions were received, 

for a total value of $133,414.  DFW DMA - 

923,900 net (unduplicated) adults.  With average 

frequency of 4.75 exposures, generating 4,382,700 

gross impressions (Source: Scarborough, DFW 

Study, 2015 R1-12m)

OUTDOOR

Pinkerton Design utilized outdoor marketing 

starting in mid-March that featured the MAIN ST 

logo graphics on bus benches, billboards and bus 

wraps throughout Fort Worth. The following pages 

include examples regarding size and location for 

Outdoor Advertising.

13,638,940 total outdoor impressions were 

received, for a total value of $131,516

TELEVISION

Creative roared into motion for the 29th annual 

MAIN ST. Fort Worth Arts Festival’s television 

public service campaign, with partial paid and 

courtesy ads provided as part of a broadcast 

schedule through the local CBS affiliate. 

6,956,120 total television impressions were 

received, for a total value of $148,775.
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MEDIA OVERVIEW CONT’D
ONLINE AND SOCIAL MEDIA

2015 brought about an incredible surge in 

online, social and interactive advertising.  For 

the purposes of our award submission, we are 

combining the interactive (online advertising and 

promotion) with our social media advertising 

(Facebook, Twitter and YouTube).  As advertising 

mediums change with technology, so have the 

goals and objectives of our overall marketing and 

media strategies changed.  

Viral email blasts through the Fort Worth Star-

Telegram and advertisements on a number 

of online sites, including Star-Telegram.com, 

Pegasus.com and FWWeekly.com, brought 

about significant awareness and recognition.  

Additionally, e-blasts were sent to close to 5,000 

names on our “Downtown Fort Worth Views” 

e-newsletter, including all of the major downtown 

stakeholders and DFWI members, as well as to 

1,230 subscribers in our “MAIN ST. Newsletter” 

database.  

The social sites developed included DFWI’s 

Facebook (70,000 likes), MAIN ST. Facebook 

(20,000 likes), Twitter (3,500 followers) and 

YouTube.  Facebook became an integral part of 

our immediate messaging and provided a way 

to instantly inform the public about the festival 

for free.  These services keep an ever increasing 

wired populous up-to-date about the festival, 

while providing an avenue for fans to discuss 

their experiences before, during and after the 

festival.  Constant monitoring of the social service 

sites allowed us to immediately hit trouble spots 

throughout the festival.

Banner-ads were placed on Star-Telegram.

com promoting the festival.  Finally, the MAIN 

ST. website was completely re-designed to 

incorporate new technology, design features and 

copy-points, making it a viral part of the festival, 

and a “must see” element prior to coming to 

the event.  Internet advertising heralded the 

festival’s approach and served as the closure in 

the marketing campaign.  A blitz schedule proved 

surprisingly cost-effective and targeted a wired 

audience that is tough to sell through traditional 

media.

773,991 total individual Web pageviews were 

received, with 174,714 users and 3.44 pages per 

session.  The average session duration was 2:28, 

for a total value of $123,400.  The online program 

alone generated 221,000 views.

RADIO

All radio stations renewed as Official Radio 

Sponsors, providing ongoing mentions of the 

festival before and throughout the weekend. 

Talking points were used rather than pre-recorded 

commercials enabling the stations to promote 

through ongoing DJ host mentions. 

4,058,000 total radio impressions were received, 

for a total value of $199,340

MEDIA SCHEDULE

Media buying was handled direct, with net 

pricing paid to all media partners.  A volunteer 

on the Event Management Team (a professional 

media buyer) handled all media placement and 

negotiation on our behalf, saving approximately 

$20,000 in media agency costs.
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PUBLICITY & MEDIA
OVERVIEW

The 29th MAIN ST. Fort Worth Arts Festival 

opened April 10 with three days of great weather 

(Sunday cancelled for severe weather) on the 

horizon and more than a month of advance 

publicity at its back.  The festival received 

generous coverage by our hometown paper, 

which reported news of MAIN ST. in every section 

but sports, as well as momentum from arts and 

entertainment reporting by The Dallas Morning 

News and media appealing to collectors, including 

KERA’s Art & Seek portal and “Art Matters” on 

Dallas classical radio station WRR.  

It rated a D Magazine “Critic’s Pick,” and received 

a DFW Best nod from both the FW Weekly and 

The Dallas Morning News Guide.  Patrons came to 

buy, and local artists featured in news reporting 

MEDIA OUTREACH
PUBLICITY AND MEDIA

had record sales for the show.  All artists had a 

great show. 

Our target population included the residents of 

Fort Worth as well as tourists from outside the 

Metroplex, with a concentration on those who are 

either art collectors, or those willing to become art 

collectors, and those who are most interested in 

extending their experience of Downtown.

 

PUBLICITY MEASURES INCLUDED

A total of 180,477,995 impressions with a value of 

$2,513,847. Publicity measures included:

Web/Online (Cost per thousand visitors):

• Number of Articles: 118

• Impressions: 166,262,647

• Value: $436,274

Broadcast (Total number of minutes x :30 cost):

• Total segments: 69

• Total Nielsen Audience: 7,394,283

• Total Ad Equivalency: $54,809

• Total Publicity Value: $164,422

Print (Column inches x cost per inch):

• Number of Articles: 58

• Impressions: 6,769,192

• Media Value: $1,906,601

Blogs:

• Number of Articles: 5

• Impressions: 51,873

• Media Value: $6,550

“The  numbers are impressive: four days, nine city 

blocks, 223 juried artists from across the country, 

300 music and performing arts shows, 1,440 

volunteer shifts, tens of thousands of visitors and 

more than $5 million in art sold.  But this year’s 

MAIN ST. Fort Worth Arts Festival has another 

number to be proud of: 30 as in 30 years in 

business!”
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GETTING THE WORD OUT
MARKETING OVERVIEW

The 29th MAIN ST. Fort Worth Arts Festival 

in 2015 had several record-setting days, all 

supported by print, broadcast, Internet and radio 

advertising and promotion. The event also earned 

media coverage across a 60-mile radius in one of 

the nation’s top five media markets.

For the 2015 show, Pinkerton Design established 

a new advertising and marketing concept “Come 

Together” for the top rated arts festival in Texas 

and provided a fresh look that is nonetheless 

instantly recognizable as the festival’s own. The 

creative concept carried through all aspects of the 

event, including advertising, invitations, signature 

apparel and even lapel pins.

ADVERTISING

HIGHLIGHTS

•  Creative across all media: TV, outdoor and  

 web.

•  Print and outdoor advertising, including   

 newspaper and 

 magazine as well as bus wraps

•  Interactive advertising on 

 YouTube and other web sites.

•  Increased Internet advertising.

•  Earned media coverage that spanned a 60+  

 mile radius with numerous references in   

 print, Internet, radio and  

 television outlets.

•  Specialty items available for purchase that  

 keep the brand visible year-round.
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BILLBOARD
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FULL BUS WRAP
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FULL BUS WRAP
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FULL BENCH
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MackayAdvertising.com

 

301 West Vickery Blvd
Fort Worth, TX  76104
 

Contract #
Start Date:

226151
3/9/15

BUS SIDES: QUEEN
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PROMOTIONAL POSTER

Presented by               Produced by              Official Sponsors Official Media Sponsors

FREE ADMISSION  //  Art. Music. Food. Fun.
Downtown Fort Worth  //  MainStreetArtsFest.org

Supporting Sponsors:  Dallas/Fort Worth Professional Musicians Association, Fort Worth Convention & Visitors Bureau, Frost, XTO Energy

Hotel Sponsors:  The Ashton Hotel, Blackstone Courtyard Downtown Fort Worth, Hilton Fort Worth Hotel, 
      Omni Fort Worth Hotel, Park Central Hotel, Worthington Renaissance Hotel

FREE ADMISSION // ART. MUSIC. FOOD. FUN. // DOWNTOWN FORT WORTH

F O R T  W O R T H  A R T S  F E S T I V A L

 MainStreetArtsFest.org

Presented by                         Produced by                             Official Sponsors Official Media Sponsors

Artwork: Story, Ceramics; Blackwell, Glass; Lambrecht, Wood; Varney, Drawing/Pastels; Ernest, Digital

INDULGE FULL PAGE AD
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STAR TELEGRAM 1/4 PAGE AD 2 S-T MUSIC AD

FREE ADMISSION // ART. MUSIC. FOOD. FUN. // DOWNTOWN FORT WORTH
F O R T  W O R T H  A R T S  F E S T I V A L

 MainStreetArtsFest.org

Presented by    Produced by               Official Sponsors
Official Media Sponsors

Artwork: Story, Ceramics; Blackwell, Glass; Lambrecht, Wood; Varney, Drawing/Pastels; Ernest, Digital

Supporting Sponsors:  Dallas/Fort Worth Professional Musicians Association, Fort Worth Convention & Visitors Bureau, Frost, XTO Energy
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30% REVENUE INCREASE
INTERNALLY MANAGED AND EXECUTED MER-

CHANDISE CAMPAIGN RESULTED IN 30% IN-

CREASE IN REVENUES

For 2015, we continued our process of handling 

all merchandise operations in-house, resulting in 

better inventory control and sales execution.  All 

designs were completely updated, and we initiated 

a new on-site merchandising and marketing cam-

paign to draw attention to our designs and reward 

customers with merchandise offers.

Pinkerton Designs handled the design of the Festi-

val merchandise, including T’s, sweatshirts, mag-

nets, hats, pins and specialty shirts. 

Fort Worth Screen Printing handled all shirt print-

ing and embroidery, and provided excellent pricing 

and services as a new company working with us 

MERCHANDISE
PROGRAM
A REALLY RECORD SETTING YEAR!

for the second time this year.  Under the direction 

of our volunteer merchandise manager, Fort Worth 

Screen Printing provided scoop-to-nuts merchan-

dise for sale to the public.

With an investment of $21,000, we generated 

$45,000 in sales, selling out of all wearable mer-

chandise, approximately 75% of our posters, all of 

our water bottles and 100% of our koozies.  Cus-

tomers were extremely pleased with the selec-

tion of all merchandise, and enjoyed free koozies 

or magnets for purchases over $40.
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“INTERNALLY MANAGED AND 
EXECUTED MERCHANDISE CAMPAIGN 

RESULTED IN 30% INCREASE  
IN REVENUES”
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VOLUNTEERS, THE “WONDER TEAM,” 
ARE THE REASON FOR THE SUCCESS 

OF THE NATIONALLY-RANKED MAIN ST. 
FORT WORTH ARTS FESTIVAL. 
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OUR VOLUNTEERS
OUR VOLUNTEER MISSION: PROVIDE THE ULTI-

MATE IN FESTIVAL FUN, ART, ENTERTAINMENT 

AND VALUE FOR OUR GUESTS! 

Volunteers, the “Wonder Team,” presented by XTO 

Energy, are the reason for the success of the na-

tionally-ranked MAIN ST. Fort Worth Arts Festival. 

To be honest, this event simply could not take place 

without the hard work and dedication of over 945 

volunteers, filling 1,440 positions, who handle ev-

erything from hospitality to beverage sales.  Close 

to 20,000 volunteers over the years have helped us 

spread the message: Downtown Fort Worth is Hot!

MANAGEMENT: 

This year, management of Team MAIN ST. was 

assumed by MAIN ST. staff, who worked hard to 

provide the best experience possible for all vol-

unteers. Diana Hahn, Volunteer Manager, and her 

VOLUNTEER
PROGRAM
OVERVIEW

team handled all volunteer issues and concerns, 

scheduling and staffing.  Our team uses Volgistics 

to manage the volunteer database, a seamless and 

reasonably priced online management tool.

TRAINING: 

First year volunteers are required to attend a brief 

training session to better acquaint themselves 

with the operations of the event. Many of the tools 

are available online. Returning volunteers do not 

need to attend a training session unless they are 

working in a different area than the past.  This 

year’s training session brought together a record 

300 volunteers.

BENEFITS: 

As a Team MAIN ST. member, benefits include: 

• A “TEAM MAIN ST.” T-shirt  

• Free beverage available after your shift

• 10% discount on official MAIN ST. merchandise

 Volunteer recognition event
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EDUCATIONAL OUTREACH
TARRANT COUNTY PARTNERSHIP

We are pleased to partner with Tarrant County 

College to continue the “Growing Young Artists” 

program for 2015.  This multi-dimensional outreach 

program is designed to leverage the assets of the 

MAIN ST. Fort Worth Arts Festival in order to bring 

the talents of our artists, and the opportunities of 

our festival, to middle-and high school students in 

the Fort Worth ISD.  Our fifth year comes on the 

heels of a highly successful 2014 program, where 

over 200 young artists sold over $7,400 worth of 

art!

This program has two components, each support-

ed by a grant from Tarrant County College:

Artist-in-Residence Program – Several of our 2015 

participating artists visit area schools to demon-

strate their work, and provide insight to students as 

COMMUNITY
OUTREACH
GROWING YOUNG ARTISTS

to how the visual art industry can be a viable alter-

native for career development.  Each of our partic-

ipating artists conduct a specially focused seminar 

in the schools, and present and teach specifically 

on their medium to age-appropriate students.  The 

students have an opportunity to come to the festi-

val and be treated to a “behind the scenes” look at 

the ongoing operation of a major arts festival.  

Young People’s Art Fair - Young people are burst-

ing with artistic energy, and our Young People’s 

Art Fair presented by TCC is a fun way for boys 

and girls to express themselves visually while 

encouraging the creative growth of young peo-

ple. We believe that they can develop their artistic 

potential through personal expression in individu-

ally crafted, original objects.  The Young People’s 

Art Fair is located in our “MAIN ST. Creates!” area, 

and features over 300 young artists from around 

the Fort Worth community who set up tables and 

sell their own works of art to our audience on Sat-

urday and Sunday from 10:00 AM to 6:00 PM each 

day.  They experience the trials and tribulations 

of making enough art to sell to a varied audience, 

customer service, financial exchange, and more.  

They must be accompanied by a parent at all 

times during the show.
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ECONOMIC IMPACT
FORT WORTH

Serious fun: MAIN ST. festival packs $41 million 

punch!  Don’t judge MAIN ST. Fort Worth Arts 

Festival by its good looks alone—Downtown’s 

main event is an economic engine that generated 

$41 million in overall dollars, even in the depths of 

recession.

A study conducted by Birchhill Enterprises for festi-

val producer Downtown Fort Worth Initiatives, Inc. 

shows the four-day MAIN ST. festival, which cele-

brated its 29th year in April, injects millions daily 

into local coffers.

MAIN ST. pours more than $7 million to $10 million 

a day into the local economy, whether in overall 

spending and impact or total dollars generated. 

That adds up to some serious fun

ECONOMIC IMPACT
VITALIZING DOWNTOWN FT. WORTH

A snapshot of the festival’s economic benefits 

shows:

• Overall dollars generated by the festival in 2012 

(the latest study made - a new study will be 

made in 2015) were more than $41 million, over 

$10 million daily (without Vendor Leak).

• Direct and indirect impact of the festival in 2012 

grew by 28% compared to 2009 ($27,041,711 

and $21,778,023 respectively).

• Visitors spending onsite grew doubled, rising 

from $1,363,444 in 2009 to $2,676,412 in 2012.

• Visitors spending in the region of the festival 

dropped slightly, from $3,163,761 in 2009 to 

$1,787,384 in 2012.

• 

Downtown Fort Worth Initiatives, Inc. surveys 

crowds every three years to gauge economic im-

pact as well as guest satisfaction, patron spending 

and other facets of the nationally ranked show.

To say MAIN ST. is a crowd-pleaser would be an 

understatement. Exit surveys at last year’s festival 

found that all respondents - 100% of those sur-

veyed - would recommend the event to friends, 

and 95.8% rated MAIN ST. good or excellent.  

These high marks join a growing list of bests 

and firsts for MAIN ST., one of the most honored 

shows in its class. MAIN ST. is ranked among the 

top festivals.
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“MAIN ST. POURS MORE THAN $5M 
TO $8M EACH DAY INTO THE LOCAL 
ECONOMY, WHETHER IN OVERALL 

SPENDING AND IMPACT OR IN TOTAL 
DOLLARS GENERATED.”
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ECONOMIC IMPACT
SUPPORTING MATERIALS
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Economic/demographic indicators 2012 2009 2006
Overall direct and indirect economic impact $27,041,711 $21,778,023 $18,121,632

Total sales tax to state $1,883,815 $1,583,267 $1,686,168

Total sales tax to city $513,768 $383,822 $408,727

Spending per day - visitors $116.99 $88.06 $76.72

Spending per day - locals $44.67 $41.24 $48.70

Total spending on site - visitors $2,676,412 $1,363,444 $1,190,329

Total spending on site - locals $16,139,872 $13,171,976 $15,125,437

Total spending in the region - visitors $1,787,384 $3,163,761 $2,284,921

Total spending in the region - locals $2,180,876 $1,403,079 $1,658,226

Total spending in the region - vendors $49,572 $88,856 $79,482

Number of days with significant rain fall 1.0 2.0 1.5

Attendance 445,000 390,000 385,000

Local attendance 92% 91% 90%

Visitors 8% 9% 10%

Visitors who came from over 50 miles 34,834 36,510 40,336

Attendees who visited multiple times 283,279 220,034 198,811

Average number of days spent at the festival 1.57 1.77 1.94

Average number of days that visitors stayed in the area 2.35 2.97 2.49

Average percentage of visitors who stayed with friends 32% 42% 67%

Average number of hours spent at the festival 3.76 4.54 4.86

Locals that would have left the area (no festival) 57,869 56,417 43,304

Money that would have left the area (no festival) $4,806,813 $8,318,689 $6,737,427

Individuals that attended in groups 87% 95% 78%

Groups who attended with children 20% 47% 51%

Attendees older than 36 47% 51% 57%

Attendees younger than 36 53% 49% 43%

Attendees that spent at least 2 days at the festival 86% 49% 52%

Attendees who have attended at least 3 previous festivals 48% 61% 53%

Attendees with college degree 56% 47% 44%

Attendees with household income greater than $75,000 44% 37% 39%

Attendees who arrived in private car 73% 72% 71%

Zip code with highest number of visitors 76107 76116 76116

Zip code with second highest number of visitors 76134 76133 76133

Zip code with third highest number of visitors 76132 76102 76132
Source: Economic Impact of Main Street Fort Worth Arts Festival, Birchhill Enterprises 2006, 2009 and 2012
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IMPACT FOR THE BETTER
The MAIN ST. Fort Worth Arts Festival is making 

significant strides in terms of reducing its carbon 

footprint, and will continue several successful 

“green” policies and programs aimed at reducing 

the amount of waste generated. 

Specially marked containers were available for 

attendees to recycle cans and bottles, an endeavor 

that many of our sponsors support and encourage.

Another environmentally friendly project that re-

turns to this year’s festival is a bicycle corral, which 

is free of charge to those who chose to ride their 

bicycles to the festival.  The corral is sponsored by 

the Fort Worth Bicycling Association and Bicycles, 

Inc., and is designed to get patrons thinking about 

alternative transportation methods and utilizing 

Fort Worth’s network of bike trails. The corral is op-

erated from 10 am to 8 pm daily during the festival 

by Bicycles Inc. on 4th Street east of the Houston 

ENVIRONMENTAL
IMPACT
DOWNTOWN FT. WORTH

Street intersection and is fenced in and staffed by 

cycling enthusiasts. There are bike racks for stor-

age and an ID system to avoid theft.

Also included in the greening of the festival is 

the use of biodegradable eating utensils and 

PLA-manufactured, biodegradable cups. The uten-

sils are made of yearly renewable raw materials 

like certified GMO-free corn and are durable and 

reusable. The PLA cups are made from a polymer 

which is used to make everything from packag-

ing to fibers for furnishings, and is derived from 

renewable resources instead of oil. The polymer 

is more environmentally friendly than traditional 

petroleum-based plastics and is the world’s first 

greenhouse gas-neutral plastic, breaking down 

completely in as little as 45 days.

Festival staff recycles all oil and grease used to 

prepare the food. Glen’s Grease Service has been 

serving this function at the festival for four years. 

The company takes 100 percent of the fat, cooking 

oils and grease used to cook the fried food at the 

festival and renders it for other uses. These initia-

tives help raise awareness of environmental issues 

and conservation as well as set an example for 

other events and businesses in the area.

87 metric tons of carbon were been offset this year 

by Green Mountain Energy, reducing the negative 

environmental impact of the generators placed 

around the event site to produce power for the 

festival.  Our goal is to be 100% waste-neutral by 

2016.  

The MAIN ST. Fort Worth Arts Festival joined 

forces with the Tarrant Regional Water District to 

present one of the most comprehensive environ-

mental programs in the country.  Together, we are 

making significant strides in terms of reducing our 

carbon footprint, and are introducing yet another 

initiative designed to bring attention to a grow-

ing issue in Tarrant County - water conservation.  

TRWD presented FREE WATER stations, encour-

aging thinking towards everyone’s goal to “Save 

Water. Nothing can replace it. 

Four stations were located conveniently through-

out the Festival site.  Patrons were asked to bring 

their own water bottles and fill them up, or they 

would have the option to buy a water bottle at the 

festival for only $9, refillable at any time. 

The stations featured Fort Worth’s nationally 

reknowned municipal water dispensed using a 

state-of-the-art U/V filtration system provided by a 

company in Canada.  These dispensing units were 

trucked down to Fort Worth, and set up in booths, 

branded and promoted.  The service tubing was 

pre-cooled using tubs of ice, meaning the water 
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was refreshing from the first draft.  

14,000, 16.2 ounce servings of “H2O!” were de-

livered to patrons during the Festival, removing 

14,000 plastic bottles from circulation! Addition-

ally, 1,200 souvenir bottles (reuseable) were sold, 

resulting in a revenue stream of $9,000, further 

offsetting the cost of the program.  Customer com-

plements and Facebook postings about the avail-

ability of free water added to the goal of improving 

customer service and amenities.  Finally, our soft 

drink and water sales volume increased over 14% 

from 2014, which translated means the free wa-

ter did not negatively affect our overall revenue 

stream.
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AREA FOR YOUNG ARTISTS
DEVOTED SPACE FOR CREATIVITY

Presented by sponsor Wells Fargo, “Main ST. Cre-

ates! presented by Wells Fargo” is open Thursday 

through Sunday from 10 a.m. to 9 p.m., and until 

7 p.m. on Sunday. “MAIN ST. Creates!” is easy to 

find – just head to the north end of Main between 

Weatherford and 2nd, near the Tarrant Country 

Courthouse. Look for the colorful overhead arch 

leading the way!

A reminder that while some activities are free, oth-

ers require coupons (available at all of our coupon 

booths) and will NOT accept cash.

The following list of activities are available at the 

2015 festival. 

BALLOON DESIGNS - Learn to make your 

very own balloon design.  Presented by Fellowship 

Church.

CHILDREN’S  
PROGRAM
MAIN ST. CREATES!

MODEL MAGIC - Make a colorful bird using 

air-dried clay.  Presented by Van Grow.

FISH PRINTS - Use a rubber, life-like fish (really!) 

to make a print.  Presented by Van Grow

FACE PAINTING - Party Faces, Inc. uses safe, 

SNAZAROO water-based cosmetic face paints - 

price depending on complexity.

CERAMIC TILE PAINTING  - Color and tile 

come together in a creative way. Provided by 

Home Depot

MURAL WALL - Be a part of creating a mural for 

the MAIN ST. Arts Fest!  Van Grow presents

ROCK WALL - Can you climb to the top? 

SAND ART  - Create a colorful sculpture with 

sand.

BEADS AND MORE!  - Make pony bead neck-

laces for yourself or a friend.  Presented by Van 

Grow.

ARTS AND CRAFTS - Try your hand at a vari-

ety of arts and crafts.  Presented by Michael’s.

TIE DYE - Create your own original tie dye ban-

dana.  Presented by Van Grow..

BOOKMARK! - Make tracks with your own spe-

cially created animal track bookmark. Presented by 

Camp Fire First Texas

SPRING FLOWERS - Create your own spring-

time flower! Presented by Camp Fire First Texas
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2015 VISUAL ARTISTS
DEVOTED SPACE FOR CREATIVITY

PArt enthusiasts can choose from a variety of 

creative and original works of art from mediums, 

such as sculpture, painting, fiber, mixed media, 

ceramics, wood, glass, and metalwork. MAIN ST. 

is a juried art fair, which means that artists must 

submit their work to an esteemed panel of national 

and local judges before being selected to exhibit. 

Each exhibiting artist will be present at their corre-

sponding booths during festival hours to discuss 

their work and explain the processes and materials 

used in displayed works.

“No matter their level of art know-how (the less-

er-experienced and Pablo Picassos alike), tens of 

thousands of art and festival-loving folks will expe-

rience an eye-popping weekend at this year’s MAIN 

ST.,” said Marilyn Ackmann, chair of the Festivals 

and Events Advisory Committee for festival pro-

VISUAL ARTIST 
PROGRAM
OUR HEART AND SOUL

ducers Downtown Fort Worth Initiatives, Inc.

Of the nearly 1,500 applications received, only 213 

artists were selected to exhibit at the 2015 festival, 

including 22 award-winning artists from the 2014 

festival.
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FOOD & BEVERAGE
OVERVIEW 

Choices?  We’ve got a-plenty.  Check out the entire 

lineup!

Whether it’s crawfish, turkey legs, bratwurst, gour-

met hamburgers, funnel cakes or ice cream, festi-

val-goers have choices to satisfy almost any taste 

bud. Coca Cola, Pepsi and Dr Pepper products, 

fresh squeezed lemonade, fresh blended smooth-

ies, Coors Light beer, frozen and unfrozen margari-

tas, Mojitos and times ten Texas wines compliment 

a wide variety of food throughout MAIN ST.

And we have new food areas, so explore all of Main 

Street.  A New North Food Court, with all of your 

Festival Favorites in a setting featuring picnic table 

seating, street entertainment and more, as well as 

stops at 6th Street and 7th Street - will keep you 

refreshed and your hunger satisfied.

FOOD & BEVERAGE
PROGRAM
THE TASTE OF MAIN ST.

WINE AND CRAFT BEER TASTINGS

Back by popular demand Fort Worth’s only full 

production winery will once again provide a private 

wine tasting and winery experience. This will be a 

seated tasting featuring four premium wines. Par-

ticipants will receive a commemorative wine glass 

etched with the MAIN ST. Fort Worth Arts Festival 

logo and will take home bottle of wine selected from 

the tasting. Recipe and food pairing suggestions will 

be available to accompany the wines.

Seating will be limited to 30 persons per session, 

and advance reservations are required! To make 

your reservation simply stop by the Wine Experi-

ence tent and place your name on the list for the 

session you’d like to attend. Sessions will start 

promptly at the appointed time; therefore, anyone 

who is not present will forfeit their seat to someone 

on the waiting list. You are of course, welcome to 

reschedule.
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“30 CATERERS, INCREDIBLE WINE, 
LOCAL CRAFT BREWS AND SIGNATURE 
NATIONAL BRANDS TOUCHED EVERY 

PALATE!”
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MAIN ST. COMES ALIVE
OVERVIEW 

Hundreds of critically acclaimed entertainers, 

including headliners Green River Ordinance, The 

Georgia Satellites, Atlanta Rhythm Section, Robben 

Ford, and Tito Puente, Jr., are set to perform at the 

2015 MAIN ST. Fort Worth Arts Festival (MAIN ST.), 

celebrating its 30th year on April 9-12. Throughout 

the four-day festival, music lovers will witness live 

shows from locally, nationally and internationally 

recognized entertainers who cover a wide variety 

of music including, blues, jazz, country, Latin, rock, 

funk, classical and more.

There will be three stages providing the enter-

tainment platform for this year’s performers. The 

University of Texas at Arlington (UT Arlington) 

MAIN Stage, located at 9th and Main Streets in 

front of the Convention Center, will host entertain-

ers such as legendary guitarist and five-time Gram-

my Award nominee Robben Ford, southern rock 

ENTERTAINMENT
PROGRAM
THE SOUNDS OF MAIN ST.

legends Atlanta Rhythm Section and The Geor-

gia Satellites, and Fort Worth-based alternative 

roots-rockers Green River Ordinance. 

The Sundance Square Stage, located on the west 

side of Sundance Square Plaza at 4th and Main 

Streets, will host entertainers such as contempo-

rary jazz keyboardist and composer Keiko Matsui, 

2013 Cliburn finalist Steven Lin, the Fort Worth 

Symphony Orchestra, jazz saxophonist Marion 

Meadows, and critically acclaimed Latin jazz artist 

Tito Puente, Jr.

On the Star-Telegram Performing Arts Stage, lo-

cated at 5th and Main Streets, performers include 

avant-garde, new-age multimedia performance 

troupe Squonk Opera, country / rock / jazz hybrid 

The Gypsy Playboys, comedy-juggling superhe-

ro The Checkerboard Guy, and comedy juggler 

Wacky Chad.
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“ENTERTAINMENT PROGRAMS REACH 
ALL DEMOGRAPHICS AT MAIN ST., 

WOVEN INTO THE SOCIAL FABRIC OF 
DOWNTOWN.”
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EMERGENCY PLAN
OVERVIEW 

Our Emergency Plan describes the responsibilities 

of the festival staff and outlines the actions of 

city and community emergency officials in the 

event of an incident or emergency.  The MAIN ST. 

Fort Worth Arts Festival is subject to all types of 

emergency situations including, but not limited to, 

weather, fire, crime, terrorism and civil disturbance.

City officials are in overall command of 

any emergency as declared by the on-site 

representative.  Specific plans for police, fire 

department and emergency medical services have 

been developed by these agencies and are noted 

here by reference only.  This document serves as a 

guideline for Festival volunteer action and reaction 

in emergency circumstances, and is not intended 

to supersede the emergency procedures utilized 

by the city but rather to work in concert with those 

procedures.  Festival representatives will be able to 

EMERGENCY 
PREPAREDNESS  
PROGRAM
MAKING MAIN ST. SAFE

review these procedures for the express purpose of 

coordinating Festival actions with the city. 

The Command Post is located on the second floor of 

the Blackstone Hotel (room 208), located at 601 Main 

Street between Fifth and Sixth Streets (entrance 

on Fifth Street) and will serve as the central point 

of control, coordination, communications, and 

information for the festival.  Festival will appoint 

person(s) to serve as liaisons between PD, FD, street 

and media.  

All public information regarding emergency 

situations and responses to those situations will 

be released by the Festival Spokesperson from 

a location to be determined by the Festival.  This 

location may be at a location on the street or from 

a building near the event grounds.  Under no 

circumstances will press briefings be disseminated 

from the Command Center.  No other festival staff 

or Event Management Team member is authorized 

to speak on behalf of the festival in an emergency 

situation.

EMERGENCY TEAM

The Festival Emergency Services Team 

(Emergency Services Team) will be made up 

of the following persons.  It is understood 

that circumstances may dictate that not all of 

the Emergency Services Team will be able to 

convene for the purpose of coordinating the 

emergency response; however, all will use best 

efforts to participate when and if a meeting of the 

Emergency Services Team is necessary:

• Festival Producer/Downtown Fort Worth   

 Initiatives, Inc. Representative

• Festival Production Coordinator

• Security Manager 

• Fire Department representative

• Off Duty Police Department 

 representative 

• On Duty Police Department r

 epresentative

• City Center Security representative

• Festival Public Information Officer 

• MAIN ST. Logistics Team Leader 

• MAIN ST. Communications Team Leader 

 

The Emergency Team takes the necessary steps 

as detailed within this comprehensive plan to 

ensure the safety of all patrons in the event of 

an emergency.  
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“THE SAFETY OF OUR GUESTS, 
PARTICIPANTS AND VOLUNTEERS IS 

OUR TOP PRIORITY.”  
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THANK YOU!

FROM ALL OF US AT THE
MAIN ST. FORT WORTH ARTS FESTIVAL!

777 Taylor Street, Suite 100 | Fort Worth, TX  76102

817.336.2787 | festivalinfo@dfwi.org | www.mainstreetartsfest.org
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