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Comcast and the International Snow Sculpture Championships 

 

Introduction & Description of Main Event 

At 32 degrees Fahrenheit, water becomes snow.  Many relate snow to the popular winter sports of skiing 
and snowboarding, but the International Snow Sculpture Championships (ISSC) in beautiful Breckenridge, 
Colorado, use this medium for an entirely different competition.  Just as Mother Nature transforms the 
elements for the winter, 14 teams or artists from around the world transform 12 foot high, 20-ton blocks 
of snow in intricate works of beauty each January. 
 

The result of their 65 hours of scraping, chiseling 
and shaping is an almost surreal surrounding of 
huge frozen sculptures set against the back drop 
of the Rocky Mountains.  The process of curving 
these blocks of snow and the resulting 
masterpieces draws more than 40,000 
spectators plus regional and national press to the 
quaint Victorian town of Breckenridge. 
 

Sponsorship of the 2015 ISSC provides savvy 
marketers with a comprehensive package of 
actionable rights and benefits.  There are few events that can provide sponsors such a unique, high profile, 
attracting such a highly desirable audience to such a breathtaking setting. 
 

For 25 years, the Breckenridge Tourism Office, the destination marketing organization for Breckenridge, 
CO has produced the International Snow Sculpture Championships to entertain and delight for their 
international and national guests as well as create a broad interest and appeal across the Front Range and 
Western Slope.   

The Championships begins on Tuesday, January 27 as 14 
national sculpture teams from places such as China, Ukraine, 
Mexico, Argentina, Mongolia, France, Germany Alaska, and 
Vermont, use only hand tools to craft their art.  The results are 
breathtaking.  Massive, yet highly intricate snow sculptures 
that seem to defy gravity and exist for just two weeks. 
 

By the end of the first week, as the works are completed, five 
judges review each sculpture for quality, creativity, originality, 

use of medium and sculptor’s theme.  Gold, silver and bronze medals are awarded in addition to People’s 
Choice, Artist’s Choice and Kid’s Choice awards. The crowds surge into Breckenridge on the weekend of 
January 31 for nine continuous days until February 8, to view the finished pieces, enjoy kid’s programs, 
food and other attractions along with Breckenridge’s other winter activities. 

2015 IFEA Pinnacle Award Submission: 

41) Best New Sponsorship Program 
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Name of Opportunity and Sponsor 

 
Breckenridge’s International Snow Sculpture Championships is always looking for additional interactive 
features for their event. The sculptures are created for viewing only and there is always an audience 
desire to interact with these amazing snow sculptures.  By providing interactive displays  and activities it 
satisfies the audiences need to be a part of the event. 
 
Comcast / Xfinity is one of Colorado’s leading cable and internet providers and seeks out events that 
attract an engaging audience from various regions of the state.  The International Snow Sculpture 
Championships is one such event that provides Comcast face time to interact with its customers and 
potential customers in a very organic setting. It was the perfect fit for and “Xfinity Ice Lounge”. 
 

Description and purpose of New Sponsor Opportunity 

 
Breckenridge was not necessarily seeking a sponsor for a predetermined new program or asset, but 
rather wanted to partner with a sponsor to create an asset that would address their needs while 
enhancing the event. The “Xfinity Ice Lounge” was such an activation.  The event hired an ice sculptor to 
replicate the Xfinity couch that is being used in commercials, built out of ice with a branded “Ice TV” 
placed as if you were sitting in someone’s living room.   
 
Event attendees could then look back over their shoulders and have their picture taken by the Comcast / 
Xfinity rep that was on site or if it was off hours, by their friends and family.  The Comcast / Xfinity rep 
would get the attendees “thumbs up” that they liked photo and could email, facebook, tweet or 
instagram the image to the attendees account. 
 
This activation helped Comcast / Xfinity build brand identity and create and innovative activation. 
Through this activation, it provided Comcast / Xfinity reps to connect with both Colorado’s mountain 
communities and Front Range residents to promote and sell Xfinity services. 
 
Description of the targeted sponsor for the opportunity and why the sponsor was targeted 
 
Comcast / Xfinity was targeted by the festival as they are one of a handful of cable and internet 
providers within the state of Colorado. Reaching out to their customers and potential customers is very 
important and strategic element to the Comcast / Xfinity brand team. 
 

Explain the synergy between the event and the sponsor 
 
The sponsorship was designed to fulfill the following Objectives for Comcast / Xfinity. 
 

 Brand Development 
 Creating an experience out of ice that was organic to an outside Colorado Winter Festival 
 Engage with the Snow Sculpture attendees, so that they would take a look at Comcast / Xfinity 

products and services 
 Provide an interactive activity at Breckenridge’s International Snow Sculpture Championships 

 
Overall Effectiveness/Success of the Sponsorship 
 

Comcast was successful in selling their services to many Summit County and Front Range residents and 
generating thousands of social media impressions through Facebook, Instagram and Twitter. 
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What challenges / obstacles did you foresee / encounter in creating the program, and how 
did you handle them? 

 
The main challenge was to make sure that the ice couch was in a location that it would not only sustain 
for 10 days, but would properly represent the brand for 10 days. We worked with the event organizers 
to find a location that was in the heart of the event, but also provided natural shade and minimal direct 
sunlight. 
 
They Comcast / Xfinity brand is a red mark. We worked with the sculptor to hi-lite the couch logo in red 
by dying the snow that he used to create the logo, but being careful it was truly red and not pink. 
  

Supporting Materials 
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