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Introduction & Description of Event 

The OneAmerica 500 Festival Mini-Marathon continues to be a vital part of the city’s civic 
fabric. In 2015, 35,000 runners and walkers took to the streets of downtown Indianapolis on 
the second Saturday in May for the 39th running of the largest half-marathon in the nation. 
  
The Mini-Marathon is the 6th largest timed race in the United States according to the USATF 
ranking. The 13.1-mile course stretches from downtown Indianapolis to the famed 2.5 mile oval 
at the Indianapolis Motor Speedway and ends downtown in Military Park, a downtown green 
space covering an entire city block, for the 500 Festival Post-Race Party.  Starting with only 800 
registrants in 1977, the Mini-Marathon has continued to grow every year with participants 
represented all 50 states as well as 9 foreign countries in 2015. 
  
The Mini-Marathon is truly a year-round event with over 10% of the field registering on the day 
of the event. Other events that precede the Mini-Marathon include the 500 Festival Miler Series 
in February, March and April, and the Mini-Marathon Expo.  
  
 
Description of overall sponsorship program 

With the large number of sponsors involved in the event and the wide range of services 
provided to participants, the 500 Festival works aggressively to provide packages that include 
unique benefits that meet the needs of each sponsor. The overall sponsorship program has a 
mix of on-site engagement opportunities, media exposure, asset ownership, signage, collateral, 
social media, website promotion, participant shirts, goodie bag inserts, complimentary entries, 
VIP access and other hospitality benefits.  The Festival also works with sponsors to provide 
benefits outside of event days by creating opportunities for traffic-driving activation and         
co-sponsor promotions. For more details and information on the benefits associated with the 
Mini-Marathon, please reference the sales packet and the OneAmerica follow up report. 
 
 

List of Current Sponsors; Level of Support; Longevity of Each 

Our current roster of event sponsors total 120 years of partnership.  That yields an average of 
almost 13 years per sponsor.  With our title and associate sponsors we have a 19-year average.  
OneAmerica recently committed to extend their title sponsorship through 2019 giving them a 
total of 15 years in that position. 
 
 
OneAmerica 12 years Mini-Marathon Title Sponsor 
Finish Line 18 years 5K Title Sponsor & Mini Associate Sponsor  
St. Francis Hospital 28 years Mini- Marathon Associate Sponsor 



Chevrolet   9 years Official Timing Vehicle of Mini-Marathon 
Michelob Ultra   9 years Official Beer of the Mini-Marathon 
The Westin Indianapolis 16 years Official Hotel of the Mini-Marathon 
Aquafina 19 years Official Bottled Water of the Mini-Marathon 
Gatorade 15 years Official Sports Drink of the Mini-Marathon 
RHI 12 years Wheelchair Division Sponsor of the Mini 
American Dairy Association   6 years Refuel & Rejuvenation Area Sponsor  
Clif Bar   3 years Official Bar, Gel & Chew of the Mini 
YMCA   3 years Official Training Program of the Mini 
 
 
 
Available Benefit Packages and Valuation Formulas 

With the large number of sponsors involved with the 500 Festival and the ranging services 
provided, we work to provide packages that support the needs of each sponsor. As a standard 
treatment across all of our events, title and associate sponsors will have logo included on all 
materials.  Otherwise, each partner is provided a variety of opportunities through signage, 
communications, on-site booth space, complimentary entries.  We also work with sponsors to 
provide benefits beyond the contract when the opportunity for new promotion or activation 
arises. We also look to obtain active partners through our sponsorship process and promise 
that we’ll be active in supporting their efforts as we work together to develop new ideas that 
strengthen our partnership and, ultimately, help provide a better experience for everyone 
involved. 
 
The 500 Festival and Mini-Marathon has a sponsorship renewal rate of 95% with most of the 
category exclusive positions (finance, auto, health, beverage, etc.) sold out.  The Festival is 
constantly challenged to create assets that can engage new companies with the event that don’t 
conflict with existing partners.  And, as current sponsor goals evolve, we may change their 
assets with the event to better suite there needs leaving a few open positions in our inventory. 
For instance, in 2016 we will have the following opportunities for sponsorship available: 
 

- Personal Record Bell (PR Bell) 
- Entertainment Stage at the Post Race Party 
- Mini-Marathon Mobile App 

 

Description of Sponsor Research Targeting and Sales Process 

 
In regards to targeting particular companies for open sponsorship positons, the Festival starts 
with a clear understanding of the demographics of the Mini participants and attendees and looks 
to find companies whose current or targeted customers are similar.  For instance, in the 
wireless category, Verizon is looking to promote that their 4G service and technology is the 
fastest among their competitors.  With the new PR Bell asset (participants get to ring the bell if 
they are faster than their pervious finishing time) and development of the Mini-Marathon mobile 
app, the Festival has opportunities for Verizon that would seem to fit their goals.  A         
needs-analysis meeting will take place for more information gathering and discussion before a 



detailed proposal that meets their needs is presented.  If it doesn’t work out with Verizon, we 
come away with more knowledge of their category and the opportunity to be more effective 
when approaching AT&T!  
 
When the Entertainment Stage at the Mini-Marathon Post Race Party became available, the 
Festival looked at the Indiana State Fair music stage sponsor, Hoosier Lottery.  Since 80% of 
Mini participants where from Indiana, there appeared to be some good synergies.  However, 
other than location, the Mini participant demographic was dissimilar to the Lottery’s target 
customer.  The Festival is currently approaching a recognized high-end, audio speaker maker, 
Klipsch, headquartered in Indianapolis.  
 
The Festival always strives to find the best fitting partners for our events.  With the right 
partner, we believe our audience and assets can be a big part of a company’s ability to meet 
their goals.  And, the right partner can add value to the event and enhance the participant and 
attendee experience.  
 
 
Sponsor Service Team and Plans In Place After Opening of Agreement 

The sponsor service team consists of Vice President, Business Development, Client Services & 
Activation Manager, and a seasonal Sponsorship Intern.  All members are involved in servicing 
these dynamic partnerships.   
 
Upon receiving a signed agreement, our Client Services & Activation Manager ensures that one 
signed copy is filed in our records and the other is returned to our sponsor contact with a 
letter.  They will also receive a document listing all of the items they will need to provide us 
and the deadlines for each.   From there, copies of the contract are provided to everyone in 
the department and a fulfillment document is created listing the benefits the sponsor will 
received.  The fulfillment document is accessible to everyone in the organization. 
 
 

 

 

 

Sponsor Renewal Process & Retention Rate 

Prior to completion of each year’s Mini-Marathon, we begin to collect all promotional materials 
and media results to create a custom event recap for each sponsor.  We take the time to sit 
down with each sponsor to discuss that year’s event and their experience throughout the year.  
This allows us to make a transition discussing the new opportunities and items that could be 
improved on for the following year.  At that point the renewal process begins as we discuss 
how to include the ideas into the next sponsorship agreement.  Current sponsor renewal rates 
for the Mini-Marathon are 95%. 
 
 



Overall Effectiveness/Success of the Program 

Having grown to be the largest half-marathon in the country, the Mini-Marathon has provided 
success for sponsors on a number of levels.  By offering a diverse mix of assets (branding,     
on-site connections, media exposure, etc.) the Mini is able to meet most objectives. For title 
sponsor, OneAmerica, the significant branding continues to show support for their national 
headquartered city, Indianapolis. As one of the largest running events in the country, they can 
also entertain out-of-town clients through the VIP and hospitality benefits.  OneAmerica also 
demonstrates its corporate social responsibly by supporting a local, non-profit organization and 
provides internal rewards (jeans day, pizza parties, vacation time, etc.) for the 600 employees 
who volunteer or participate in the event in the Mini.  Financial service companies rely on 
relationships to grow their business.  OneAmerica, like all the Mini sponsors who actively 
engage with the event, has done a great job of levering its assets to create new and strengthen 
existing relationships that will ultimately grow their business. 
 
 

Supporting Materials: 

-Copy of Sponsor Agreement Sales Packet/Proposal 
-Copy of Sponsorship Follow Up Report 
-Sample of Sponsor Agreement (not included) 
 
 
Supporting Question: 

What Was Updated/Changed? 
For the 2015 season, our Marketing Department was revamped from 2 individuals to a 
department of 5 full-time employees. The department consists of the following: 
 

- Vice President of Marketing and Communications 
- Director of Marketing for Running Events and Programs 
- Sr. Manager of Consumer Sales & Service 
- Ticketing and Customer Services Coordinator 
- Integrated Marketing Coordinator 

 
Each role has it’s certain responsibilities, but more specific a role that is dedicated to the 
promotion of our running events and programs. This new role is designed for someone who 
has been and still is invested in the running community. 
 
Along with the transition of the new department, a new campaign called #MiniMonday was 
created. The purpose of #MiniMonday is to be more visible in the community and promote 
registration for the Mini-Marathon. #MiniMonday’s consisted of 4 on-site locations and 4 virtual 
contests through our social media platforms. A webpage was also created to help 
communication and push individuals to our website (http://www.500festival.com/MiniMonday) 
 
In addition to the campaign, the organization introduced the Verizon Social Media Center. On 
Thursday and Friday during the Mini-Marathon Expo, as well as race day itself, the 500 Festival 



set up a platform to help answer any questions / comments / feedback proposed through our 
social media platforms 
 
  
Were Updates Successful? 
 
For the #MiniMonday campaign, we received tremendous support from our sponsors. They 
helped to promote via social media, as well as being onsite. It was such a success that we plan 
to continue this campaign at other fun locations and sponsor locations throughout Indianapolis 
next year! 
 
The new role and additions to the marketing staff have provided new perspective and campaign 
efforts to promote the Mini-Marathon. The new roles will help to build long-term marketing 
efforts for years to come. 


