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Introduction & background of campaign
To kick-off the opening of OneAmerica 500 Festival Mini-Marathon registration, Frank Short-
er, Olympic gold medalist and inaugural Mini-Marathon winner, returned to Indianapolis in 
September to set the pace for the 2015 OneAmerica 500 Festival Mini-Marathon.
Detailed description of the stunt
 
Shorter, who won the Olympic gold medal for the marathon at the 1972 Summer Olympics in 
Munch, won the 1977 Mini-Marathon with a time of 1:03:56. At the age of 66, Shorter 
returned in September as part of a charity event to run the Mini-Marathon for a second time. 
On a closed course with police escort, he completed the half marathon journey in a time of 
2:04:40. For anyone who beat his time and was Faster Than Frank during the 2015 OneAm-
erica 500 Festival Mini-Marathon, the 500 Festival donated $1 to a charity as voted upon by 
the participants.
 
When planning, how did the stunt fit in to the overall media campaign for your event?
This was a significant cornerstone to a new timeline for opening the OneAmerica 500 Festival 
Mini-Marathon registration to the general public. The stunt kicked off the new registration 
timeline and pricing by gaining significant coverage and adding meaningful content to the 
occurrence.

Charity involvement
In 2015, the 500 Festival developed the Mini with a Meaning program, providing the oppor-
tunity for participants to run/walk the OneAmerica 500 Festival Mini-Marathon in support of 
other non-profit organizations within the community. This program included 11 local 
non-profit organizations. 

The 500 Festival committed to donating $1 for every participant finishing the Mini-Marathon 
Faster Than Frank. Participants were given the opportunity to vote among the 11 Mini with a 
Meaning organizations. Approximately 6,029 runners in the Mini-Marathon were faster than 
Frank translating to $6,029 being donated to three of the Mini with a Meaning partners as 
chosen by participants. 

Was there an increase in media coverage for your event as a result of the stunt?

Supporting Question
What challenges and obstacles did you encounter during planning?
The logistics and timing of the stunt were the biggest challenges. Frank’s run was scheduled 
for a Tuesday morning during the work week. The 500 Festival team coordinated the police 
escort and street coverage for the course, and secured a medical team for support. Overcom-
ing these obstacles allowed for a successful stunt. 
Description of Vendor/Supplier

Indianapolis is largely defined by the historic Indianapolis 500 and the grand community 
festival that surrounds it.  Since the first 500 Festival Parade in 1957, the 500 Festival has 
been producing life-enriching events and programs in celebration of the spirit and legacy of 
the Indianapolis 500 and fostering positive impact on the city of Indianapolis and state of 
Indiana.   From that first event, the Festival has grown to be one of the nation’s largest 
community festivals with nearly 50 annual events and programs. 

Since 1995, ExpoDesign has been the 500 Festival’s vendor of choice to design, build and 
deliver down the route the custom, larger-than-life floats that appear in the IPL 500 Festival 
Parade each year.  As the floats have gotten more creative and complex to meet sponsor 
objectives, the Expo team has added to their talented staff and grown into a full artistic 
theming and fabrication company doing work for U.S.A. Track & Field, the Indiana State Fair, 
Ball State University, NCAA and the Indianapolis Museum of Art, in addition to other parades 
around the country.  In addition to the 13 floats built for the 2015 Parade, the 500 Festival 
expanded the relationship with Expo to include custom work for the OneAmerica 500 Festival                       
Mini-Marathon, KeyBank 500 Festival Snakepit Ball and various private sponsor events 
throughout the year.

How the Vendor/Supplier Stands Out over all other Vendor/Suppliers
Unique and creative floats are a big part of what makes a parade great, so finding new and 
keeping existing companies to sponsor a float is always a priority.  However, the pressure to 
deliver a solid ROI on the significant dollar amounts spent to create and build a float contin-
ues to increase.  Each year, the 500 Festival starts from scratch with float sponsors like Eli 
Lilly & Company, Firestone, Anthem, The American Legion and Indianapolis Motor Speedway.  
ExpoDesign’s senior management, designers and fabrication/construction specialists are 
involved from the beginning of the process to help bridge the “part art, part science” gap that 
can occur.  Rather than just being contracted to build a final design, the Expo team actively 
participates with ideas and solutions to make each sponsor dollar go further towards meeting 
their ROI objectives.  For instance, if the float design includes a large, globe-like sun that 
would normally cost $2,000 to build, Expo will suggest painting and modifying a huge 
basketball prop left over from the NCAA Final Four Tournament for $500 and using the 
balance to invest in engineering that would have the sun “orbit” the float and shoot confetti 
into the crowd.  It’s the same overall sponsor investment, but a much more engaging experi-
ence for the 300,000 attendees on the route and television audiences.  

Around midnight two days before the Parade, the entire Expo team takes part in the slow 
journey that is moving 13 floats more than ten miles from their float building facility to the 
parade staging area.  With a top speed of 10mph and a detailed route through the city to 
avoid bridges and low wires, the move is complete before the morning rush hour begins.  The 
same Expo team returns on parade day to drive the floats down the route before making the 
long trip home.
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Just eleven days before the parade, one of a parade producer’s worst fears was realized.  While 
working on the float for new sponsor, The Children’s Museum of Indianapolis, a spark ignited a rag 
and with the paint, foam, wood and fabric building materials being used at the time, turned into a 
full-on fire in less than a minute.  Despite suffering burns to his hands and arms, an Expo employ-
ee was able to close the two garage-style fire doors separating the burning work bay from the rest of 
the facility and other floats.  Fortunately, the burns turned out to be minor and only one float was 
lost.  But, it was a total loss.  

The Children’s Museum of Indianapolis had worked with the Festival and ExpoDesign to create a 
float that would promote the brand new exhibit, “Hot Wheels: Race to Win,” opening that month.  
Featuring a larger-than-life IndyCar on a Hot Wheels track, the float was a perfect combination of a 
great parade entry and relevant marketing tool for the Museum to the family audience at the 
parade.  The Festival immediately began brainstorming with The Children’s Museum on options for 
them and the parade, but with such little time, there weren’t many.  While the on-route scripting 
would be the same, finding a tangible entry was the challenge.  An antique car parade balloon was 
available; we could paint and decal an IndyCar show car and tow it down the route; perhaps a huge, 
2-sided poster of the original float sketch could be walked by volunteers in Hot Wheels racing suits.  
Given the damage to the Expo facility, dealing with all the aftereffects and the fact that they were 
still working to finish some of the other floats, we did not look to, or expect, them to be able to be 
part of the solution.  

Two days after the fire, Expo presented a plan.  At an all-staff meeting, the Expo team decided to 
view the fire as a challenge and an opportunity for them to shine.  Floats normally take weeks to 
build with the construction of the chassis and frame taking the bulk of the time.  Expo artists 
created a Hot Wheels design using the chassis and frame of an old float built and last used in 
2010 that they thought could be built in time if they finished the remaining floats far enough 
ahead of schedule.  The concept was shared with The Children’s Museum and they loved it.  Expo 
accountants grabbed paint brushes and costume designers swung hammers to get the floats com-
pleted and with just a bit more than 48 hours to go before the Parade, work began on the Hot 
Wheels unit.  Final touches were made as the float was moved into its lineup position on morning 
with an hour to spare.  The Children’s Museum was ecstatic with the final result even remarking 
that they liked the new concept better!  Expo, The Children’s Museum and Hot Wheels received 
significant coverage from the television stations that morning and the float received perhaps the 
most enthusiastic response from the crowd.  

Quantity and Quality of Service and Support to event by Vender/Supplier
At the 500 Festival Parade Committee wrap-up meeting the following week, it was largely agreed 
that this was one of the Festival’s best float years in decades.  The significant support, creativity 
and investment by our float sponsors to this critical area of parade programming is not effective, 
and will not continue, without the successful execution of every little piece of the process by our 
vendor.  From a blank white board waiting for ideas, to pulling the finished 50’ long, 20’ tall float 
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past the last row of seats on a 2-mile parade route, ExpoDesign has far exceeded expectations, 
over-delivered in its area of responsibility and very much deserves the nomination for Best Vendor.

Length of Relationship between Vendor and Event
The 500 Festival and ExpoDesign have had a long-standing relationship that dates back to 1995. 
In these 20+ years of collaborative effort and teamwork, we have been able to grow the relationship 
beyond the Parade to include other Festival events and programs.  As the Festival’s needs have 
changed or evolved, ExpoDesign has responded by investing in people, processes or equipment to 
maintain their position as not only one of the Festival’s premier vendors, but one of its best part-
ners.

Tangible Benefits of Relationship to Both Event and Vendor
Expo hosts a Parade Preview Party at ExpoDesign the week of the parade where media, sponsors, 
Festival committee and board members, and key volunteers are invited to get a first glimpse of the 
floats that will be traveling down the route. A happy-hour-type event, attendees also get a chance to 
do some networking and see examples of other types of work Expo can do for businesses.  ExpoDe-
sign receives parade tickets for their employees’ family to enjoy the tangible results of the many 
months of long hours and work.
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