
 
 
 

(a) Introduction & Background 

 
The Kentucky Derby Festival’s Official Poster Series has been a staple of the organization since it 
the first poster was introduced – over 35 years ago. Over these years, the Derby Festival’s 
Official Poster Series has become a unique symbol of the community. Past designs decorate 
offices and homes throughout the city. Peter Max’s expressionistic “Bluegrass Pegasus” 
launched the series in 1981, and a stylistic and geographical mix of artists have been showcased 
over the years. The signed collector editions continue to significantly increase in value, and the 
quality of the Poster Series has been recognized worldwide. 
 
In 2017, the Kentucky Derby Festival decided to take a new direction for its poster, and worked 
with a very successful local artist whose work resonated with the Louisville millennial 
community. Ron Jasin was well-known in the music scene for his album art work and gig 
posters. Jasin had worked with artists and organizations including My Morning Jacket, The 
Decemberists, Calexico, WFPK and Neil Young. Many organizations and businesses saw the 
rising popularity of Jasin’s work and began approaching him to create for them, the Derby 
Festival was one such organization. 
 
One specific style for Jasin’s work was an image that depicted many elements of specific 
communities within sections of Louisville. Festival representatives saw an opportunity to take 
this style and transition it to the Festival – showcasing elements of the community that are 
staples of Festival events. 
 
2017 was a poster like no other – the reception was acclaimed and it was one of the top selling 
posters in the history of the Kentucky Derby Festival Poster Series. The success was thanks, in 
part, to the direction the Festival elected in the rollout and introduction of the poster, and 
promotional opportunities along the way that had not been attempted before. 
 
 

(b) Description of News Stunt 

 
Derby Festival staff works year-round to plan the Kentucky Derby Festival. Once a Festival’s life-
cycle is complete, one of the first elements it begins to look into for the upcoming season is its 
next poster art. To help make each year’s poster different, but still have a local feel, the Festival 
begins to explore local artists and see how their styles can successfully transition into a Festival 
poster that demonstrates its core standards – fun, a rite of spring, and the tradition of the 
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Festival.  2017 was no exception, however, the decision was made to look into a style of art that 
focused even more heavily on one of the main elements surrounding each year’s Festival – the 
community. Over the years, the community has expressed how each poster has a way of taking 
them to specific moment in time. The 2017 poster was created to give Festival participants the 
opportunity to reflect on many years of events, as it showcased symbols of various events from 
the Pegasus Parade, the Great Steamboat Race and the Chow Wagon, to the Kentucky Derby. 
Many local iconic buildings from the community were also featured in the poster. All of the 
landmarks represented a special aspect of the Kentucky Derby Festival or Louisville community. 
 
Once the decision was made to use the poster that Ron Jasin created – an image very different 
from those of the past – different opportunities for promotional elements and rollouts of the 
poster were brainstormed and put into action. 
 

1. With the way the poster was designed, the Festival was able to pull individual elements 
of the poster out for more specific uses. The communications team worked with the 
poster creator to determine 5 elements of the poster that could “tease” the image, 
without revealing the complete direction of the poster. These elements were given to 
the state’s largest print publication, The Courier-Journal, which accompanied a story 
about the selection of the poster artist. The initial release of the information was an 
exclusive for The Courier-Journal.  
 

2. The Festival also released these poster elements on social media, along with “sharing” 
The Courier-Journal’s online distribution of the story, which received thousands of 
online impressions. From this point speculation about the poster began to spread, 
building a lot of pre-reveal buzz and excitement for the impending announcement. 
 

3. When it came time to officially unveil the 2017 poster, a media advisory was sent to all 
local media affiliates inviting them to the first printing of the poster. This would be their 
first opportunity to see the poster in its full form, and also receive an opportunity to 
speak with the 2017 poster artist, Ron Jasin. All 4 local affiliates made it to the printing, 
as well as all major print publications. In addition to rolling out the poster, the Festival 
also unveiled 4 prototypes of merchandise that would be available for purchase. 

 

4. For the first time ever, the Festival did an online pre-order of the poster, which was 
announced the same day as the printing and unveiling. If you pre-ordered a poster you 
would receive 20% off your order, as well as free shipping. This resulted in the largest 
amount of orders placed for a single poster ever in Festival history. It also resulted in 
more online sales in one day than the previous year’s poster and merchandise had 
overall. 

 
In advance of the printing and unveiling, there were other promotions the Festival participated 
in to drive interest in the 2017 poster. One of the Festival’s first events of the year, Festival 
Unveiled, had tickets placed on a holiday pre-order. Tickets to the event typically cost $30 each. 
During the holiday pre-sale a bundled opportunity was available for $40, which included a 2017 



poster (which would discount the poster $20 off its retail value). For the first time ever, this 
event sold out, thanks in part to this holiday offer. 
 
Another promotion centered on the poster art was a partnership with one of the Festival’s 
bourbon partners, Four Roses Bourbon. Four Roses reproduced a smaller version of the poster 
that was able to be labeled on a limited amount of bottles, all from the same barrel of bourbon, 
and placed for sale. The bottles went on sale at an exclusive event at a local Liquor Barn 
location. A line had built 2 hours in advance of the event. Both the Master Distiller for Four 
Roses Bourbon (Brent Elliott) and the poster artist (Ron Jasin) were on hand to personalize each 
bottle. Each attendee was allowed one bottle and all of the bottles (from one personally 
selected barrel) were sold out on the night of the event. 
 
All of these elements, from promotions to unveilings, were done to build excitement and 
exposure around a new direction of the poster art. All of these moving pieces were responsible 
for the exceptional reception for the 2017 poster image. 
 
 
 

(c) How did the stunt fit into the overall media campaign for your event? 

 
Over the years, the Derby Festival’s Official Poster Series has become a unique symbol of the 
community. Past designs decorate offices and homes throughout the city. In many years, the 
process of unveiling the poster has been one of the first pieces released to the public each year, 
serving as a first tease of what’s to come. 
 
The press conference marked around 3 months until Thunder Over Louisville, the Kentucky 
Derby Festival’s opening ceremonies, and the Festival’s goal was to start the press 
announcements off strong, and continue to roll out elements of the poster leading up to the 
Festival, to gain as much traction as possible. The plan continued throughout the Festival, 
incorporating elements of the poster into many events and promotions. 
 

 In selecting the 2017 poster, the Festival decided to incorporate individual elements into 
event pins, where applicable, for added exposure. 

 When it came time to design the Kentucky Derby Festival Marathon and miniMarathon 
poster, elements from the official poster were incorporated into this event poster. This 
more closely aligned this very popular event with the over-arching brand. The Marathon 
& miniMarathon t-shirts also reflected the design of the poster.  

 The Festival released the limited edition Four Roses poster bottle, which a reworked 
version of the poster on the side of the bottle. The poster artist was on hand to design. 

 4 poster signing opportunities were held for the public to come out, purchase a poster, 
and get it signed by Ron Jasin. Attendance was up substantially from signings held to 
support the 2016 poster. 

 The Festival released a collection of 4 glasses, each depicting a different element from 
the poster. The glass series, which were customized mason jars, featured the Pegasus, 
fireworks, a hot air balloon and a steamboat. While the set could be purchased as a 



four-piece packaged deal, participation in 4 Festival events/promotions also allowed 
consumers the opportunity to collect the glasses individually. 

o Pegasus glass – by purchasing a Pegasus Pin, you were allowed the opportunity 
to redeem a glass with a coupon inside the packaging. 

o Fireworks glass – by attending the Kentucky Derby Festival’s inaugural 
BourbonVille event, each guest would receive this glass in their gift bag. 

o Hot Air Balloon glass – All attendees of the Kentucky Derby Festival: Festival 
Unveiled received this glass upon exiting the venue. 

o Steamboat glass – Anyone who purchased a VIP ticket to the Kentucky Derby 
Festival BeerFest would receive this glass in their gift bag. 

 The Festival partnered with specific locations that were featured in the poster to 
participate in a social media campaign, where an image of the framed poster was 
pictured in front of their specific location. The Festival provided these locations with 
pre-written copy, and the image, for use on their own social media channels. The 
messaging promoted their excitement about being featured in the poster, and 
encouraged their “followers” to purchase a copy of the print to show their own 
excitement and support. 

 The Festival released videos on social media that were produced internally that showed 
the printing of the poster, as well as the bottling of the Limited Edition Four Roses bottle 
that featured the 2017 poster art. 
 

Throughout the Media Campaign, the Festival’s Communications Team kept the messaging 
about the poster consistent and constant, only adding to the anticipation of the posters 
reveal and the rest of the Festival. The announcements and promotions were so successful, 
the merchandise partners have already begun to explore similar styles of art for the 2018 
poster. 

 

 

(d) Sponsor/Charity Involvement (if any) 

 
The Festival is a not for profit and does not receive tax dollars or monetary funding from local 
government.  The Festival raises all its funds privately through corporate sponsorships, Pegasus 
Pin and merchandise sales, concessions proceeds, event ticket sales and entry fees.  
 
The Derby Festival’s Poster Series would not have grown to be as successful without the help of 
corporate sponsors and partners who help promote the new image each year.  For 2017, Four 
Roses Bourbon and Citizens Union Bank were presenting sponsors of the Festival Unveiled 
event, which introduced the poster image to the public.  There was also a contributing sponsor, 
Ladyfingers Catering; and Media Sponsors LEO Weekly and 106.9 PLAY.  These sponsors helped 
to underwrite the expense and/or promote the Festival Unveiled event, which attracted about 
1,000 guests. 
 
While most of the sponsors are strictly tied to the Festival Unveiled event, Four Roses Bourbon 
took their partnership one step further in 2017 by placing the poster image on a 
commemorative limited edition bottle, which sold out in a matter of hours. 
 



In addition, the Festival works with an apparel company – 12/13 Apparel by Synergism – to 
produce and sale the poster image, as well as its official merchandise line each year. The 2017 
poster image was made available in three different versions: the Official version for $30, the 
Signed and Numbered Limited Edition for $50 and the Hand Printed Special Edition for $75. 
They were sold online at KDF.org and in local frame shops. Images from the poster were also 
used in the creation of the 2017 KDF official merchandise line with over 100 pieces from t-shirts 
to caps and mugs. 
 
 

(e) Was there an increase in media coverage for your event? 

 
The unveiling of the 2017 Kentucky Derby Festival Poster was a huge success. Before the poster 
even rolled off the printer, media were tweeting and posting about the image, only adding to 
the hype. PLAY 106.9 Radio posted on their Facebook page “10 minutes away from your first 
look at the 2017 Kentucky Derby Festival Poster!” A local reporter at the unveiling tweeted a 
replica image of the poster on display as a tease: “Your first look at a replica of 2017 
@KyDerbyFestival poster, artist Ron Jasin, official version rolling off press in seconds!” Some 
media outlets streamed the printing of the poster and a live interview with the artist online via 
their social media pages or posted videos immediately following the reveal. 
 
This marked the first time the Festival released the entire poster image prior to the official 
“unveiling event,” which was still several weeks away.  It added up to additional media 
coverage with over 80 media mentions, including 29 stories in TV or print/online and 52 
mentions on social media networks.  It was a 35% increase in coverage from 2016, when there 
were only 59 media mentions of the poster image. The potential audience reach was estimated 
at 22.2 million in 2017, a nearly 90% increase from the 2016 audience reach of 11.7 million. 
 
The media coverage received was overwhelmingly positive, as was reaction from the public.  
The buzz continued in the weeks and months following the initial announcement, as promotion 
continued of the image through the limited edition Four Roses poster bottle, a social media 
campaign featuring landmarks showcased in the poster, as well as through the promotion and 
sales of the 2017 Official Merchandise Line.  The popularity of the image was evident as soon as 
the poster was released for public sale. In just the first 24 hours of online sales, 126 posters 
were sold, which was more sales that the Festival did the entire year before with the 2016 
image! 
 
 

2. Supporting Question – 
 What challenges/obstacles did you foresee and how did you handle them? 

 
While the release of any poster on any given year could be a challenge, 2017 was an 
exceptionally challenging year, due to the new direction of the poster. The core audience of 
Festival followers have become accustomed to a specific direction of the poster each year, 
usually heavily focused on a Pegasus or horse. For 2017 the Festival took the poster in a 
trendier direction, with substantially less focus on the typical core pieces. 
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It was the goal of the Festival to try to merge two types of audience with one product – the 
Festival wanted to retain its existing audience, but reach a new millennial based audience. 
 
The Festival handled this by ramping up the use of custom promotions targeting successful 
products like bourbon events that featured the poster, a holiday pre-sale (which included the 
poster at a heavily discounted rate), as well as promoting through other local locations 
channels. 
 
All of these pieces are directly responsible for the increased attention of the 2017 poster. 


