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Abstract 
  

 As more organizations utilize social media platforms to promote events and 

communicate with attendees, there is a great need for the ability to compare strategies and 

outcomes. Documenting the effectiveness of organizational attempts within social media as a 

driver of brand value among stakeholder groups will allow students and event professionals to 

challenge theoretical assumptions and identify opportunities for innovation in event design. 

The purpose of this case study is to examine the methods used and outcomes of a non-

profit organization attempting to build event brand value through social media in four types of 

methods: community building, recognition and acknowledgement, customer service, and 

promotion. The organization of focus, the 500 Festival, is a self-funded, non-profit in 

Indianapolis deriving its revenue streams from ticket sales, event registrations, sponsorship and 

corporate memberships. The organization hosts more than 50 community events and programs 

each spring in conjunction with the Indianapolis 500 to foster a positive impact on the city of 

Indianapolis and state of Indiana. Included in these events and programs, is the nation’s third 

largest parade and the nation’s largest half-marathon or sixth largest road race. The IPL 500 

Festival Parade is nationally-televised on NBC Sports Network and attracts an estimated 

300,000 curbside spectators. The OneAmerica 500 Festival Mini-Marathon hosts 35,000 

participants, with 20,000 of those participants from outside greater Indianapolis. Since its 

founding, the 500 Festival has contributed more than $350 million in economic value to 

Indianapolis and utilizes a volunteer workforce of more than 7,000 from the local community. 

The organization has limited human and financial resources to apply to this social media 

effort. To assist in their work, the 500 Festival is collaborating with the Tourism, Conventions, 

and Event Management Department at Indiana University Purdue University Indianapolis 

(IUPUI) to engage one faculty member (Erica Shonkwiler) and eight current students that will 

serve as the operators of the 500 Festival Social Media Command Center during nine of the 

organization’s largest and most prolific events throughout the spring: 

 500 Festival Miler Series, 3 Mile Run/Walk, February 6, 2016 

 500 Festival Miler Series, 6 Mile Run/Walk, March 5, 2016 

 500 Festival Miler Series, 10 Mile Run/Walk, April 9, 2016 

 OneAmerica 500 Festival Expo, May 5-6, 2016 

 OneAmerica 500 Festival Mini-Marathon and 5k, May 7, 2016 

 Chase 500 Festival Kids’ Day, May 14, 2016 

 Breakfast at the Brickyard, May 21, 2016 

 IPL 500 Festival Parade, May 28, 2016 

 KeyBank 500 Festival Snakepit Ball, May 28, 2016 

  



 The Social Media Command Center team will be the only operators of the organization’s 

Facebook, Twitter, and Instagram accounts throughout these events. The postings and 

responses will be focused on the four mentioned areas: community building, recognition and 

acknowledgement, customer service, and promotion. Platform-based statistics and hashtag 

tracking will be recorded throughout the event dates to determine effectiveness of different 

strategies. In addition, a post-event survey will be sent to a select sample of attendees 

throughout the event timeline to gather data specific to changes in perceived brand value.  

   

 
 

 


