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EXECUTIVE SUMMARY
 Beans has been challenged to create an advertising campaign for the 
2020 Light The Way 5k. The client wants to increase race participation from 
around 1,300 participants in the 2018 race to 2,020 participants in the year 
2020. In order to increase the number of participants, the campaign needs to 
increase consumer awareness, interest, and knowledge of the race.
To better understand the consumer and create an effective advertising 
campaign, Beans conducted primary research to measure both previous 
runners’ and potential runners’ opinions of the race. Through this research, 
Beans was able to uncover several key insights:

• Light The Way 5K attracts families and friends that are looking for a  
   casual running experience.

•The holiday atmosphere largely influenced people to register for  
   the race. 

• Many of the Light The Way 5K participants continue to run the race  
   every year. 

• Being able to contribute to charities largely influenced people to sign  
   up for the race.

• The SWAG that is given out on the race does not strongly influence  
    the decision to register for the race.

 Using these key insights, Beans was able to recommend a target 
audience that we named “Festive Frolicking Families.” They consist of 
consumers aged 25-55-years-old that live within a 125-mile radius of 
Pigeon Forge (or approximately 2-hours away). This audience is made up 
of approximately 2.6 million people. Our definition of family includes both 
blood relatives as well as loved ones and friends who are treated as family. 
This target audience enjoys the holiday season and is attracted to giving and 
philanthropic efforts. They also enjoy spending time with loved ones and are 
family-oriented. They are drawn to events like the Light The Way 5K where 
they are able to share a unique experience, bond with their family, and give 
back to their community. 
  Our campaign objective is to have 2,020 race participants in the 2020 
Light The Way 5K in order to maximize the funds raised for Share It Forward 
and Keep Sevier Beautiful. After our research, we have set the following 
campaign goals based off benchmarks set by our research data:
 
Awareness

• Raise overall awareness among Festive Frolicking Families of the Light  
  The Way 5K from 6.9% to 10%.
• Raise awareness of the race benefiting the Share It Forward
                   foundation from 17.2% to 25%.

• Raise awareness of the race benefiting Keep Sevier Beautiful from 
10.3% to 25%.

 Interest
• Increase interest in learning more about the Light The Way 5K from  
   36.6% to 60%.
• Increase interest in participation from 23.3% to 30%. 

Knowledge
• Raise consumer knowledge of the race’s location from 3.33% to 20%
• Raise consumer knowledge of the race’s holiday theme from 6.7% 
   to 25%
• Raise consumer knowledge of the race’s lights from 10.3% to 20%.

 
 After testing several positioning statements, we were able to create a 
positioning statement that bests resonates with Festive Frolicking Families:
 “Light The Way 5K provides Festive Frolicking Families with an incredible 
opportunity to get in the giving spirit during the holidays with close friends 
and family by running through Dollywood’s millions of lights at night. The 
5K simultaneously allows participants to give back to their community by 
benefiting two local philanthropies that greatly impact Sevier County and 
Dollywood.”
  After finding a positioning statement that best fit, we were able to 
come up with our big idea to use throughout the 2020 campaign. This will be 
the theme that will tie together all of our creative efforts. Our campaign, “Gain 
by giving. Give by Running.”, is not only the big idea behind our creative, but 
will work as our tagline and will be seen and heard throughout the campaign. 
The advertising will highlight that you (the participant) are able to give in three 
different ways by participating in the race; you can give to yourself by getting 
exercise during the race, you can give to the community through the charities 
that the race benefits, and you can give to your friends and family by sharing 
a unique experience together. We have also designed and tested a new logo 
that we believe better represents the race and will share the same design 
language as the creative examples. 
  Media will include the use of complementary radio and television as 
well as digital, email blasts, paid search and social media in order to achieve 
the most impressions possible with a $50,000 budget. Paid media will be 
used in a pulsing method during the three different promotional periods that 
have been previously used to encourage registration without using up too 
much of the budget. Organic posts and paid social will be used throughout 
the five month campaign in order to keep the consumers interested, excited, 
and informed about the race. Email blasts will be sent out to past participants 
and Dollywood visitors on a monthly basis because they are a great way to 
generate awareness without having to spend money. 
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SITUATION ANALYSIS
 The Light The Way 5K walk/run takes place at Dollywood in Sevier 
County, Tennessee and benefits Keep Sevier Beautiful (KSB), a non-profit 
affiliate of Keep America Beautiful that works toward environmental 
conservation in Sevier County, and Dollywood’s Share It Forward (SIF) 
foundation, Dollywood’s effort of supporting their employees in times of 
need. For both serious and casual runners alike, the Light The Way 5K draws 
in a plethora of friend groups and families from Tennessee, neighboring 
states, and beyond to enjoy a unique running experience through Dollywood 
while spectating the beauty of the festive Smoky Mountain Christmas light 
spectacular at Dollywood. The 5 million Christmas light display gives the race 
a jovial atmosphere for the participants. Their current advertising includes 
in-kind TV and radio advertisements, as well as Facebook advertisements. 
The race also distributes flyers to local sport/recreational retailers, recreation 
centers, and community centers in both local and surrounding counties 
including Knox, Blount, Loudon, Cocke, and Jefferson. 
 Beans has been tasked with creating a 2020 advertising campaign 
for Light The Way 5K to assist the race in recruiting additional participants 
from years past. Specifically, Light The Way 5K wishes to maximize their funds 
raised while utilizing in-kind advertising efforts as well as investing in digital 
and social media marketing.

Charity Race Landscape
 While many charity races span a wide variety of distances, the most 
popular running event is the 5K, as 8.9 million people participated in 5K races 

in 2018 (1). These running events 
are popular because they delve 

into unique experiences (color runs, 
mud obstacle courses, etc.) that allow 

friends and families to socialize by challenging 
themselves and each other (2).
 The incredible number of charity races in Tennessee means that there 
is no shortage of options for consumers, forcing event organizers to create 
unique experiences and up the ante with event amenities to stay competitive 
and draw in participants. These events 
generally start in the spring months 
of March and April, with quite a few 
sprinkled throughout the summer. The 
peak of these charities races occurs during the fall, creating a very competitive 
environment for the client (3). 
 The vast majority of these non-profit organizations are centered 
around a social or political cause, garnering support from consumer groups 
that are passionate about philanthropy and activism. Many of these nonprofits 

support practically every health-based or political social cause imaginable. It 
would be difficult to find a cause, whether it be social or political, that does not 
have some sort of representation through fundraising races, giving consumers 
a wide variety of causes they can choose to support.

 Light The Way 5K’s main competitors include Jingle Bell Run 
for Arthritis and Santa Hustle Smokies 5K and Half Marathon due to the 
similarities these events share. Each race offers an interactive holiday running 
experience that helps raise money for a non-profit organization. While each 
offer a different twist to the 5K race, they all share very similar goals of raising 
awareness and donations for their distinguished causes. In addition, each race 
supports a local charity (or chapter of a national non-profit charity), allowing 
participants to directly impact their community through the act of running. 

Our indirect competitors include the Gatlinburg ½ Marathon, benefiting 
the CURE JM Foundation, and the Pawsitively Spooky 5K, benefiting The 
Arc Knox County Animal Shelter. Both of these non-profit charity races are 
indirect competitors because they both take place during the fall and winter 
seasons in the Gatlinburg/Sevierville area. The Gatlinburg ½ Marathon starts 
in Ober Gatlinburg and tours through the heart of downtown Gatlinburg at the 
Gatlinburg Brewing Company. After completion of the race, runners receive a 
free beer. The Pawsitively Spooky 5K takes place in Victor Ashe Park and gives 
runners the option to run with their pet in the serious runners group or the 
“Fun Walk” group.

Competitor Analysis



Competitor Analysis Matrix

A 5K race created to 
give participants a run 
through Dollywood’s 
amusement park 
when their Christmas 
lights are lit. This race 
supports Keep Sevier 
Beautiful and Share It 
Forward,  supporting 
Dollywood employees 
in times of need.

The Jingle Bell Run is a 
fun and festive holiday 
themed 5K made to 
raise funds that benefit 
arthritis research. 
To get in the holiday 
spirit, participants 
wear holiday-themed 
costumes and tie jingle 
bells to their shoes.

Santa Hustle is a race 
series that takes place 
across the United States, 
the official 2019 Santa 
Hustle Smokies Charity 
is the House of Hope. 
During the race, runners 
dress up as Santa Claus 
or Mrs. Claus (or other 
Christmas characters) to 
get in the holiday spirit. 

Dollywood – 
Sevierville, TN

World’s Fair Park- 
Knoxville, TN

Wilderness in the 
Smokies – Sevierville, TN

$40: before Sept. 1
$50: after Sept. 1

$25: Open-Aug. 31
$30: Sept. 1-Oct. 31
$35: Nov. 1-Dec. 13 
$40: Dec.14 (day of 
event)

$54.75: May 31 – Jun 30
$59.75: Jul. 1 – Jul. 31
$64.75: Aug. 1 – Nov. 30
$69.75: Dec. 1 – Dec. 14
$80.00: Race Day

A registration 
discount is offered 
before September 
1st to encourage 
early registration. 
In addition, the 
race offers $5 
off registration 
promotions through 
their social media 
channels in July, 
September, and on 
Halloween.

Discounted registration 
is offered periodically 
throughout the year, 
including on Halloween. 
They also conduct period 
giveaways to registrants 
of merchandise, gift-
cards, and donated 
products from corporate 
sponsors.

$5 off registration is 
offered year-round on 
the website and is visible 
on every page. They 
also offer periodic $5 off 
promo codes on their 
social media. as well 
as frequent giveaways, 
where they encourage 
participants to interact 
with their social media 
for the chance to win free 
registration and swag.

In-kind TV and Radio 
(WVLT-TV Channel 
8 and Star 102.1), 
Facebook, Fliers to 
Sevierville community, 
and PR efforts with 
WBIR through news 
broadcasts and 
articles shared on 
website.

Social Media (Facebook, 
Twitter, and Instagram), 
Sponsors, and Local TV 
ads on media channels 
and their websites.

Social Media (Facebook, 
Instagram, Twitter, 
YouTube), PR efforts 
with partnered television 
stations, and Local 
media.

Product

Place

Promotion

Media

Price

Light The Way 5K
 Light The Way 5K takes place in Dollywood, a very family-oriented, 
welcoming venue, during the holiday season. The race takes advantage of 
this concept, as they give the male winner and the female winner free tickets 
to the park. No other Dollywood-based incentives are given out at the event. 
Compared to its competitors, Light The Way 5K had one of the highest costs 
($45), which was detailed as a weakness in the past participant surveys. 
Additionally, other weaknesses that were highlighted from past participant 
surveys included the lack of hydration stations, the lack of time spent running 
through the park, and the overabundance of time spent running in an empty, 
undecorated parking lot. However, many interviewees mentioned that running 
at night provided the best view for the lights, but at the cost of it being 
extremely cold. Despite these weaknesses, past participant surveys stated 
that the unique experience of running through Dollywood’s Christmas lights 
overshadowed those weaknesses, leading to a wide retention of previous 
racers because past participants believed it was a tradition they wanted to 
participate in year-after-year. The Light The Way 5K begins their promoting 
their campaign in the spring and continues until the date of the event in 
November.  

The Jingle Bell Run for Arthritis 
 The Jingle Bell Run for Arthritis offers multiple events to its 
participants, which helps appeal to a broader spectrum of people looking for 
different types of runs/walks. It offers a timed 5K, an untimed 5K, a 1 mile 
course, and a kid’s run. In comparison, Light The Way 5k only offers a full 5K to 
its participants in which they can either walk or run. Also, The Jingle Bell Run 
strongly pushes the idea of dressing up in your favorite holiday costumes with 
friends, family, and co-workers. Finally, as stated above, Light The Way 5K is 
held at Dollywood, which is similar to The Jingle Bell Run being held at World’s 
Fair Park. In contrast, though, The Jingle Bell Run takes place in the morning, 
while Light The Way 5k is going to be held at 11:20 PM. Depending on the 
participant, this aspect can be viewed as either positive or negative. 

Santa Hustle Smokies Run
 Santa Hustle Smokies Run offers a half-marathon and 5K, which 
appeals to more serious runners, but still appeals to less serious runners 
because it is a more casual 5K race. The participants also receive swag such 
as a santa hat, a santa beard, a finisher medal, and their choice of quarter-
zip or hoodie. The race takes place on a trail in the Smokies, which allows for 
a unique place to run. When comparing this race to the Light The Way 5K, 
it is easy to see they share a similar theme. Both the 5K and the marathon 
benefit House of Hope, a non-profit organization educating, empowering, 
and equipping Haitians to build stronger communities and families through Figure 1 (9,10,11)
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sustainable programs and orphan care. This race series offers a lot of SWAG 
to help attract participants. Despite the similarities, Santa Hustle Smokies 
Run doesn’t have christmas decorations, but it does encourage people to 
wear holiday costumes to get into the Christmas spirit. Finally, the starting 
registration rate is $54.75, which is a higher price than Light The Way 5K is at 
its most expensive price. 

Facebook Social Media Analytics1

Active Frequency Likes Engagement

Yes 1-2 posts 
every few 
days

1,655 Average 15-20 likes/
reactions per post. Some 
comments and shares.

Yes 1-2 posts 
every few 
days

12.132 Average 20-30 likes 
per post. Some posts 
have 20+ shares and 
comments, while others 
have less than 10.

Yes 1-2 posts 
every few 
days

60,769 Average 5-10 comments 
and shares per post with 
an average of 10-30 likes/
reactions per post.

Figure 2 (9,10,11) 1Data compiled on October 24th, 2019.

 As shown above, each direct competitor utilizes Facebook as a social 
media platform. Comparatively speaking, all of the races are quite active 
on their pages, as they post every few days and have decent consumer 
engagement on each post. When comparing the amount of “likes” amongst 
pages, The Santa Hustle has significantly more followers than its competitors. 
This is due to the fact that its Facebook pages are for their national charity 
race brands and not specifically the East Tennessee races. Compared to the 
other races, Santa Hustle and Jingle Bell Run are the only charity races that 
utilize Instagram and Twitter. In addition, the Santa Hustle and Jingle Bell Run 
for Arthritis utilizes Youtube, as well.

 When it comes to the websites, Light The Way 5K and the Santa 
Hustle are the only two that use them. Both utilize their websites to offer 
information regarding their specific race, such as the date, time, registration, 
charity backgrounds, and additional race information. The Jingle Bell Run for 
Arthritis has a landing page on the Arthritis Foundation’s website. The landing 
page includes a link to register, which takes users to a list of every Jingle Bell 
Run in the United States, organized by state. From there, you are directed to 

the local Arthritis Foundation chapter website and event page where there is 
information on fundraising, registration, donations, and the race itself. There 
is both a national Santa Hustle page, containing general information on the 
race, and one with the locations of each of its races. The local Sevierville Santa 
Hustle website is festive, engaging, and easy to navigate. Runners can find 
everything they need on the race including packet information, merchandise, 
and the charity that the race benefits. There is a “Register Here” button 
prominent on every page of the website, as well as a discount code for $5 off 
registration (10,11,12,13). 

Creative Strategy Analysis
 Light The Way 5K’s creative strategy pushes a holiday theme using red 
and green colors and showcasing the lights throughout them. When it comes 
to social media, Light The Way 5K uses Facebook to advertise for its race. 
While this is its only social media platform, it does direct the viewer’s straight 
to its website to register. When it comes to other platforms, the race pushes 
flyers to partners in the Sevier community, which are similar to the ones seen 
on Facebook by using the holiday theme. Finally, Light The Way 5K also uses 
TV (WVLT-TV Channel 8), radio (Star 102.1), and PR efforts with WBIR through 
news broadcasts and new articles shared on their websites to advertise for 

its race. When interviewing potential 
participants, many felt that the ads and 
the logo looked outdated. Furthermore, 
interviewees said the ads and logo 
didn’t capture the essence of the 
race, and failed to push important 
information such as the two charities it 
benefits.
The Jingle Bell Run for Arthritis’s 
creative strategy includes showcasing 
families participating in the race 
wearing their festive gear and the 
complementary jingle bells. They really 
illuminate the sense of gathering that 
this race gives to its participants and 
the opportunity to run in a holiday-
themed event supporting the cause 
of arthritis. The race is supported by 
WVLT-TV and Hot 104.5 radio station 
where they advertise the race and 

get published on these platforms’ social media. This race also uses its own 
personal social media such as Facebook, Twitter, YouTube, and Instagram to 
advertise its event throughout the year. Since this is a national race, it has a 
larger following on social media due to returning runners and newly 



interested participants across the United 
States. The ads that are 
created for this race explain the purpose of 
the event, what you get from the race, and 
what you’re going to do in the race.     
 Santa Hustle Smokies Run’s creative 
strategy showcases participants running 
while decked out in red, green, and matching 
Santa T-shirts. It strongly utilizes social media 
platforms by posting content on Facebook, 
Instagram, and Twitter. This allows a wide 
range of people to be reached to learn 
more about the race and engage with the 
brand. In its advertisement, Santa Hustle 
incorporates participants running and shows 
them having a jolly time. The YouTube videos 
show participants running in the race with 
holiday music in the background. Finally, 
Santa Hustle carries the “Santa” theme of its 

race by including a logo of Santa running on a variety of medals, apparel, and 
souvenirs.
 Overall, Light The Way’s primary competitors don’t have much of an 
advertising presence. Most of the creative executions are simple in nature, 
either using photographs from the event or creating generic posters and 
flyers that are both posted on social media, as well as printed and plastered in 
trafficked areas. Ultimately, none of these competitors are generating exciting, 
engaging creative beyond what would be expected of a charity running event. 

CONSUMER ANALYSIS

CONSUMER INSIGHTS
Key Insights
 To determine the target audience for the 2020 Light The Way 5K, 
our agency crafted key research questions that were not originally answered 
in secondary research. Through primary research, our agency explored the 
following queries:

To examine what draws locals to the Light The Way 5K.
To examine what draws non-locals to the Light The Way 5K.
To examine who participants are running the race with.

 To answer these questions, the agency divided the population into 
four segments: past and potential participants, as well as college students 
and parents. 425 past participants from the 2018 5K were selected at random 
(email provided by Light The Way 5K) and were emailed a survey link. In 
addition, interviews were conducted based on the convenience of friends and 
family of our agency. In total, we received 64 surveys from past participants, 
6 past participant interviews,  5 college student interviews, and 3 parent 
interviews, bringing a total of 14 interviews. The consumer insight surveys and 
interviews can be located in the Supplemental Appendix as B-1, B-2, and B-3. 
Each new set of data assisted in creating the key insights listed below.

“Fam” Fanatics
 Although running isn’t a sport that 
needs to be done in groups, casual races are 
driven by offering a unique opportunity that 
running families and friends can do together. 
Light The Way 5K is able to offer a unique 

71 “FAMILY” GROUPS 
PARTICIPATED IN LAST 
YEAR’S 5K.

61%
IN STATE

52%
IN STATE

        3                 12
  AVERAGE       AVERAGE
FAMILY SIZE   CHILD AGE

65%
25-55

PAST
RUNNERS

71
FAMILIES

  31%        69%
MALE   FEMALE

  41%        59%
MALE   FEMALE

TOP 5
COUNTIES

 

KNOX 13%
SEVIER 9%
JEFFERSON 6%
BLOUNT 4%
HAMBLEN 3%

 Analyzing the 2018 Light The Way 5K data reveals that many of  
 the participants are young to middle-aged family and friend groups  
      from Tennessee. 66% of all participants were between the ages of 

25-55.  There were 71 total families/groups, making up 226 of the participants 
at the race. Furthermore, Beans feels that there were more family and friend 
groups that raced together in the 2018 race that were not easily identifiable 
in the data given to us. Interestingly, 48% of the 71 families that participated 
were from states outside of Tennessee. Comparing this stat to the fact that 
39% of participants were from states outside of Tennessee means that the 
people who are coming to this race from other states are likely to be groups 
of family and friends. The majority of these participants are female, and the 
average size of these groups is 3, with the average age of children in these 
families being 12-years-old. The best way to reach these consumers is to 
prioritize social media. Their main form of consumption and connecting is 
through Facebook, Instagram, Twitter, and Pinterest, as all of these media 
index highly (131-169). There’s an overall lowering interest in traditional media 
such as TV, radio, and print advertising (6).

Figure 3 (6)
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and casual experience for friends and family. In the 2018 Light The Way 5K, 
there were 71 “family” groups that participated. In addition, 73% of past 
participants responded that they agree or strongly agree with the statement; 
“How influential was spending time with friends/family when considering to 
participate in the race?” Through the primary research, it is observed that the 
5K gives a unique opportunity for runners to do something they enjoy with 
family and friends, whether it be in a competitive or noncompetitive way. 
According to survey data, 59% answered that they ran or walked casually (for 
fun). 

Holiday Atmosphere
 After reviewing the primary survey research from past race 
participants, it is apparent that the holiday atmosphere of the race influenced 
runners to participate. According to the survey, an estimated 70% of survey 
participants agree that the holiday 
theme was influential when considering 
to participate in the race. Although 
the lights strongly impact the holiday 
atmosphere, the overall holiday 
experience, the timing of the race 
(November), and the opportunity to wear holiday themed outfits captured the 
attention of runners for the first time, and many times after. In fact, 75% agree 
with the statement “Light The Way 5K is a one-of-a-kind experience.”

Dedicated Year-After-Year
 For some race participants, running in Light The Way 5K has become 
a year-to-year tradition. According to the survey results, 50% responded “2-
5” and  12.5% responded “5+” to the question ,“How many times have you 
participated in the Light The Way 5K?” Adding these percentages together 
makes up just under 75% of the respondents being returning participants to 
the race. Additionally, 65.5% responded “Yes” to the question “Are you going 

to participate in the race again this year?”, 
which shows that they are making it a 
tradition. Going off this, many participants 
consider Light The Way 5K race as a 
holiday tradition, whether with friends 
or family members. According to the 

survey, 67.2% participants state that Light The Way 5K is a holiday tradition. 
A past participant said, “I run it with my 27 year-old son every year and it 
has become a tradition.” Another past participant stated, “My friends and I 
have participated in the last two years and it has become a tradition. We look 
forward to it every year.”

Care For The Cause
 Participants of charity races across the nation continue to have one 
thing in common – supporting a cause. 
According to the survey, 57.2% were 
strongly influenced by the charity/
philanthropy when considering to 
participate in the race. With this specific 
5K benefiting two local non-profit 
organizations, many participants only recognize that it benefits one of the 
charities. 81.3% of past participants were aware that the race benefited Keep 
Sevier Beautiful, with 92.2% previously hearing about the organization.

SWAG Is A Drag
 It is easy to assume that increasing the amount of free shirts, water 
bottles, medals, and miscellaneous SWAG would encourage consumers 
to participate and pay for races. However, the results of our survey directly 
contradict this assumption.  According to our survey, 36% of respondents 

stated that they felt “neutral” about how 
influential SWAG was when considering 
participation. An additional 31% of 
respondents said that the SWAG was not 
influential in their decision to participate in 
the race. This same sentiment was shared 
with consumers we interviewed, as a past 

participant said, “I didn’t care for the SWAG very much.” Racers generally 
enjoyed and remembered SWAG that was unique and memorable, such as 
Christmas ornaments or light up roses. Ultimately, racers think that the SWAG 
is a nice bonus, but it does not influence their decision to participate in a race 
in any capacity. 

65.5% OF PAST 
PARTICIPANTS ARE 
PARTICIPATING IN THE RACE 
AGAIN THIS YEAR.

“The medal was the most 
important, but the shirts 
and other swag were far less 
important.”
- Past Race Participant

Recommended Target Audience
 These key consumer insights have helped us discover our target 
audience, as they show that people who participate in the Light The Way 5K 
are motivated by sharing unique, meaningful experiences with loved ones and 
family. For this target, family includes children, relatives, and close friends who 
are either living inside the home, or are no longer living together. The Light 

The Way 5K is attractive to consumers because 
it provides a one-of-a-kind race that is deeply 
embedded in holiday memories and traditions, 
whether it be getting active with friends and 
family, basking in the holiday atmosphere, or 
enjoying the feeling of warmth that comes from 
philanthropy and charity in the holiday 
season. Our key consumer insights have 

“I enjoy the uniqueness of the 
5K. Not a lot of races you get to 

experience something like that.”
- Past Race Participant

55.6% OF PAST PARTICIPANTS 
WERE UNAWARE THAT LTW5K 

BENEFITED DOLLYWOOD’S 
SHARE IT FORWARD PROGRAM.



shown that participants are driven by these factors that make the Light The 
Way 5K such a unique event that embodies the holiday spirit. 
 Beans has chosen Festive Frolicking Families as our target audience. 
They are 25-55 year olds who live within a 125-mile radius of Pigeon Forge 
who love sharing unique experiences with their friends and family, especially 
during the holiday season. We chose to put the target audience within a 125-

mile radius of Dollywood because it 
was estimated that 125-mile radius is 
approximately within 2-hours of the 
theme park. The target audience has 
a fond attachment to the spirit of the 
holiday season, and find warmth in 
philanthropy and giving to something 
beyond themselves. Furthermore, 
they love experiences that will 
challenge themselves and build 

rapport with their family and friends. The holiday season is meant to be spent 
with whoever you may call your family. Our primary research has revealed that 
many participants were influenced by the opportunity to bond with their close 
friends and family, both young and old, at the event.
 In summary, our research points to the importance of “families” when 
it comes to this race. This led to us choosing Festive Frolicking Families as our 
recommended target audience, representing an estimated 2,600,000 people.

OBJECTIVES
Campaign Objectives

• To have 2,020 race participants in the 2020 Light The Way 5K race
• To maximize the funds raised

Advertising Objectives
In order to place benchmarks for our Advertising objectives, Beans sent 
out a survey to Festive Frolicking Families. This survey can  be found in the 
Supplemental Appendix under B-4.
 
Awareness

• Raise overall awareness among Festive Frolicking Families of the Light     
   The Way 5K by 3.1%
• Raise awareness of the race benefiting the Share It Forward foundation  
   by 7.8%
• Raise awareness of the race benefiting Keep Sevier Beautiful by 14.7%

 
 To reach the goal of 2,020 participants for the Light The Way 5K and 
maximize funds raised for its two charities (KSB and SIF), consumers must 
become aware of both the race and its philanthropic efforts. Our objective 
is to raise awareness of the Light The Way 5K and its charitable causes 
among Festive Frolicking Families. Our survey data showed that 57% of 
participants were influenced to participate by the opportunity to race for a 
philanthropic cause. However, past race participants were only aware of the 
race benefiting Keep Sevier Beautiful, and not the Share It Forward foundation. 
To accomplish this objective, we must raise awareness of the Light The Way 
5K from our benchmark of 6.9% to our goal of 10% through the duration 
of our July-November 2020 campaign. Additionally, we must raise the 
consumer awareness of Light The Way 5K benefiting both the Share It Forward 
foundation from our benchmark of 17.2% to 25%, and Keep Sevier Beautiful 
from our benchmark of 10.3% to 25%. 

Interest
• Increase interest in learning more about the 5K by 23.4%
• Increase interest of participation by 6.7%

 To increase our target audience’s interest of the Light The Way 5K 
2020 race, we need to be able to inform them about what makes the Light The 
Way 5K unique. Based on our primary research, many people that enjoy the 
race and make it a tradition like how the race is unique in comparison to other 
standard 5K races. Our objective is to raise current interest of the race within 
our target audience in order to achieve 2020 racers in 2020. In order for that 
to happen, we need to increase interest in learning more about the 5K from 

SWOT ANALYSIS
• Philanthropic event benefiting local charities
• Unique experience
• Holiday theme
• Opportunity for friends and family to bond
• Well-known venue to run through
• Multifaceted local cause
• Retention of racers (tradition)
• Accessible, casual, fun event for anyone

• Not enough heat lamps
• Too much time running in parking lot
• No discounts for Dollywood tickets or other  
   perks for participants
• Not enough hydration stations
• Very cold, not enough heat sources
• Outdated branding
• No events to participate in before or after race

• Time of event (11:20 PM)
• Lack of awareness the race benefits SIF & KSB.
• Lack of social media presence
• Lack of communication regarding race details
   from the organization
• Create events in which people can participate
   before and after the race
• Increase the amount of time spent running
   through Dollywood park
 • Decorate parking lot

• Other holiday events in Dollywood
• The lights can be seen at Dollywood without  
   running the race (The lights at Dollywood aren’t  
   exclusive to the race. People can go see them  
   without participating in Light The Way 5K)
• Time-conflict due to date change from the  
   previous year
• Alternative/well-known charity races or themed
   holiday races around the same time
• Races during the day (when it is warm) 
• Alternative races with lower/no registration fee

Target Market = approx. 2,600,000
• 25-55-year-olds
• Live within 125-mile radius of Pigeon Forge
• Attachment to holiday season and 
   philanthropy
• Enjoy sharing holiday activities with 
   friends and families.
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The Way 5K as the best way to share the holiday spirit with friends and family, 
was chosen as the second favorite concept. When asked how unique this 
race is compared to others, Concept C scored the highest with an average 
response of 3.48 out of 5 (1- Not at all unique and 5- Very unique). Concept C 
also scored the highest when asked if the race is for “you.” At the end of the 
survey, when participants were asked to select their favorite concept, C was 
chosen by six of the 21 respondents, and Concept B was chosen by 12 of the 
respondents. Concept B scored the highest average with four out of the nine 
quantitative questions asked in the survey. These questions asked how much 
the concept met a personal need, how likely they were to register, how likely 
they were to share their experience with others, and how interested they are 
in Keep Sevier Beautiful and the Share It Forward program. 

 Our concept test participants had positive, qualitative things to 
say about both Concept B and Concept C. When citing why participants 
enjoyed Concept B, they said things such as, “I liked how this emphasized the 
charitable causes,” and, “I like that the race is based on charity and giving!” 
When talking about Concept C, participants said things such as, “It sounds 
like a fun way to be festive,” and, “I like the Christmas-themed events.” 
Another participant stated that Concepts B and C, “Give me the best reasons 
to run! I would also love to run with my friends and family.” Our open-ended 
conversations with the participants revealed that Festive Frolicking Families 
were most interested in the event due to the appeal of giving to philanthropic 
causes and spending time with friends and families, both being something 
important and vital to the holiday spirit. 
 Beans believes that Concept B and Concept C are the two best 
options out of the six concepts because they emphasize the two ideals that 
Festive Frolicking Families associate with the holiday season- philanthropic 
giving and spending time with friends and family. Combining these 

CONCEPT TESTING
 In order to better understand which aspects of the Light The Way 
5K best resonate and appeal to our target audience, Beans generated a 
plethora of advertising concepts that tap into a variety of race characteristics. 
Beans used these concepts in a survey of Festive Frolicking Families in order 
to analyze which of the concepts were going to be the most successful in 
developing our brand strategy and positioning. We surveyed 21 members 
of the target audience of Festive Frolicking Families and got vital feedback 
regarding the concepts. This survey can be found under B-5 in the 
Supplemental Appendix. Each concept was measured on its believability, 
uniqueness, meeting a personal need, being “for you,” likeliness of making you 
register, likeliness of making you want to share the experience, helping you to 
better understand SIF/KSB, and making you interested in supporting SIF/KSB. 
To finish the survey, participants were asked to rank their favorite concepts and 
explain what they liked about them. This allowed Beans to receive insightful 
and qualitative feedback to help choose the best concept. 
 Of the six concepts, Concept B, which accentuates how Light The 
Way 5K enables you to benefit two philanthropic organizations in one race, 
was most frequently chosen as the favorite. Concept C, which positions Light 

our benchmark of 36.6% to our goal of 60% during our July-November 2020 
campaign. Additionally, we want to increase the interest of participating from 
our benchmark of  23.3% to our goal of 30%. 

Knowledge
• Raise consumer knowledge of the race’s location by 16.7%
• Raise consumer knowledge of the race’s holiday theme by 18.3%
• Raise consumer knowledge of the race’s lights by 9.7%

 To achieve 2,020 participants in the 2020 Light The Way 5K, our target 
audience needs to be aware of the theme of the race as well as the location 
because those are two major selling points of the race. According to our 
survey, both the Christmas theme and lights as well as the fact that the race 
is located in Dollywood were both reasons that past racers have signed up for 
the race. Informing potential participants of the unique opportunities in this 
race is vital to perpetuating future participation in the race. Our objective is to 
raise knowledge of the location of the race as well as raise knowledge about 
the Christmas lights that line the race. In order for that to happen, we need to 
increase knowledge of the location of the race from our benchmark of 3.3% to 
our goal of 20%, knowledge of the 5K’s holiday theme from our benchmark of 
6.7% to our goal of 25%, and knowledge of the Christmas lights at the 5K from 
our benchmark of 10.3% to our goal of 20% during our July-November 2020 
campaign.

Figure 4

Figure 5



 After gathering our consumer insights and generating our target 
audience, Beans met with the client on October 10th, 2019 to discuss three 
potential creative strategies that might be utilized in the 2020 campaign that 
are mentioned below.

1.)  Giving Local
Showcase how Light The Way 5K converges the three aspects of giving by 
spending time with friends and family, giving back 
to charities within the local community, and giving 
to yourself through exercise. The client believed 
that this strategy was the strongest because it 
enables the brand to tap into the philanthropic 
efforts, the fun of running under the lights 
together with friends and family, and the ability to 
reach more serious runners with the idea of giving 
to yourself through the opportunity to exercise 
and better yourself. The client and Beans both 
agree that this is the most versatile strategy, as 
it allows the brand to showcase one facet of giving over others to appeal to a 
wide variety of consumers and motivations for running in the Light The Way 
5K. Furthermore, Beans and the client agree that this strategy is so versatile 
that it could effectively absorb the other two strategies to form something 
stronger and greater than itself. 

2.) Lighting the Way
This idea taps into the “light” that connects all of humanity through 
philanthropic efforts. This creative strategy will hone in on specific, individual 
stories that originate from the two charities that the Light The Way 5K 
supports. Displaying these stories will show how Light The Way 5K is “lighting 
the way” to a better Sevier community. The client likes this idea, as it allows 
them to accentuate the great things that these 
charities are doing in the Sevier community. 
Furthermore, it was seen as a great strategy in 
order to accomplish the awareness objectives 
for Keep Sevier Beautiful and Share It Forward. 
The client really liked the idea of community and 
togetherness that stems from this strategy, but 
the client and Beans agree that it would be better 
suited as a branch of another strategy rather than 
live on its own. The strategy ultimately lacks many 

 Beans wants Light The Way 5K to emphasize this cross-section of 
bonding with friends and family, the holiday atmosphere, the opportunity to 
exercise while running, and the presence of philanthropy in its strategy. This is 
because of the ties that the holiday spirit has with bonding time with friends 
and family, as well as the holidays being a time of giving. By leveraging the 
unique opportunities that it possesses, Light The Way 5K can individualize 
its brand and differentiate itself from the competition. While many charity 
race brands exist, there are just a handful of them in the state of Tennessee 
that are holiday-themed, and practically none of them benefit two fantastic 
charities at the same time. Beans believes that this aspect, in combination 
with the uniqueness of the race experience itself, make it stand out against 
other holiday and family-friendly races. No other race allows you to experience 
running through Dollywood at night while benefiting local charities and 
experiencing holiday lights. Beans believes that utilizing this strategy correctly 
will not only show how Light The Way 5K is a charity race in a class of its own, 
but will also motivate Festive Frolicking Families to register for the event, 
breaking down the participation problem that Light The Way 5K is currently 
experiencing. 
 Beans wants Festive Frolicking Families to believe that Light The Way 
5K is the most unique 5K they can go to because it allows them to share the 
holiday spirit with their close family and friends at Dollywood. We want them 
to also say that Light The Way 5K is an extremely philanthropic event because 
the race benefits two important local charities simultaneously.  

CREATIVE STRATEGY 
DEVELOPMENT

Light The Way 5K provides Festive Frolicking Families with an 
incredible opportunity to get in the giving spirit during the holidays 

with close friends and family by running through Dollywood’s millions 
of lights at night. The 5K simultaneously allows participants to give 
back to their community by benefiting two local philanthropies that 

greatly impact Sevier County and Dollywood. 

BRAND STRATEGY AND 
POSITIONING STATEMENT

concepts will be the best way to resonate with our target audience and garner 
interest for the race and the charities it benefits. Both our qualitative and 
quantitative data support this decision, and these two concepts can be 
conjoined rather seamlessly to create an appealing message strategy.  
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of the aspects of the Light The Way 5K that make the race so special, such as 
the presence of family and friends bonding, as well as holiday spirit and the 
opportunity for serious and casual runners alike to better themselves. 

Creative Concept Testing
 After our meeting with the client, Beans chose Creative Strategy 1 as 
the strongest strategy to utilize moving forward. We generated three separate 
creative executions, each branching from the Giving Local strategy that was 
decided as the winner. Beans tested each of our three concepts against an 
existing creative execution that the client previously used. We interviewed 
22 members of the Festive Frolicking Families target audience and got their 
feedback regarding each creative concept. This interview can be found in the 
Supplemental Appendix as B-6. The interviewees scored the concepts and 
specific questions about them on a 1-5 scale, as well as answering some open-
ended, qualitative questions discussing aspects of the concepts.
 All three of our creative concepts outperformed the existing client 
creative across the board. However, two of our concepts emerged as clear 
favorites among Festive Frolicking Families. Creative Concept 1, which 
accentuates the holiday warmth experienced by bonding with family and 
giving to charities, scored a 4.5 for creating a sense of community, a 4.1 
for making people want to participate with friends and family, a 4.6 for 
understandability, and a 4.0 for likability. Additionally, 50% of respondents 
ranked this concept as their favorite concept. Interviewees stated that they 
were fond of the festive picture and the idea of bonding with friends and 

3.)  Holiday Traditions
 This creative will leverage other popular holiday traditions and 
show how Light The Way 5K fits into peoples’ holiday traditions, alongside 
gift giving, sledding, stockings, and other nostalgic holiday moments. This 
strategy takes advantage of the fact that 
many Light The Way 5K participants say 
that the race is considered part of their 
tradition. The client and Beans agree 
that this creative strategy is the weakest 
of the three, and that elements such as 
the holiday traditions and spirit could 
be assimilated into another creative 
strategy. The client said that they could 
see Festive Frolicking Families enjoying 
the aesthetics of this strategy, but the 
strategy does not necessarily differentiate Light The Way 5K or help achieve 
many of the listed advertising objectives set for this campaign. Therefore, it 
would be best to implement elements of this strategy, such as the holiday 
themes and traditions, into the overall big idea for the campaign.

family while benefiting a charity, as the entire concept evokes a sense of 
community. The only thing interviewees did not like was the fact that the 
charities were not specifically named in the concept, which could easily be 
remedied in final executions. Creative Concept 3, which specifically showcases 
how Light The Way 5K is a great bonding experience for families, scored a 3.9 
for creating a sense of community, a 4.1 for making people want to participate 
with friends and family, and a 3.9 for likability. While this concept did not 
score better than Creative Concept 1, interviewees stated that they loved the 
description and the sense of family in the advertisement. Because of this, 
Creative Concept 3 was ranked highest in terms of personally connecting 
to Festive Frolicking Families, and was ranked as the second favorite 
advertisement.  
 Beans believes that combining the strongest elements of both 
Creative Concept 1 and Creative Concept 3 will be the most advantageous 
strategy for our Big Idea. Leveraging the warmth of the holiday spirit by 
showcasing families bonding over a unique experience and benefiting 
impactful charities will evoke a strong sense of community, giving, and 
excitement. Furthermore, dialogue discussing Share It Forward and Keep 
Sevier Beautiful will fit seamlessly into these ideas.



RECOMMENDATIONS

AUDIENCE CREATIVE 
REQUIREMENTS

REACH AND 
FREQUENCY

Timing Geographics Budget Promotion

Festive Frolicking 
Families: 25-55-year-
olds who have run at 
least one race in the 

past year.

Select media to 
create stories that 
show the benefits 

of racing both 
personally and 

externally.

Reach of 30%.
Frequency of 4.

5-month long, 
flighting campaign 
beginning in July 
with heavy-ups 

around promotions.

Within a 125-mile 
radius of Dollywood 
(or 2-hour distance).

$50,000 will be 
spent on flyers, 

digital, social 
media, paid search, 

complementary 
TV and radio, and 

organic posts.

$5 off promotions 
will run throughout 

the campaign 
around other key 

holidays or moments 
leading up to the 

race.

The “Gain by Giving. Give by Running” Campaign
 Beans has chosen “Gain by Giving. Give by Running” as the Big Idea, name, and tagline for this campaign. 
This idea is an expansion of our winning creative strategy, as it utilizes the overarching idea of giving to 
your close friends and family, your community, and yourself to evoke a sense of community and warmth. 
By leveraging the big idea of giving, we are able to tap into any of these facets, as well as showcase the 
holiday aesthetic of the event and the location. Festive Frolicking Families resonated with the idea of bonding 
together with the people closest to you by giving to local charities through a unique, fun holiday experience. 
Beans believes that this campaign is the perfect way for Light The Way 5K to resonate strongly with the values 
of Festive Frolicking Families in order to boost participation and accomplish our advertising objectives. Our 
recommended logo is festive and sleek, simultaneously enticing Festive Frolicking Families to engage with the 
brand and conveying the prominent attraction of the event— the parade of lights that line the race. The social 
media executions emanate the holiday spirit through jovial imagery. These executions combined with our new 
logo will help accomplish our advertising objectives of generating knowledge of the race’s location, the holiday 
theme, and the Dollywood lights. Furthermore, this campaign enables Light The Way 5K to create a dialogue 

about how Keep Sevier Beautiful and Share It Forward are giving back to the Sevier Community and Dollywood’s employees. Our TV executions take a deeper 
dive into what these great charities do, specifically enabling us to accomplish our objectives of raising awareness of the race benefiting Keep Sevier Beautiful and 
Share It Forward. Additionally, while Beans strongly recommends appealing to the idea of bonding and community, this campaign is capable of creating a branch 
of creative executions that are attractive to the serious runner through the concept of giving to yourself by exercising through running, per the client’s request. 
Every facet of this campaign is built to accomplish all of our advertising objectives and instigate group participation from Festive Frolicking Families. Our new 
tagline, hashtags, and eye-catching social media executions will stimulate engagement among our target audience, encouraging more groups of families and 
friends to participate in the 2020 race. Ultimately, Beans recommends this campaign because it is the perfect way to resonate with Festive Frolicking Families 
while simultaneously showcasing all the unique aspects of Light The Way 5K and positioning the event as an integral part of building the Sevier community. 

Figure 6
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 In order to set the Light The Way 5K apart from other competitors, Beans recommends the use of a 
new logo that will become synonymous with Light The Way 5K. Beans created several different logos that 
suited the theme of the race while still maintaining a more modern and clean look and appeal. These new 
logo concepts were tested against the current Light The Way 5K logo to see what potential racers thought 
about the redesign. This survey can be found as B-7 in the Supplemental Appendix.

 The previous logo used by Light The Way 5K received some criticism from potential racers who said 
“It [previous client logo] feels like it’s for NASCAR,” and “It [previous client logo] belongs on a gas station 
coffee cup.” The interview data helped us conclude that the new logo communicates the theme of the race 
better than the current one. 53.1% chose the logo pictured above as being the most visually appealing, 
and 43.8% of respondents said that the above logo best fits the aesthetic and theme of the race. The Logo 
features a stylized Christmas light with the words “Light The Way 5K” in a bold, legible  font. The use of the 
Christmas light in the logo is a nod to the 5 million Christmas lights that give racers a sense of awe every 
year as they run through Dollywood. Furthermore, the logo is minimal and simplistic in nature, making it 
extremely versatile for use on a wide variety of merchandise, SWAG, promotions, and creative executions. 
Ultimately, Beans believes that changing Light The Way 5K’s logo to the image seen above will help draw in 
Festive Frolicking Families and help convey the spirit of the event.

It [previous logo] looks like it belongs on 
a gas station coffee cup .”

state that the updated logo

best fits the aesthetic and 
theme of the race

state that the updated logo

is the most visually appealing

Before

After

A NEW LOGO



MEDIA STRATEGY
Social Media Strategy 
            Per the client’s request and justified by Simmons data, social media will 
be the leader in this campaign. Dominating the majority of the budget, social 
media will have an always-on approach with the ability to directly hit our target 
audience throughout the entire campaign on multiple platforms. Pulsing will 
be utilized to align with promotions to encourage registration. Both organic 
and paid social will be used to keep consumers interested, excited, and 
informed leading up to the race. Our primary platforms will be Facebook and 
Instagram. Not only is this where our audience is spending their time on their 

phones, but they will be purchased together 
and auto-optimized based on performance. 
This ensures our budget is being used most 
effectively and our full age range is being hit. In 
addition, organic posts will be used to encourage 
returning runners to register and provide a place 
for interested runners to learn more. 
 Pinterest will be used both organically and 
paid to hit the planners of the target audience. 
Because Pinterest is used for planning ahead, 

paid posts will be used during the beginning of the campaign and then 
switched to organic posts as the campaign progresses. Then, paid posts 
will be utilized again as the race date approaches. Twitter will also be used 
organically to directly interact with consumers. This will provide a place for 
communication to be established to answer questions, post pictures or 
comments, and view important information about the race at the Light The 
Way 5K profile. The last social tactic to be used will be a Snapchat geofilter on 
race day, which can be found in the Appendix under A-5. Though this will not 
be used in the campaign promotion, this will encourage actual participants to 
interact with the brand online and kickstart interest for the 2021 race. 

Digital Strategy
            Programmatic digital displays, paid search, and search engine 
optimization will be used to compliment other media throughout the entire 
campaign. An always-on approach will be used to ensure throughout the 
campaign there is never a dead period where the target audience will not 
see our race or have trouble finding information on our race. Programmatic 
advertising will bid directly on our target audience allowing for no wasted  
views and a strong digital presence in combination with social. Paid search will 
bid on keywords like “5K”, “race,” “charity race”, “bonding”, “family activities”,  
etc. within our geographic, which is key in possible participants who are  
 open to both Light The Way 5K and competitors. Both families and  
       individual runners use search to learn about upcoming runs or 

things to do, meaning this will hit all potential participants inside and outside 
of our target audience. Lastly, SEO will be used to ensure that when paid 
search is or isn’t being used with each search, Light The Way 5K is still at the 
top of the search list. This, along with paid search, presents our race as the 
answer to potential participants inquiries on what they should do with their 
next family outing. 

Traditional Strategy 

            Complementary radio and TV advertising will be used in our heavy-up 
periods. The TV ad will air on WVLT-TV Channel 8, and the radio ad will air on 
Star 102.1, a station licensed to Sevierville, TN that also serves the Knoxville 
market. Both of these media channels will be essential in reaching our target 
audience, as the majority of past and potential participants reside in the 
Sevierville/Knoxville area. The most important time for these two media 
outlets is in July during the “Christmas in July” promotion. Re-launching the 
radio and TV ads at the beginning of the campaign will continue to raise 
awareness of the race and ensure our target audience is paying attention to 
our ads, and in turn, help us reach our frequency goals. Both radio and TV 
will run in the full 125-mile radius to reach as much of the target audience 
as possible. For many consumers, this will be their first interaction with the 
brand during the 2020 campaign and is essential in meeting our awareness 
objectives. In addition to the campaign launch, radio and TV will run during 
campaign promotional periods to reach as many members of our target 
audience as possible, showcase promotions, and encourage registration. 
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Mural Strategy

 
 To create awareness within the local community, a mural will be used 
with the money that was once used for flyers. Rather than using multiple flyers 
posted in a variety of locations, one mural will be created by a student artist 
to remain in budget. Sevierville’s downtown area is currently going through 
a beautification process utilizing murals. This Light The Way 5K mural would 
contribute to the beautification of downtown Sevierville, allowing residents 
and visitors to take pictures of and with the mural and engage with on social 
media. The extra online engagement and long-term nature of the mural mean 
that Light The Way 5K will generate more impressions and involvement for a 
longer period of time than flyers would. The mural will be placed on a building 
that has been reconstructed through KSB to maintain continuity and to create 
a story with the relationship between Light The Way 5K and its charities. 

Promotional Strategy 
           $5 off promotions will be used to turn interest into action. Aligning with 
past campaigns, three promotional periods will launch. “Christmas in July” 
throughout the entire first month of the campaign will be used to create a 
strong launch of the campaign and hit the planners of the target audience. 
After building awareness and knowledge of the race the first two months, 
the second promotion of the campaign will launch in September. This is a key 
moment for family heads to begin thinking about fall activities with the change 
of the season, so this promotion will align with their personal feelings of the 
fall. The last promotion will run the last two weeks of October as a Halloween 
special. Not only does this work alongside the holiday, but it hits our last 
group of consumers, which are the last-minute planners or cautious planners 
who have been exposed to our ads, but need the final push to register. All our 
media, except flyers, will be pulsing to work with these promotional periods. 

Print Strategy  
            Per the request of the client, Beans created flyers for the 2020 
campaign. These flyers will be focused on creating interest for participation 
on the local level. With social, radio, TV, and digital all reaching out across the 

Pictured left to right: Nashville’s “WhatLiftsYou Wings Mural”, Greetings from Knoxville Mural

established geographic radius, these flyers will be used strictly within Sevier 
County and Pigeon Forge to increase outreach to locals who may already 
know of the race, its charities, even members of the community in which they 
benefit. This will require local participation from businesses who would be 
willing to place flyers on their bulletin boards, as well as community centers, 
gyms, neighborhood clubhouses, etc. with exposure to local groups and 
families that fit in our target audience.
             As these flyers will remain up throughout the whole campaign, the first 
wave will be posted during the launch week of the campaign (July) to assist 
in building awareness, and a second wave will be posted a month prior to the 
race to encourage immediate registration. These also correlate with two of our 
promotional periods. However, Beans cannot recommend the use of flyers, 
as Beans does not see flyers as the most efficient use of the media budget. 
According to the 2018 race data, only 1 person stated that they heard about 
the race through the event posters. Beans believes that the portion of the 
budget allocated to making flyers would be more beneficial if it were allocated 
towards a mural. 

Email Blast Strategy

 Complementary email blasts will be utilized to spark interest in both 
past participants to rejoin and Dollywood visitors to experience the park in a 
new way. These emails will run monthly, highlighting new information about 
the race with consistent reminders of the number of days until race day to 
encourage registration. These emails will reach individuals already connected 
to Dollywood and will push the lights and locations that attract both email 
subscribers to the park while also hitting on our creative strategy. The emails 
will only be sent to subscribers of the Dollywood mailing list, meaning our 
messaging will be more generalized to appeal to a variety of consumers each 
month. 
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Paid Social
Facebook/
Instagram

$1,500 $1,500 $1,300 $1,300 $1,000 $900 $900 $900 $900 $1,200 $1,200 $1,200 $1,200 $1,300 $900 $900 $2,000 $2,000 $2,000 $2,000 $26K

$1,000 $1,000 $550 $550 $550 $550 $1,000 $1,000 $6,750

$250 $250

$475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $475 $9,500

$300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $300 $6,000

$1,500 $1,500
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Pinterest 
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Snapchat

 
Digital

 
Paid Search 

 
Mural

   

Owned Media

ON ON ON ON ON ON ON ON ON ON ON ON ON ON

ON ON ON ON ON ON ON ON ON ON ON ON ON ON

ON ON ON ON ON

ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON ON

 
TV

 
Radio

 
Email Blasts

 

Organic 
Social

   

Promotion

ON ON ON ON ON ON ON ON ON ON ON ON $32K

MEDIA BUDGET

BUDGET BREAKDOWN  With the campaign being less than six months, and leading up to one 
day, this campaign utilizes an always-on approach with no months having a 
full dead period. Social media is the leader in our campaign, as requested by 
the client, and secondary data showing the frequent use among our target 
audience. As a result, the majority of the budget is used among Facebook, 
Instagram, and Pinterest with organic social posts working throughout the 
campaign. To round off a digital approach, both programmatic and paid search 
were added with steady advertising throughout the entire campaign. This 
ensures a steady rate of exposure to the target audience and takes the second 
largest portion of the budget. A mural or flyers are utilized to complement the 
media for Sevierville locals.
 Media pulses and flights work with the promotion period used in 
previous campaigns. The campaign launch creates the first round of 
awareness for the race and the campaign to expose as many potential 
participants as possible. The other pulses/flights align with key moments of 
registration leading up to the final race day. 

Media Objective
 Driving traffic to the Light The Way 5K website (interest) for more information (knowledge) and register (action).

Figure 7

Figure 8
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Social Executions:
 Beans created ads to be placed on different social media platforms such as Twitter, Facebook, Instagram, 
and Pinterest. Each ad shares the same design language used in print and digital in order for consumers to easily 
discern this race from others. The Facebook, Instagram, and Pinterest ads all portray families and friends running 
and smiling in their festive gear. The copy highlights out the three main ideas of helping the community, spending 
time with family, and benefiting from the race yourself. The copy has a strong highlight on the two charities while 
the visuals help show the gift of family and yourself. These platforms are used to help families envision themselves 
at the race and gain interest. When it comes to our Twitter post, it visually displays the Dollywood lights at night 
and includes our tag of “Gain by Giving. Give by Running.” These social 
media executions will be effective because they tap into the holiday 
aesthetic of the Dollywood lights, as well as showcasing how family and 
friends can bond with each other by giving and benefiting something 
greater than themselves. Additional social media executions can be 
located in the Appendix A-1, A-2, A-3, and A-4.

 Regarding our campaign, creatively it is vital to ensure a sense of unity between the ads. The combination of campaign specific hashtags, a new logo, 
and a tagline assists in showing this connection. Our hashtags are #LTWSmokies, highlighting both the race and the location, and #GainbyRunning, which is a 
play on our tagline “Gain by Giving. Give by Running.” This also allows a clear way for runners to interact with the brand on all social platforms that are hashtag-
friendly. Our creative, along with the use of specific color schemes and typefaces, creates a clear visual and voice for the campaign. 

CREATIVE EXECUTIONS

Pictured left to right:
Organic Twitter Post, Paid Pinterest Ad, Paid Facebook Ad, Paid Instagram Ad

The Light TheWay 5K o�ers a unique experience to make an impact on 
Sevierville while having a great night running through the lights of 
Dollywood with your family. This race bene�ts both Keep Sevier Beautiful, 
focusing on maintaining the natural beauty of Sevier County, as well as 
Dollywood’s Share it Forward Foundation which provides �nanical relief 
to those going through hardships. Join us on November XX, 2020 at 11:20 
p.m.for the Light The Way 5K as we run under the Dollywood Lights and 
get into the giving spirit!

Gain by Giving. Give by Running.

#GivebyRunning #LTWSmokies

Light The Way 5K

Joe Smith Light the Way 5Klikes

Sponsored •

1 Comment 4.9K Views

Ring in the Holiday season and give back to yourself, your loved ones, and to the 
local community with Light The Way 5K!

LIGHTTHEWAY5K.NET

Like Comment Share

REGISTER

Gain by Giving. Give by Running.

2

Like Page



Digital Executions:
 Beans created digital advertising to be bought programmatically. These ads act as a 
constant reminder for potential participants to consider registering for the race. With the visual 
and voice connection to the social media posts, these ads acts as an extra push to register 
while consumers are browsing the internet. The digital ads are designed to resonate with 
Festive Frolicking Families in the same way as the rest of the campaign, as they entice potential 
participants with the idea of bonding with loved ones by giving to charities at a fun, exciting 
holiday experience.
 Paid search will bid on words like “charity races”, “race”, and “5K” as well as non-race related 
words like “holiday activities” and “family events” to find consumers looking to run and consumers 
looking for family fun. These paid search executions will be effective because they will draw in 
Festive Frolicking Families as they Google possible events to enjoy with the people they care 
about the most. This reminds consumers that Light The Way 5K should be picked not just over 
other races, but as their holiday activity of choice. 

Square Digital Advertisement

Banner Digital Advertisement

Search Ad
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Television Executions:
 Beans created four television spots to be broadcasted in-kind during 
the campaign period. This medium is essential in being able to communicate 
our story of giving to others, giving to the community, and giving to yourself. 
These television ads will give a greater opportunity to connect with and 
further explain the supported charities through showcasing the idea of giving 
to the community. Being able to use visuals, text, and audio gives the best 
opportunity to create a strong story highlighting our creative concept. Each 
ad will showcase the Share it Forward foundation and Keep Sevier Beautiful as 
Light The Way 5K’s supported charities. 
 The first spot, “Share the Light,” [pictured right] will begin in July 2020 
at the start of the campaign. This execution will showcase a mother initiating 
her morning run routine and going for a run at dusk in her neighborhood. As it 
starts to get dark outside, she will be pleasantly surprised by two kids who are 
then followed by a group of runners wearing Keep Sevier Beautiful shirts and 
a group wearing Share it Forward foundation shirts, all of whom are carrying 
lights. By incorporating people running in the chairty organizations shirts, this 
will help increase awareness amongst viewers as to whom Light The Way 5K 
benefits. The last two shots put emphasis on how the Light The Way 5K brings 
you closer to your family and your community by getting the opportunity to 
support two charities. The second spot is a shorter version of the “Share the 
Light” ad made to fit in smaller TV spots, making the ad more versatile. 
 The third spot “Invest In What Matters” will begin September 2020 and 
will showcase a group of friends exchanging gifts. In the next shot, these same 
friends can be seen volunteering at the Light The Way 5K race. This ad will 
illuminate the sense of charity and bonding by showing this group of friends in 
various shots.
 The fourth spot “Charitable Contribution” [pictured left] will be 
broadcast in October 2020 and will have an emphasis on charity work as it 
shows Share it Forward volunteers helping with the smokies fire relief effort 
to then transitioning to a family participating in the race connecting the two 
activities as both their efforts help the Sevier community significantly. These 
ads illuminate how participating in this run works as a good way to support 
the community, bond with your close friends and family, and benefit yourself 
through exercise/running. By showing the charities in which Light The Way 5K 
benefits, we will continue to raise awarness amongst viewers. It is important 
for Beans to effectively communicate and emphasize the idea of giving back 
to these specific charities because it is one of the main ideas of participating in 
the race. Scripts and Storyboards for variations of the TV spots can be found in 
the Appendix under A-6 and A-7.

OPEN:           OPEN (Mom tying her shoes)
MS:
MUSIC IN:    MUSIC (Upbeat Christmas beat) IN.
CAMERA:     STILL.
CUT TO:       (Medium close up of mom’s wrists).

MCU:            (Mom puts on some sporty wristbands).
CUT TO:       (Medium close up of mom’s head).

MCU:            (Mom puts on a sporty headband).
CUT TO:       (Full body shot of mom running in a  
 suburban neighborhood at dusk).

FBS:           (The sky begins to grow dark. The mom  
                    check her fitbit, still jogging.  Suddenly,  2            
                    kids join her in running, each carrying a  
                    light on either side of her.)
MUSIC:      MUSIC (Up-beat Christmas beat) OUT.
OUT:
CUT TO:     (Medium close up of mom’s face)

MCU:            (Mom looks pleasantly surprised)
MUSIC IN:    MUSIC (Christmassy, sappy music) IN.
CUT TO:       (Full body shot of mom and kids  
 running)

FBS:              (A hoard of people, all decked out in  
 running gear joins the mom
 and kids running. A group of the  
 runners are wearing Keep
 Sevier Beautiful shirts, and another  
 group are wearing Share it
 Forward shirts.  All carrying a light.  
 The mom runs through a ribbon and  
 the whole crowd cheers her on.)
CUT TO:       (Medium close up of the mom  
 smiling)

MCU:
VO:               “Light the Way 5k brings you closer  
 with your family and your
 community. This race supports  
 Keep Sevier Beautiful and the
 Share It Forward Program.  Give the  
 gift of togetherness to your
 family and the gift of support to  
 your community on November
 XX, 2020 at 11:20 PM.”
 CUT TO:       SUPER (Light the Way 5k logo on a  
 black background “Gain by
 giving. Give by running.” Right  
 underneath. “Lighttheway5k.org”  
 on the bottom.)

SUPER:
VO:               “Learn more at lighttheway5k.org.   
 Light the Way 5k. Gain by
 giving. Give by running.”

Gain by giving. Give by running.
Lighttheway5k.org

“Share the Light” :30 Second TV Commerical

Frame 1: OPEN (Volunteers helping Sevierville 
 families with fire relief Wearing SIF 
 T-shirts)
CU
CAMERA: PAN (left to right)
MUSIC:  MUSIC (uplifting festive music)
 (in and under)
VO:  “Spread joy this holiday by supporting 
 the Sevier community. Whether it be 
 lifting up your fellow man in need.”
CUT TO:  (Cleanup project by SIF)

Frame 2: CAMERA STILL
FS
VO:  “Or maintaining the health, integrity, 
 and beauty of East Tennessee.”
CUT TO:  (Footage of family running at Light the 
 Way 5k with Dollywood lights and 
 decorations in background)

Frame 3:  CU
VO:  “Help give back to the wonderful 
 Sevier community this holiday season 
 by bonding with those that matter 
 most at a one-of-a-kind race through 
 the festive Dollywood lights.” 
CUT TO:  (SUPER of logo over aerial view of 
 Dollywood lights)

Frame 4:  SUPER
VO:  “Join the fun on November XX at 
 11:20 PM. Discover more at 
 www.lighttheway5k.org. Light the way 
 5k: Gain by giving. Give by Running.”

“Charitable Contribution” :15 Second TV Commercial



Radio Executions:
 Beans created both 30-second and 15-second radio ads for this 
campaign. Additional radio variations can be found in the Appendix under 
A-8. The radio ads will resonate with Festive Frolicking Families because they 
emphasize how Light The Way 5K is the perfect event for close friends and 
families to share and experience the holiday spirit. The ad features typical 
family planners, “mom” and “dad,” speaking and discussing all the aspects of 
Light The Way 5K and why it has become one of their favorite ways to spend 
the holidays. The message being shared puts a strong emphasis on the fact 
that Light The Way 5K at Dollywood is a festive event— the ad discusses 
the millions of Christmas lights that line the festive race. Additionally, the 
radio ads include the idea of giving back to your community by sharing 
information regarding Keep Sevier Beautiful and Dollywood’s Share it Forward. 
By incorporating these aspects, the radio ads touch on the main ideas of 
giving to your family, giving to your community, and giving to yourself, which 
is ultimately the best way to effectively reach and resonate with our target 
audience of Festive Frolicking Families. At the end of each radio ad, listeners 
are directed to the website so that they can visit to learn more and/or register. 
Overall, this will help raise awareness to potential participants in the area as 
well as inform past participants when the 2020 race will be taking place. 

Mural
 Beans will work alongside student artists to create a mural unique 
to Sevierville and Light The Way 5K. This mural is the perfect opportunity for 
Light The Way 5K to showcase how it is an essential aspect of the Sevierville 
community that continues to rebuild from the physical and emotional damage 
of the Sevier County fires. In addition to the sense of community, the mural 
will also showcase running groups that speak directly to close friends and 
family as a bonding experience. The lights and snow-covered trees showcase 
the holiday theme of the race, with the silhouettes of the runners insinuating 
that the event is a way for groups of friends and families to bond with each 
other. Furthermore, both the logo and social media handle will spark interest 
among consumers and guide them to learn more about the brand and the 
race. The long-lasting nature of the mural means that it will continue to help 
achieve engagement and advertising objectives well beyond the schedule 
of the campaign. Consumers will take pictures of the mural, tagging the 
brand and location, and allow the brand to reach a broad range of potential 
consumers without the need for boosted posts or paid media.

Advertiser: Light The Way 5K     Target: Festive Frolicking Families 

Run Date: XX 2020      Strategy: Gain by Giving. Give by   

        Running. 

Length: 30 seconds      KCB: Family and Giving 

SFX:     SOFT CHRISTMAS MUSIC PLAYING IN BACKGROUND 

     _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

MOM:     “There are so many ways to get into the giving spirit during the   

     holidays, but my family prefers to give by running through the   

     lights of Dollywood at the Light The Way 5K. By participating   

     in this race under the lights, my family can have a fun night out   

     and also feel good knowing that we are contributing to Keep   

     Sevier Beautiful and the Share it Forward foundation, two   

     charities that help Sevier county and residents alike.” 

DAD:     “Running through over five million Christmas lights with friends 

     and family is an experience that you can’t get anywhere else.   

     After the race you can feel proud that you not only finished the   

     race but you’re also helping out two great charities. In fact, the   

     Light the Way 5K is my new favorite holiday tradition. So join   

     us this year at the Light the Way 5k on November XX, 2020 at   

     11:20 PM. Gain by Giving. Give by Running. For more    

     information about the race, visit our website at     

     www.lighttheway5k.com.” 

:30 Radio Advertisement

Mural on Building Wall
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Print Executions:
 Beans has created one flyer for the “Gain by Giving. Give by Running.” 
campaign, per request of the client. Beans created a flyer with one design 
that can be adapted to two different poster/flyer sizes. The alternative poster 
size can be found in the Appendix under A-9. The flyer is one design that 
can be adapted to two different sizes. The purpose of this flyer is to garner 
interest from Festive Frolicking Families at the local level, including the Sevier 
County and the Pigeon Forge area. Therefore, this flyer would appear in local 
businesses, community centers, retailers, and other locations that are highly-
trafficked. This flyer will be effective in resonating with Festive Frolicking 
Families because the flyer uses a festive image showcasing a family group 
having a blast running the race. The flyer taps into the festive aesthetics of 
the event, and accentuates the fact that there are five million Christmas lights 
lining the race. Furthermore, the charities are showcased on the flyer in order 
to raise awareness that the race benefits KSB and SIF. A QR code was placed 
on the flyer to allow potential consumers to quickly and conveniently engage 
with the race website to register. 

- F R I D AY -
NOVEMBER
XX

11:20  P.M.
SEVIERVILLE, TN

AWARDS INCLUDE
Dollywood Tickets, Season 
Passes, Finishing Medals

8.5x11 Print Flyer

Email Blast Executions:
 Beans has created an email blast that illuminates the Light the Way 
5K’s partnership with Dollywood for this race by highlighting Dollywood’s 
4 million Christmas lights, as well as showing what the Light the Way 5K is 
and supports. This email blast will be sent to Dollywood’s current emailing 
list and the Light the Way 5K’s past participants. The email will have a design 
showcasing a group running cheerfully with the words “Run for Sevierville” 
superimposed over the image. In addition, the copy will communicate who 
the race supports and how the race is an engaging and entertaining holiday 
event. The purpose of the email blast is to be able to captivate the attention 
of previous Light the Way 5K participants while giving Dollywood’s current 
emailing list the opportunity to learn more about this holiday event perfect 
for family and friend bonding. This email blast accentuates everything that 
Beans wants to communicate to future participants: the ability to run through 
the seasonal lights, the ability to be charitable, and the ability to better your 
health. This email enables the recipient the option to learn more about the 
race or register for the event. 

Email Blast



Any good advertising campaign needs to be backed up by objective data to 
insure that campaign goals and objectives are being met and that the budget 
is not being wasted. Therefore, Beans suggests evaluating our “Gain by Giving.  
  Give by Running” by administering a survey to Festive Frolicking  
       Families after the 2020 Light The Way 5K in order to compare our 

EVALUATION PLAN

 Ultimately, Beans believes our target of Festive Frolicking Families 
gives us the opportunity to maximize on participation by targeting close-
knit groups who love being together during the Christmas season. Light The 
Way 5K surpasses its competitors due to the three different aspects of giving 
highlighted in our strategy. Beans believes that the best way to achieve the 
goal of 2,020 participants in the 2020 Light The Way 5K is by focusing on 
drawing in these groups of friends and families. Furthermore, Beans believes 
that the messaging and creative aesthetics used in the campaign will achieve 
our awareness, interest, and knowledge objectives. Beans feels confident 
this campaign will not only reach our goals, but establish this race as an 
unforgettable memory and experience for all who join.

ADVERTISING OBJECTIVES MEASUREMENT AND TIMING
Raise overall awareness among Festive 
Frolicking Families of the Light The Way 
5K by 3.1%

At the end of the campaign, a survey will 
be administered to compare to bench-
mark data provided by the original survey. 

Raise awareness of the race benefiting 
Keep Sevier Beautiful from 10.3% to 25%.

At the end of the campaign, a survey will 
be administered to compare to bench-
mark data provided by the original survey. 

Raise awareness of the race benefiting 
the Share It Forward foundation from 
17.2% to 25%.

At the end of the campaign, a survey will 
be administered to compare to bench-
mark data provided by the original survey. 

Increase interest in learning more about 
the Light The Way 5K from 36.6% to 
60%.

In addition to the post campaign survey, 
digital, social, and search data will be 
analyzed to see overall interaction with 
the ads and how many consumers click 
on the ads to learn more.

Increase interest in participation from 
23.3% to 30%.

In addition to the post campaign survey, 
digital, social, and search data will be 
analyzed. During the promotion peri-
ods, each medium will receive a unique 
promo code to track ad exposure into 
registration.

Raise consumer knowledge of the race’s 
location from 3.33% to 20%.

At the end of the campaign, a survey will 
be administered to compare to bench-
mark data provided by the original survey. 

Raise consumer knowledge of the race’s 
holiday theme from 6.7% to 25%.

At the end of the campaign, a survey will 
be administered to compare to bench-
mark data provided by the original survey. 

 Raise consumer knowledge of the 
race’s lights from 10.3% to 20%.

At the end of the campaign a survey 
will be administered to compare to 
benchmark data provided by the 
original survey.

CONCLUSION

1. P2P Forum. https://www.peertopeerforum.com/resources/research/

2. Running USA. https://runningusa.org/RUSA/News/2019/Running_
USA_Releases_2019_U.S._RunningTrends_Report.aspx 

3. Running in the USA. https://runningintheusa.com/race/list/tn/
upcoming 

4. Classy. https://www.classy.org/blog/the-evolution-of-the-charity-
runwalk-and-the-road-ahead-2/ 

5. Simmons.

6. Light The Way 5K 2018 Race Data (Excel/SPSS)

7. WBIR. https://www.wbir.com/article/news/local/dollywood-light-the-
way-5K-walk-and-run/484546881

8. Mintel.

9. Light The Way 5K. http://www.lighttheway5K.net/

10. Jingle Bell Run for Arthritis. https://www.arthritis.org/get-involved/
jingle-bell-run/

11. Santa Hustle Smokies 5K and Half Marathon. https://santahustle.
com/smokies/

REFERENCES

Figure 9

new awareness, interest, and knowledge levels to the original benchmarks 
gathered in our initial survey. Comparing the new levels of awareness, interest, 
and knowledge to our benchmarks will allow us to see if our campaign has 
completed any of the goals we set out to achieve at the beginning of the 
campaign.
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Race for the right reasons. Light The Way 5K o�ers the opportunity to be 
close with the ones that really matter while running through �ve million 
spectualr lights in Dollywood. Plus, support your local community when 
you register – proceeds bene�t Keep Sevier Beautiful and Dollywood’s 
Share it Forward Foundation. Join us on November XX, 2020 at 11:20 p.m. 
and register today!

Gain by Giving. Give by Running.

#GivebyRunning #LTWSmokies

Light The Way 5K

Joe Smith Light the Way 5Klikes

Sponsored •

1 Comment 4.9K Views

Ring in the Holiday season and give back to yourself, your loved ones, and to the 
local community with Light The Way 5K!

LIGHTTHEWAY5K.NET

Like Comment Share

REGISTER

Gain by Giving. Give by Running.

2

Like Page

A-1 FACEBOOK CREATIVE EXECUTIONS
Paid Facebook

Sometimes we spend too much time during the holidays thinking about 
others that we forget to give to ourselves. At the Light The Way 5K, you 
have the unique opportunity to give to yourself, while giving to your 
family, and Sevierville. Give to yourself and your family by getting some 
fresh air and running under the spectacular lights in Dollywood and give 
to your family and give back to your local communiity by registering – all 
proceeds go towards Dollywood’s Share it Forward Foundation and Keep 
Sevier Beautiful. Join us this year at Light The Way 5K on November XX at 
11:20 p.m.

Gain by Giving. Give by Running.

#GivebyRunning #LTWSmokies

Light The Way 5K

Joe Smith Light the Way 5Klikes

Sponsored •

1 Comment 4.9K Views

Ring in the Holiday season and give back to yourself, your loved ones, and to the 
local community with Light The Way 5K!

LIGHTTHEWAY5K.NET

Like Comment Share

REGISTER

Gain by Giving. Give by Running.

2

Like Page

There’s nothing like having your friends and family together for the 
holidays, and Light The Way 5K o�ers a unique experience to get 
everyone together for a run through �ve million lights at Dollywood. Not 
only will you feel good about giving back to the community, but you will 
also create memories with your loved ones that will last a lifetime. Make 
Light The Way 5K your new Holiday Tradition, and join us on November 
XX, 2020 at 11:20 p.m.

Gain by Giving. Give by Running.

#GivebyRunning #LTWSmokies

Light The Way 5K

Joe Smith Light the Way 5Klikes

Sponsored •

1 Comment 4.9K Views

Ring in the Holiday season and give back to yourself, your loved ones, and to the 
local community with Light The Way 5K!

LIGHTTHEWAY5K.NET

Like Comment Share

REGISTER

Gain by Giving. Give by Running.

2

Like Page
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Light The Way 5K

Get that warm feeling this holiday season. Register for Light The Way 5K 
to been�t two charities: Keep Sevier Beautiful and Dollywood’s Share it 
Forward Program. Run with your friends and family for that extra warmth 
of bonding. Don’t miss out on this spectacular night. Register today for 
the November XX, 2020 race at 11:20 p.m.

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF

Light The Way 5K

Tis’ the season for giving! Gather your friends and family for a spectacular 
night as you and your loved ones enjoy the beauty of Dollywood’s �ve 
million Christmas lights, all while bene�ting Keep Sevier Beautiful and 
Dollywood’s Share it Forward Foundation. Register today for the 
November XX, 2020 race at 11:20 p.m.!

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF

Light The Way 5K

Picture this: You’re with your loved ones, surround by �ve million lights at 
Dollywood, and your only care in the world is your mile-time. Light The 
Way 5K o�ers a jolly night for you and your loved ones. If the hot cocoa 
doesn’t warm you up, the fact that this race bene�ts Keep Sevier Beautiful 
and Dollywood’s Share it Forward Foundation sure will. Reigster today for 
the November XX, 2020 race at 11:20 p.m.!

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF

Light The Way 5K

Oh what fun it is to run! Looking for a fun activity to do with friends and 
family this holliday season? Experience the beauty of Dollywood’s 
spectacular lights, all while bene�ting two great causes: Keep Sevier 
Beautiful and Dollywood’s Share it Forward Foundation. Pick up the pace, 
and register today for the race on November XX, 2020 at 11:20 p.m.!

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF

Organic Facebook

Light The Way 5K

It’s never too early to get in the Christmas spirit. Reigster today to save $5 
on your registeration for Light the Way 5K 2020 on November XX, 2020 at 
11:20 p.m.

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF

Light The Way 5K

Tis’ the season of ghosts and ghouls, but it’s not too early to plan for the 
season of hot cocoa and holiday lights. Reigster today to save $5 on your 
registeration for Light the Way 5K 2020 on November XX, 2020 at 
11:20 p.m.

Register at www.LightTheWay5K.net
Gain by Giving. Give by Running.
#GivebyRunning #LTWSmokies

Month XX at 1:04pm •

Like Comment Share

2

Write a comment... GIF



A-2 INSTAGRAM CREATIVE EXECUTIONS
Paid Instagram
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Organic Instagram



A-4 PINTEREST EXECUTION

A-6 TV COMMERCIAL SCRIPTS
“Share the Light” :30 Second SpotA-5 SNAPCHAT 

FILTER EXECUTION

A-3 TWITTER EXECUTION

Frame 1: OPEN: OPEN (Mom tying her shoes) 
MS: 
MUSIC IN: MUSIC (Upbeat Christmas beat) IN. 

CAMERA: STILL. 

CUT TO: (Medium close up of mom’s wrists). 

Frame 2: MCU: (Mom puts on some sporty wristbands). 

CUT TO: (Medium close up of mom’s head). 

Frame 3: MCU: (Mom puts on a sporty headband). 

CUT TO: (Full body shot of mom running in a suburban neighborhood at 

dusk). 

Frame 4: FBS: (The sky begins to grow dark. The mom check her fitbit, still 

jogging.  Suddenly, 2 kids join her in running, each carrying a 

light on either side of her.) 

 MUSIC MUSIC (Up-beat Christmas beat) OUT. 

 OUT: 

 CUT TO: (Medium close up of mom’s face) 

Frame 5: MCU: (Mom looks pleasantly surprised) 

 MUSIC IN: MUSIC (Christmassy, sappy music) IN. 

 CUT TO: (Full body shot of mom and kids running) 

Frame 6: FBS: (A hoard of people, all decked out in running gear joins the mom 

and kids running. A group of the runners are wearing Keep 

Sevier Beautiful shirts, and another group are wearing Share it 

Forward shirts.  All carrying a light. The mom runs through a 

ribbon and the whole crowd cheers her on.) 

 CUT TO: (Medium close up of the mom smiling) 

Frame 7: MCU: 

 VO: “Light the Way 5k brings you closer with your family and your 

community. This race supports Keep Sevier Beautiful and the 

Share It Forward Program.  Give the gift of togetherness to your 

family and the gift of support to your community on November 

XX, 2020 at 11:20 PM.” 

 CUT TO: SUPER (Light the Way 5k logo on a black background “Gain by 

giving. Give by running.” Right underneath.  

“Lighttheway5k.org” on the bottom.) 

Frame 8: SUPER: 

 VO: “Learn more at lighttheway5k.org.  Light the Way 5k. Gain by 

giving. Give by running.” 
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 CUT TO: SUPER (Light the Way 5k logo on a black background “Gain by 

giving. Give by running.” Right underneath.  

“Lighttheway5k.org” on the bottom.) 

Frame 5: SUPER: 

 VO: “Learn more at lighttheway5k.org.  Light the Way 5k. Gain by 

giving. Give by running.” 

 
 
  

“Invest in What Matters” :30 Second Spot
Frame 1: OPEN (View of a holiday family/friend gathering with gift giving) 
 

MUSIC: MUSIC (uplifting festive music) 
(in and under) 
 
MCS 
 
CAMERA: STILL 

 
 
VO: “The holidays instill joy in our hearts. Joy isn’t defined by  

what we receive, but rather, what we give.” 
 
CUT TO: (Family/friends getting ready for race/running)  

 
Frame 2: MS 
 

VO: “Whether it be giving time and energy to those that matter  
most to us.” 

 
CUT TO: (Pictures of same people volunteering to help with Sevier 

fires and KSB projects) 
 

 
Frame 3: FS 
 

VO: “Giving warmth and hope to people in need.” 
 

CUT TO: (Same singular person running through the race) 
 
Frame 4: FS 
 

VO: “Or giving ourselves the opportunity to be better with each  
and every step.” 

 
CUT TO: (View of race and Dollywood lights) 

 
Frame 5: FS 
 

CAMERA: ZOOM OUT  
 

VO: “Feel the spirit of giving this holiday season by running 
through the festive lights at Dollywood in the Light the 
Way 5k race on November XX, 2020 at 11:20 PM. The  
Race benefits both Keep Sevier Beautiful and the  
Share It Forward foundation. Discover more at 
www.lighttheway5k.org.  

 
CAMERA: STILL  
 
CUT TO: (SUPER of logo over a shot of the Dollywood lights) 

 
 
Frame 6: VO “Light the Way 5k: Gain by giving, give by running.” 
 
  

“Share the Light” :15 Second Spot

Frame 1: OPEN: (Full body shot of mom running in a suburban neighborhood at 

dusk). 

 FBS: (The sky begins to grow dark. The mom check her fitbit, still 

jogging.  Suddenly, 2 kids join her in running, each carrying a 

light on either side of her.) 

 CUT TO: (Medium close up of mom’s face) 

Frame 2: MCU: (Mom looks pleasantly surprised) 

 MUSIC IN: MUSIC (Christmassy, sappy music) IN. 

 CUT TO: (Full body shot of mom and kids running) 

Frame 3: FBS: (A hoard of people, all decked out in running gear joins the mom 

and kids running. A group of the runners are wearing Keep 

Sevier Beautiful shirts, and another group are wearing Share it 

Forward shirts.  All carrying a light. The mom runs through a 

ribbon and the whole crowd cheers her on.) 

 CUT TO: (Medium close up of the mom smiling) 

Frame 4: MCU: 

 VO: “Light the Way 5k brings you closer with your family and your 

community. This race supports Keep Sevier Beautiful and the 

Share It Forward Program.  Give the gift of togetherness to your 

family and the gift of support to your community on November 

XX, 2020 at 11:20 PM.” 



“Charitable Contribution” :15 Second Spot

Frame 1: OPEN (Volunteers helping Sevierville families with fire relief 
Wearing SIF T-shirts) 

 
CU 

 
CAMERA PAN (left to right) 

 
MUSIC MUSIC (uplifting festive music) 
(in and under) 

 
VO: “Spread joy this holiday by supporting the Sevier 

 community. Whether it be lifting up your fellow man
in need.” 

 
CUT TO: (Cleanup project by sif) 
 

Frame 2: CAMERA STILL 
 
FS 
 
VO: “Or maintaining the health, integrity, and beauty of East 

Tennessee.” 
 

CUT TO: (Footage of family running at Light the Way 5k 
with Dollywood lights and decorations in background.) 

 
Frame 3: CU 
 

VO: “Help give back to the wonderful Sevier community this  
holiday season by bonding with those that matter most at
a one-of-a-kind race through the festive Dollywood lights.  
 

 
CUT TO (SUPER of logo over aerial view of Dollywood lights) 

 
Frame 4: SUPER 
 

VO: “Join the fun on November XX at 11:20 PM. Discover 
more at www.lighttheway5k.org. Light the way 5k: Gain by  
Giving. Give by Running.” 
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OPEN:  (View of a holiday family/friend 
 gathering with gift giving)
MUSIC:  MUSIC (uplifting festive music)
 (in and under)  
MCS
CAMERA: STILL
VO:  “The holidays instill joy in our hearts. 
 Joy isn’t defined by what we receive, 
 but rather, what we give.”
CUT TO:  (Family/friends getting ready for 
 race/running)  

Frame 2:  MS
VO:  “Whether it be giving time and energy 
 to those that matter most to us.”
CUT TO: (Pictures of same people volunteering 
 to help with Sevierfires and KSB 
 projects)

Frame 3: FS
VO:  “Giving warmth and hope to people in 
 need.”
CUT TO:  (Same singular person running 
 through the race)

Frame 4: FS
VO:  “Or giving ourselves the opportunity to 
 be better with each and every step.”
CUT TO:  (View of race and Dollywood lights)

Frame 5:  FS
CAMERA: ZOOM OUT 
VO:  “Feel the spirit of giving this holiday 
 season by running through the festive 
 lights at Dollywood in the Light the 
 Way 5k race on November XX, 2020 
 at 11:20 PM. The Race benefits both 
 Keep Sevier Beautiful and the Share It 
 Forward foundation. Discover more at 
 www.lighttheway5k.org.” 
CAMERA: STILL 
CUT TO:  (SUPER of logo over a shot of the 
 Dollywood lights)

Frame 6: VO “Light the Way 5k: Gain by giving.  
 Give by running.”

OPEN:      (Full body shot of mom running in a  
                  suburban neighborhood at dusk).
 FBS:         (The sky begins to grow dark. The    
  mom check her fitbit, still jogging.             
                   Suddenly, 2 kids join her in running,  
                    each carrying a light on either side  
 of her.)
CUT TO:    (Medium close up of mom’s face)

MCU:           (Mom looks pleasantly   
 surprised)
MUSIC IN:   MUSIC (Christmassy, sappy  
 music) IN.
CUT TO:      (Full body shot of mom and kids  
 running)

FBS:        (A hoard of people, all decked out in  
                  running gear joins the mom and      
                 kids running. A group of the  
                 runners are wearing Keep Sevier  
                 Beautiful shirts, and another group  
                 are wearing Share it Forward shirts.   
                 All carrying a light. The mom runs  
                 through a ribbon and the whole  
                 crowd cheers her on.)
CUT TO:  (Medium close up of the mom  
                   smiling)

MCU:
VO:            “Light the Way 5k brings you  
 closer with your family and your
 community. This race supports  
 Keep Sevier Beautiful and the
 Share It Forward Program.  Give  
 the gift of togetherness to your
 family and the gift of support to  
 your community on November
 XX, 2020 at 11:20 PM.”
CUT TO:      SUPER (Light the Way 5k logo  
 on a black background “Gain by
 giving. Give by running.” Right  
 underneath. “Lighttheway5k.org”  
 on the bottom.)

SUPER:
VO:              “Learn more at lightthe  
 way5k.org.  Light the Way 5k.  
 Gain by giving. Give by   
 running.”

Gain by giving. Give by running.
Lighttheway5k.org
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Advertiser: Light The Way 5K     Target: Festive Frolicking Families 

Run Date: XX 2020      Strategy: Gain by Giving. Give by   

        Running. 

Length: 30 seconds      KCB: Family and Giving 

SFX:     SOFT CHRISTMAS MUSIC PLAYING IN BACKGROUND 

     _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

MOM:     “My family and I love getting into the holiday spirit during the   

     holidays by running through the lights at night at Light The Way   

     5K at Dollywood. We love helping our local charities of Keep   

     Sevier Beautiful and Share It Forward. You will feel so proud   

     knowing you are giving back to your community. Join us on   

     November XX, 2020 at 11:20 PM. Gain by Giving. Give by   

     Running. For more information visit our website at    

     www.lighttheway5k.com. 

:15 Second Radio Script

A-9 FLYERS
11 x 17 Flyer

- F R I D AY -
NOVEMBER
xx

11:20  P.M.
SEVIERVILLE, TN

AWARDS INCLUDE
Dollywood Tickets, Season 
Passes, Finishing Medals

A-8 RADIO SCRIPTS



A-10 RECOMMENDED SURVEY QUESTIONS 
FOR POST-RACE SURVEY
1. Did you run this race with your friends and/or family?

 If yes, how many friends/family ran with you in your group?

2. Where did you first hear about the Light The Way 5K race?

• Word of Mouth (Friends/Family)

• Light The Way 5K’s Website

• Dollywood’s Website

• Online News Article

• Facebook

• Instagram

• Twitter

• Pinterest

• Email

• TV

• Radio

• The Mural in Sevierville

• Flyers

• Other Website (Please Specify)

• Other (Please Specify)

3. Where you located within a 2-hour distance of the race?

 Yes  No

4. What is one thing you would like to change about the race? Why?

5. What was your favorite thing about the race? Why?

6. Why did you run?

• Casually Walked (For Fun)

• Casually Ran (For Fun)

• Competitively Ran (Against Others)

• Competitively Ran (Personal Records)

7. How many times have you participated in the Light the Way 5k? 

• 1 (first time race participant)

• 2-4

• 5+

8. How influential was spending time with friends/family when considering 
to participate in the race?

 1  2  3  4  5

9. How influential was the holiday theme when considering to participate in 
the race?

 1  2  3  4  5

10. How influential was the charity/philanthropy when considering to 
participate in the race?

 1  2  3  4  5

11. Did you know this race benefited Keep Sevier Beautiful?

 Yes  No

12. Did you know this race benefited Dollywood’s Share it Forward program 
which assists its employees in time of need?       
 Yes  No

13. Will you participate in the race next year?

• Yes

• No

• Haven’t decided yet


