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ABSTRACT

THE EFFECTIVENESS OF PERSUASION: A PROMOTIONAL VIDEOTAPE
FOR THE MICHIGAN RENAISSANCE FESTIVAL

By

Kimberly O'Brien

This thesis is the record of the production and an
analysis of the use of a promotional videotape produced
for the Michigan Renaissance Festival, an outdoor enter-
tainment event that recreates a European village during
the sixteenth century. The videotape was used in con-
junction with a printed information package in order to
secure sponsorships from businesses and to persuade them
to support the Michigan Renaissance Festival. This
written thesis includes a record of the production, a
discussion of persuasion theory, the presentation to
sponsors, and an evaluation of the videotape's effective-
ness as a public relations device.

A script for the videotape is included, in addition
to the information package used by the Michigan

Renaissance Festival in its sponsorship presentations.
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CHAPTER I
INTRODUCTION

The word "Renaissance" has several interpretations, and
has been used to describe everything from a period in art to
a hotel in Detroit. Literally, it means a "rebirth", and is
most often applied to a broad time frame in European history,
roughly the fourteenth to the sixteenth centuries. It denotes
a time of great change in art, commerce, education, and
lifestyle, and is looked upon by historians as the dividing
line between the medieval and modern worlds. The French
historian Jules Michelet described it as "the discovery of
the world, the discovery of man"] and, while that description
may seem a bit grandiose, scholars agree that this
"revolution in thought" had its beginnings in Florence,
Italy, in the fourteenth century. Painting and sculpture
began to show a naturalistic style, expeditions were sent to
new lands, the population increased, and new methods in
agriculture and education and the development of banking
followed. It was a time of great change and growth in

Europe.

1 i
Esmond Wright, The Medieval and Renaissance-World
(London: Hamlyn Publishing Ltd., 1979), p. 230.




This unique and fascinating period in history is
brought to life every year at the Michigan Renaissance

Festival. A Renaissance Festival attempts to capture the

spirit of the Renaissance era with a lighthearted approach
to entertainment, crafts, and food. It is not "living
history", for several accommodations to the twentieth
century are made; however, it is a unique and profitable
aspect of the entertainment business. A festival is an
outdoor event, usually taking place in a wooded area, with
dozens of rustic craft shops and food booths combining to
form a replica of a European village during the Renaissance
era. Entertainers in period costume stroll the dirt paths,
and engage visitors in imprgmptu demonstrations of juggling,
magic, and street theater. Merchants ply their handmade
wares and villagers bow to the King and Queen as they pass by.
All these elements and more combine to create an enjoyable
entertainment event.

The Michigan Renaissance Festival is one of four such
festivals owned by Festivals Inc., an entertainment business
in Minneapolis, Minnesota. Owners Jim Peterson and David
Pearson opened the Michigan Renaissance Festival in 1980
on leased land in the city of Clarkston. The festival
enjoyed increased attendance every year, until it was
determined its growth could no longer be contained in the 40
acre Clarkston site. In 1985, Peterson and Pearson purchased
175 acres of wooded land in Holly, Michigan, approximately

nine miles north of the original festival site. Great
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expansion and improvements were planned for the 1986
Renaissance Festival, and planning meetings began in
December, 1985.

I began my job as the Michigaﬁ Renaissance Festival's
director of public relations in 1984. My responsibili-
ties include writing and designing press kits, press
releases, and brochures, and performing radio and
television interviews. It was most important that I
publicize the event as much as possible, so when Peterson
and Pearson suggested making a Qideotape of the festival,
I eagerly agreed to take the assignment. I had often
come up against one major obstacle in my job: many media
people that I contacted did not realize the scope of the
event, or, worse still, many thought we had something
to do with the Renaissance Center, a high-rise hotel in
downtown Detroit. I believed that a promotional videotape
would be the ideal answer to the question I was often
asked, "exactly what is the Renaissance Festival?"

One of the most important uses we planned for the
videotape was to combine it with our printed material in
a special presentation to local businesses. The
Michigan Renaissance Festival had distributed discount
coupons toward admission at several Detroit area
businesses in the past, but this was the extent of any
outside sponsorship. With the move to the new site in
Holly, it became apparent that an extensive sponsorship

campaign was necessary in order to publicize the 1986 festival.
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I found .the videotape to be a very helpful tool when con-
tacting businesses. The complete process I used in obtaining
sponsorships is presented in detail later in this report,
including the basic principles of pérsuasion theory I utilized.

Although the primary target audience for the videotape
was the business community, we found several other uses for
it, including presenting it to travel groups, tourism bureaus,
and civic organizations. In addition, we had tentative plans
to purchase television time to_ show an edited version. The
videotape was also shown instead of slides when I appeared on
television interview shows.

Evaluation of the videotape was an important aspect in
judging its success. 1 wanfed diregt feedback and comments
about the videotape, in addition to judging its effectiveness
by the number of sponsorships, so I distributed questionnaires
to all the business and organizations that viewed it. The
results of this questionnaire can be found in the conclusion
section of this report, and the printed material used in the

sponsorship presentation is included in the Appendix.



CHAPTER II

PRODUCING THE PROMOTIONAL VIDEOTAPE

PRE-PRODUCTION

Pre-production of the Renaissance Festival videotape
began with the decision-making process. The owners of the
festival, David Pearson and Jim Peterson, of Festivals, Inc.,
either own or are involved in four other Renaissance Festivals:
Michigan, Kansas, Florida, and Minnesota. The Minnesota
Festival is the largest fest}val in the country, and has a four-
person public relations staff that made their own promotional
videotape some years earlier. I saw a copy of this tape, and
I felt that it did not adquately convey the excitement and
pageantry of the Renaissance Festival, especially since it was
made using only a 4" VHS format. A Renaissance Festival is a
very colorful event, and the system they chose to produce their
videotape did not do it justice. Minnesota's public relations
director told me that the tape was never used much as a promo-'
tional device, and was edited for the purpose of television
commercials only. Keeping this in mind, I was eager to begin
making my own videotape for the Michigan Renaissance Festival
as part of my duties as public relations director.

There were many times in the past that I wished we had
some sort of visual presentation of the festival, and I thought
a videotape would be ideal. There were several ways we could

use such a tape:
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1. As in Minnesota, it could be used as the festival's
television commercials,

2. it could be shown to tour group organizers and agents

for group ticket sales as a selling device; and
3. the most important use, it could be shown to businesses

interested in sponsoring the festival.

As I mentioned earlier, the owners were concerned that the new
location of the festival might be a disadvantage. They feared

a great loss in attendance unless the Renaissance Festival was
especially well-publicized for the 1986 season. We had sought
sponsorships in the past, but had not devoted enough time to the
endeavor to make it financially successful for us. Sponsorships
for the 1984 and 1985 festivals had been limited to a few stores
distributing our discount admission coupons. We therefore
planned an extensive campaign to secure sponsorships, and the
first step was to prepare a visual presentation, including a
videotape to highlight the Renaissance Festival.

We first had to decide on the medium to be utilized. The
Renaissance Festival is a very colorful, exciting event, and I
felt that film instead of videotape would best convey its
beauty and fun, especially since Pearson and Peterson were
contemplating purchasing television time to broadcast it.
However, we had to consider that the cost of the production
would be much higher if we used film instead of videotape. We
weighed the pros and cons of eéch medium, and ultimately

decided to produce the project on film and then transfer it



it to videotape for viewing.

I met with David Pearson in July,1985, to work up a
storyboard and rough script for the filming, which would take
place in September during tHe Michigan Renaissance Festival's
sixth season. Pearson was willing to give me free reign over
the project, but he did request that I portray craft demon-
strations, food sales, and crowd scenes. The Michigan
Renaissance Festival is best known for its period costumes
and entertainment,but it's also one of the largest craft shows
in southeastern Michigan, and Pearson wanted to emphasize the
lesser-known aspects of the festival.

My next step was to find an outlet for equipment rental,
which turned out to be more.gifficult than I imagined. I
contacted several Detroit area audio-visual companies, and was
told by all of them that they had closed their film department
and switched to video production. In desperation, I called a
friend at a local animation company and asked for advice. She
recommended Victor Duncan Inc., in nearby Troy, Michigan. They
assured me that, although they dealt primarily in 35mm and 70mm
film equipment for professional production, they would be able
to provide me with a basic 1é6mm package. I next arranged to
purchase eight 400 foot reels of 7291 1émm film stock from
Producers Color Service of Detroit, and four reels of %" audio
tape from Joseph Productions of Southfield. I planned to
process the film stock at the laboratory of Producers Color

Service.



PRODUCTION

Once the pre-production planning was completed, the
production of the promotional videotape began. I was very
pleased with the 16mm equipmenf from vVictor Duncan, and was
eager to begin. The package consisted of an Arriflex 16-S
camera, lenses, zoom motor, battery pack, two tripods, film
magazines, and film change bag. This package did not include
any equipment for sound recording; the cost of a system
utilizing a synchronized sound track was far beyond my budget,
so I also rented a Nagra %" tape recorder to record a "wild"
or unsynchronized soundtrack.

I planned the shooting schedule to take place over the
final three weekends of the festival so that I could film a
great variety of events while allowing for the possibility
of bad weather. In addition, the nature of the entertainment
(mimes, jugglers, magicians etc.) made a flexible schedule
important. I also had to consider my regular duties as
public relations director, such as leading'bress fours and
giving interviews during the feétival day. I estimated
filming approximately five hours during the nine hour festival
day, for a total of thirty hours over the period of three week-
ends. In addition, I also planned to tape sound effects such
as crowd sounds, cheers, and music for the wild soundtrack on
the final day.

Filming began on Saturday, September 14. The weekend's
theme was "Knights and Chivalry", and several equestrian

events were planned. Shooting conditions were ideal, as the day
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proved to be sunny and the crowds were not too heavy. 1
concentrated mainly on an event called "quintaine jousting"
in which riders attempt to lance a ring held by a mechanical
knight. I wanted to convey the grandeur and excitement of
knights racing on horseback, so I decided to shoot from a low
angle up at the riders, giving the impression of a looming
figure. To achieve this, I entered the jousting ring and set
up a low "baby" tripod about fifty feet from the mechanical
knight. In this way, I could get a low angle shot of the
horse coming directly at the camera. This was admittedly
rather a dangerous situation, but the riders assured me that
they could reign the horses to the side as they passed the
camera. I completed several’sequences safely until one of the
horses reared when it approached the camera; the rider fell
off, but fortunately was unhurt. After this near-mishap, I
continued shooting, but at a safe distance.

I filmed the next sequence at the "Flying Dragon", a
human-powered swing in the form of a giant dragon. The bright
sunny day made shooting conditions ideal, with very little
shadow. After filming an establishing long shot, I attempted
to zoom in on the riders, but the movement of the swing was
too fast to follow without blurring the action, so I had to
content myself with closeups of the patrons exiting the ride.

After filming several crowd scenes, I set up my equipment
at one of the outdoor stages in order to film our court jester
and his magic act. I was looking forward to this sequence,

for he is a remarkably animated fellow, in a wildly colorful
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suit. Unfortunately, the stage was surrounded by trees,
which put a portion of his act in shadow. I didn't realize
how much in contrast this would appear with the earlier
scenes until I saw it in post-production; the sequence was not
used in the final edit.

The next scheduled sequence was Jonathan the Foole
(Janathan Haglund), an expert juggler and tightrope walker.

I wished desperately for some sort of high platform so that I
could film him at roughly the same level as he traversed the
rope, but as this was impossible, I had to be satisfied with
shooting from directly below the tightrope. The lighting
conditions were similar to the court jester's scene, but the
trees were not dense enoughoto completely shade the scene.
This sequence proved to be one of the best, with the leaves
throwing just enough shadow to give the scene good depth.

I next began to set up to film the festival front gate
sequence. The front gate resembles a rustic castle entrance,
with a turreted walkway about twenty feet above the ground.

As in previous sequences, I wanted to shoot at the same level
as the figures on the walkway, which proved difficult but not
insurmountable. I removed the tripod from the camera and stood
on a ten-foot ladder while shooting up at a slightly low angle.
Although this perch was rather shaky, most of the sequence was
satisfactory and was used in the final edit.

I used the ladder again in the next sequence, which was the
daily parade, in which most of the entertainers walk through

the festival grounds. I wanted to be above the action shooting
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down, siﬁce I felt this would capture the necessary long shots.
This also resulted in a well-composed scene, most of which
was used in the final edit.

It was late afternoon when I began shooting scenes of
craft demonstrations. The crowds were heayy by this time, and
I was having trouble maneuvering the equipment. (The 1985
attendance was over 94,000, with daily attendance averaging
7,000 to 10,000). I tried to film a glass blowing demonstra-
tion,but was so hemmed in by the crowds that it was very
difficult to get a steady shot. However, a local photographer
saw my plight and barreled his way through the crowd, clearing
a path for me to shoot. This scene also proved very
sucessful, despite a bit of shakiness in the framing.

Most of the next shooting day was sunny and cloudless,
but a few other problems arose. One of the most difficult
sequences I'd chosen to film was the "4 Swords", a group of
swashbuckling fencers. Although their frantic battles
appeared to be spontaneous, they were carefully choreographed.
Since I could anticipate most of their movements, I thought
it would not be too difficult to get a variety of shots.
However, the crowds were also heavy that day, and quickly
formed a tight circle around the fencers. I tried to run
from one side of the circle to the other to get different
angles, but the crowds made this almost impossible. The
footage I was able to shoot was satisfactory, but did not have

a good variety of shots.
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I was afraid of the same problem with the Maypole dance,
my next scheduled shoot. However, it turned out to be one
of the best shots in the production. The Maypole dance
consisted of the Royal Court and other entertainers dancing as
they wound ribbons around a tall pole, and the crowds gave
them a wide berth. I was able to get shots at different
angles, and I even stood beside the pole as the ribbons wound
around me. I was pleased with most of this sequence, and it
was used in the final edit.

The next scheduled shoot was "Human Chess". A large
canvas "chessboard" is laid on the ground, and the Royal
Court and festival goers become the chess pieces, their
moves directed by KinglEdwagd. Once again, I wanted to
shoot from a position high enough to encompass the entire
action, so I placed my trusty ladder on the horse arena
reviewing stand. This sequence was visually satisfactory,
but unfortunately, it is not very clear what the participants
are doing, since the "chess board" is hidden from view.

Although I didn't plan it, I finished most of the
awkward or difficult shoots on the first weekend, which was
fortunate because the weather refused to cooperate during the
next two weekends. September 21 and 22 was the "Children's
Weekend", and I hoped to get good crowd shots on these days.
Unfortunately, the day was rainy and overcast, and I was
forced to wait out several cloudbursts. I tried filming
scenes under the roofs of craft shops and food booths, but the

footage was too underexposed to be used. I was very
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worried at this point, because I still had several scenes
to shoot. The weather cleared a little in the late after-
noon and I continued to shoot, but I knew the overcast
lighting would not match the scenes I'd filmed the previous
weekend. The next scheduled sequences were scenes of
musicians, such as bagpipes, harpists, and groups playing
traditional instruments of the Renaissance era. Although a
little underexposed, most of these scenes turned out fairly
good. However, most were not used in the final production
because of the audio track; the use of an unsynchronized
soundtrack made all the close-ups of musical groups confusing,
since their playing obviously did not match the audio.
I subsequently decided to leave these close-ups out of the
final edit.

The final day of filming, September 28, was partly
sunny, and I hoped to reshoot some of the previous week-
end's sequences. I filmed several juggling acts, and was
very happy with the results for the most part. I was
especially pleased with the footage of "Crazy Richard", our
resident fire juggler. I was able to get close enough to
capture the reflection of the flaming clubs in his eyeglasses.

Another juggling act, "The Flaming Idiots", didn't
turn out quite so sucessfully.As I mentioned earlier,
although the acts appear spontaneous, they are quite care-
fully rehearsed; if I was unable to film enough of a variety
of shots and angles, I would wait until the next performance

to film cover shots. I filmed the wild juggling of the
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Idiots ip long and medium shots (I was unable to get
closer because of the crowd), and planned to film close-ups
at their next performance. When I set up my equipment later,
I was surprised to find that they had completely changed
their costumes; this was the first and only time they had
decided on a costume change. After they finished, they were
most apologetic, but I was unable to find time to reshoot.
Only part of the earlier footage was used in the final edit,
because it lacked a variety of shots.

1 finished the final shooting day with a performance
by"Amen Ra", an African drum and dance troupe. As with the
other musical groups, the use of an unsynchronized soundtrack
would make the close-ups confusing. However, I was able to
shoot several crowd scenes that I was able to use for
cutaway shots.

On the closing day of the festival, I began taping the
audio track using the Nagra tape recorder and a "fishpole"
boom microphone. Since I had planned a wild soundtrack and
voice-over narration, I was not too concerned with exactly
matching the sound effects with the film I'd shot. I
planned to concentrate on a musical background combined with
such sound effects as crowd noises, cheers, and laughter.

There were advantages and disadvantages to the sound
recording system. When filming, I was able to set up my
equipment behind the crowd and use a zoom lens for close-ups;
this did not distract the crowd from the entertainment and

was unobtrusive for the most part. However, when recording
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sound, I had to stand next to the stage in order to hold the
boom as close to the action as possible. I'm afraid I
drew attention away from the acts, but the entertainers were
very gracious about it. The Nagra recorder came equipped with
headphones so I could check the level and sound quality of the
audio as I was taping it. Unfortunately, the noise of the
wind did not register well; I didn't realize how distorted
the musical portion of the audio track was until I heard a
playback later in the week. I was disappointed to realize
that the live music tracks could not be used; a musical
background would have to be recorded in a studio and added in

post-production.

POST-PRODUCTION

As I mentioned earlier, a great deal of thought went into
the decision to choose film over video; one of the determining
factors was the availability of an editing system. There
were several pros and cons I felt applied to film editing.

I had had considerable experience in Super 8mm editing and
limited experience editing videotape. In addition, I would be
able to complete a rough edit at home using only two rewind
reels and a splicer if I chose film. However, both film and
videotape had a distinct disadvantage in that I could not
freely change scenes, rearrange shots, or try different
effects in a studio or production lab without meticulous

preplanning.
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I had originally planned to complete the final edit
at Allied Studios in Detroit, but when I discovered off-line
editing with an operator to assist me would cost $100 per
hour, I was afraid that any experimentation would be
prohibitively expensive. I felt that the cost would inhibit
the "Let's try this and see how it looks" method of editing
that I'd found successful in the past. I simply did not have
the expertise to know what would look good without trying it
out first, and the $100 per hour charge would certainly
limit creativity. Fortunately, Dr. Kent Creswell told me
about Jim Sumbler, a film editor in the Instructional Media
Center of MSU. Jim is a wonderful, funny, creative man, who
agreed with my views on the aesthetic advantages of film, and
was most encouraging with my less-than-confident endeavor.
In addition, the IMC's charge was only $20 per hour for Jim's
time and $10 per hour for the use of the Steenbeck editing
system. So, with a sigh of relief, I began editing in
January, 1986.

Jim began by splicing my five work prints onto two
large reels. He provided me with two rewind reels, a viewer,
and a splicer, and I began making a list of the frame edge
numbers that divided each scene. With this numbers list
completed, I was able to make a "paper edit", which consists
ofwriting a synopsis of each scene plus the edge numbers on
separate pieces of paper, and arranging them in different
possibilities. Then Jim and I began the task of culling the
obviously unusable shots, such as those that were under- or

over-exposed, or poorly framed or focused. Once this rough
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edit was complete, we could begin picking "The good from the
good". Jim Sumbler's philosophy of editing was that "the
difficult part is deciding what to use from the good shots;
it's easy to throw away the bad." I learned this lesson
very well as we discarded good shots in order to tighten the
pace of the production.

As we switched scenes back and forth, I realized I would
have to make extensive changes in the script. I didn't want
a descriptive narration of each scene, but the script did
need to include the three main areas of the festival:
entertainment, food, and crafts. As we neared the completion
of the editing, I revised the script several times and
began to look for a narrator. The festival's entertainment
director recommended David DuChene, an executive from
Greenfield Village with extensive theater experience, and we
planned a recording session for late April. The festival
owner had suggested that the narrator use an "old English"
accent to fit in with the Renaissance -theme, but I felt this
would be confusing and difficult'to unéerstand, aﬁd might
detract from the visual.

Although he is not a professional, David DuChene is a
very versatile announcer, and he gave a perfect reading of
the script in only one take! We made a "safety" copy Jjust in
case, but the sound technician and I were astounded at the
ease with which David read the narration. With renewed

confidence, I began making plans for the musical background.
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As 'I mentioned earlier, the audio recording I'd made
of the musicians at the festival couldn't be used because
of the wind noise. I contacted one of the festival groups,
"A Reasonable Facsimile" composed of Ann and Rob Burns, and
they agreed to come to MSU to tape a soundtrack. Using an
array of period instruments, such as recorders, krummhorns,
citterns and mandolins, they arranged a selection of
Renaissance tunes to fit the four-and-a-half-minute narration.

They also taped shorter versions of the music (sixty and

fhirty seconds) to go with the television commercials I
planned to edit from the film. The audiotape was then
transferred to magnetic tape, and the final editing began.
Prior to beginning the final edit, Jim and I filmed the
production's opening scene in his studio. I had decided to
give the film a "documentary look" by highlighting the
historical theme of the Renaissance Festival. Using an easel,

we filmed several shots of Brueghel and DUrer paintings. I

felt this provided a nice introduction and transition to the
festival footage.

Editing to the soundtrack was the most painstaking part
of the editing process. I was very grateful for Jim's
expertise as we matched the film to the script. He could
easily determine exactly where to cut the film; often it was

the deletion of a single frame that made the production precise:.

With the final editing complete, we could begin the
process of transferring the film to videotape. 1I was looking

forward to the transfer process at Allied Studios, since
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several éhots that may have been over- or under-exposed could
be enhanced during the transfer process. Also, we were able
to add such effects as a credit roll, a closing wipe, and
color enhancing. When the master was finished, I ordered
several half-inch and three-quarter-inch duplicates, and

the distribution to potential sponsors began.



CHAPTER III

SPONSORSHIPS

As I mentioned earlier, the festival owners had decided
that obtaining corporate sponsorships was an important
priority for the 1986 season. In order to publicize the
festival's new location, we hoped to tie our advertising cam-
paign with those of local businesses. These could take
several forms; among those we offered were:

1. Co-op advertising Sponsoring companies would mention

the festival in their advertising, and the festival
would reciprocate.

2. "Bounce Back" discount coupons The festival would

distribute the sponsoring company's discount coupons
in exchange for the same.

3. _Sponsor's Day A festival day would be dedicated to

the sponsoring company, with all festival advertising
identifying it as such.

4, In-Store Promotions Costumed festival performers

would appear at the sponsor's retail outlets.

5. Treasure Hunts Sponsor's product or service is offered

as a prize in treasure hunt on festival ground.

These and other sponsorship opportunities were part of a
"pitch kit" we sent to prospective sponsors. I began this
laborious process by contacting every business within a

twenty-mile radius of the festival. When I called each

20
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business, I asked to speak to either the advertising or
public relations director, as they were the ones usually in
charge of any fund raising efforts. I then described the
festival, and asked if they would be interested in reading
a more detailed package of material. 182 businesses were
called; of these, 65 agreed to accept the pitch kit. After
allowing them approximately ten days to read the material,
I contacted each executive again and asked for an appoint-
ment to discuss sponsorship possibilities. The festival's
general manager, Mary Mann,and I were able to make appoint-
ments with nineteen companies. These nineteen companies
were going to be the target for the promotional videotape,
and would be the real test of my "powers of persuasion".

Our presentations to these companies included the
following: an introductory speech describing the festival
and its history, a quick overview of our pitch kit, and a
viewing of the promotional videotape. Mary and I usually
gave this presentation to the éompany's P.R.- director and
the executive in charge of making the final decision,
usually the vice president of sales or general manager.
Sometimes we would have to make more than one appointment,
and make our presentation to several executives on different
levels of the hierarchy. These presentations were the most
important part of our campaign to obtain sponsorships. Of
course, most of my job as public relations director involves
some level of persuasion, such as persuading the media that

our event is "news worthy", persuading the public to attend
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an event that is quite different from most entertainment,
and most recently, persuading businesses that the Renaissance
Festival would appeal to their clientele. Sometimes the job
could be quite frustrating; persuading soméone to form a
positive opinion about something they know nothing about, or
convincing a jaded reporter that this event is different from
all the rest can be very difficult. However, the task didn't
seem quite as daunting when the power of persuasion was
applied.

Persuasion theory stems from the behavioral sciences, such
as psychology, sociology, and communication, and basically is

the study of the process involved in attitude formation. Closely

related in the persuasion process is opinion change, which is

the specific application of an attitude to a given object or

issue.2

The process of persuasion depends on the following
variables:

the source, which is the originator of the persuasion

attempt; in our quest for sponsorships, the P.R. depart-
ment was the source;

the message, or communication between the source and the

receiver, which in our case was the premise that businesses
would benefit if they chose to sponsor the festival;

the channel, which is the medium used to convey the message.

Our sponsorship campaign was in the form of phone calls,

2Doug Newsome, Writing in Public Relations Practice
(California:Wadsworth Publishing Company, 1981), p. 59.
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létters, an information package or "pitch kit", an
in-person presentation (which is considered a
"personal channel"), and the promotional videotape
(which is considered a "mass media channel");

the setting, which is the environment in which the

message is received. In most of our cases, the
presentation took place in the prospective sponsor's

office, usually with a group present;

the receiver,which is the audiencé that receives the
message; Our target audience for the videotape were
those executives who expressed an interest in spon-
soring the festival, and would arrange an appointment

to see our presentation;

the effect, which is the change, if any, in the attitude

of the receiver.3 Our hoped-for effect was that the
businesses would form a positive opinion of the festival,
and agree to sponsor it in at least one of the forms
mentioned earlier.

According to persuasion theory, several factors can
affect these variables, both from the standpoint of the
receiver and of the source. These factors from a reéeiver's
point of view include variations within the source, within
the message, differences in the channel used, and certain

variations in the setting. From the standpoint of the source,

3Kenneth Andersen, Persuasion Theory and Practice
(Massachusetts:Allyn and Bacon Inc., 1971), pp. 23-26.
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these variations might include his credibility, social
power, relationship to the receiver, and various demograph-
ic characteristics such as gender, age, etc.? When consider-
ing these variables, I'd like to relate them to the persuasion
process we used in our presentations to businesses. (For
reasons of privacy, I have identified by name only those
companies that agreed to sponsor the Renaissance Festival).

Once our first appointment was confirmed, Mary and I
planned a rough outline of our presentation. Although our
basic message remained the same, nameiy, the benefits of
sponsorship, we would sometimes chénge it slightly-depending
on the type of business with which we were in contact. For
example, one of our sponsors was Hamady Brothers Supermarkets
in Flint, Michigan. While Hamady is a successful supermarket
chain, the retail outlets are found only in Flint and cities
in the northern lower peninsula. Because of their limited
area, we did not mention the festival's appeal in the Detroit
area. (Approximately 70%‘of our §atrons'are.from Oéklan§,
Wayne, and Macomb countiés, which are south of the Flint area).
Instead, we emphasized the fact that the new festival site
in Holly is only minutes from Flint, and that we had recently
purchased commercial time on four Flint radio stations. We
stressed the fact that we expected a great increase in attend-

ance from the Flint area, and subsequently, Hamady Supermarket

4Erwin Bettinghaus, Persuasive Communication
(New York: Holt, Rhinehart and Winston, Inc., 1968), p.23.
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agreed to allow Renaissance Festival ticket outlets in
three of their stores, and to include our logo in their
newspaper ads.

An example of a variation in setting occurred when we
met with representatives of the Coca Cola Company. Our
first meeting took place in my office, where Mary and I
presented our material to the regional sales manager and
the marketing director. They gave us a tentative promise
to include the festival in their new promotion, the "Coke
Gold Rush", in which various prize offers were hidden under
bottle cap liners. They gave us aAfirm commitment after we
gave our presentation at a large convention of Coke's
regional and district sales managers. The Renaissance
Festival's cap liner offer (buy one ticket, get one free)
was one of our most successful sponsorships, and helped push
our attendance to over 125,000.

One of the variations from the standpoint of the source
is its relationship to the receiver. An example of this
relationship can be seen in our sponsorship by Beck's Beer.
Archambeau Distributing is the Great Lakes regional dist-
ributor for Beck's Beer, and had been involved in a limited
sponsorship with the festival since 1983. This has included
distributing festival discount coupons to its retailers,
and servicing the beer tents at the festival. Because we had
an established relationship with this company, it was easier
to persuade them to take a more active role in festival

sponsorship. Archambeau Distributing agreed to pay for our
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ticket printing (at a cost of $10,000) in return for the
Beck's Beer logo printed on every ticket.

Another important factor in predicting the effect of the
message is the reference group to which the receiver belongs.
A reference group is defined as "Any group to which a person
relates his attitudes [which] sets group standards or norms
of behavior."> Therefore, the communicator must plan his
message accordingly for maximum effect by focusing the
attention of the receiver on a reference group favorable to
the message.

Bettinghaus states that "the family is one of the
strongest reference groups [and] if the family is against it,
the receiver probably will also be against it."0 Keeping
this in mind, we tailored our message to the Fred Sanders
Confectionery Company accordingly. Sanders is a 100-year-
0old Detroit company that specializes in ice cream and other
desserts in its family restaurants. It had been involved
in Chapter 11 bankruptcy proceedings several years earlier,
and its outlook then was bleak. However, after a valiant
reorganizing effort, Sanders regained its old success and
began to expand. When we approached Sanders, we emphasized
the festival's own expansion and its appeal to a family
audience. As the sales managers watched the promotional

videotape, we pointed out the great number of children in

5Ibid., p.27.

61bid., p.29.
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several ‘scenes, and mentioned that 60% of our patrons came
to the festival in a family group, according to our 1985
polls. As a result, Sanders became one of our most loyal
and enthusiastic sponsors, providing the festival dessert
booths with cakes and hot fudge sundaes at no charge, and
organizing a Renaissance Festival coloring contest for
children at each of their stores.
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