
Media Elements Included in Campaign 
¤ Sportrons 

¤ LED rings 

¤ Team Websites 

¤ Radio 

¤ Game Day Program Ads 

¤ Newspapers ads 

¤ TV Promotions with logo 

¤ Pocket Programs  

¤ Flyers 

¤ Sampling 

¤ News Letters 

¤ E-mail Blasts 

¤ Hospitality 

¤ PA Announcements  

¤ Highway Marquees 

¤ First Pitch 

¤ Banners 

¤ On Field Promotions 

¤ Direct Mail 

Bonus Impressions     =      18,127,017 

Purina was mentioned in all Press Releases as 
the sponsor of Bark at the Park.  This occurred in 
approximately 65 different press releases which 
appeared in local newspapers and on the 
internet. 



Campaign Summary 

 

** In each case Purina’s logo, print ad, video commercial or name was mentioned ** 

¤ 800+ games played 

¤ 1700+ commercials ran 

¤ 1700+ PA announcement were read 

¤ 65+ press releases were published in news print and on the internet 

¤ Over 3.5 million fans attended these games 

¤ Nearly 600,000 Game Day Programs were delivered with Full Page Ads 

¤ 800,000 plus pocket schedules were given out with Purina’s logo on them 

¤ 53,000 Flyers were posted in local communities and at local business 

¤ 250,000 emails were delivered to fans 

¤ Over 6,000,000 internet hits on team websites and still counting 

¤ 50,000+ pieces of direct mail were sent 

¤ At five (5) ballparks Highway Marquees were used to deliver an additional one million impressions 

In Total:   

Over 39,500,000 impressions were delivered on behalf of Purina to brand loyal Sport Fans.  

Purina’s campaign delivered an impressive CPM of $3.79.   


