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con·flu·ence:

n.: a coming together of people or things;

a merging or flowing together, especially of rivers



Executive Summary

Dos:

1. Hire a full time project manager

2. Create a fully branded, “Disney-esque” experience around your 
brand

3. Engage the broadest team possible

4. Be as transparent as you can across all internal audiences

5. Have a process for scope creep and cost control

6. Remember that success is how OTHER people respond to the 
celebration so have an outside in focus, even with employees

7. Find a few highly creative ideas and make the rest a mechanical 
process

8. Focus on flawless execution tied to your business/corporate 
goals



Executive Summary

Don’t:

1. Do everything

2. Throw a blanket on your planning and team

3. Think you can wing it. It won’t go well

4. Forget about employees who want to help

5. Tolerate poor performers either in your vendor list or working 
team

6. Throw a party. Engage your stakeholders in a memorable 
EXPERIENCE



Marquee Branding Events/Announcements

GreenBuild
Brand

Barometer

YouthBuild 

Phase 2

Launch

Website Launch

350th Ephemeral

Exhibits

North American

Headquarters 

Opening

October 2014

October 2014/

November 2015 October 2014

November 2015
May/June 2015October 2015



Philadelphia
May 30 to June 6



T h e  P l a n n i n g



THE CONTEXT

• Unknown company

• No real relationships with City of Philadelphia in place

• Seeking premiere space in the City of Philadelphia

• Looking to use this premiere space for a never before 

done event



HOW DID WE TURN THIS AROUND?



BY BUILDING RELATIONSHIPS…

NO!

Office 
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US2020
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THE MAYOR



The Oval:  
Secured



CORPORATE STEWARD OF THE YEAR

550+ of the City’s most influential



LOVE PARK



Immeasurable Support 



HOW DID WE PULL OFF THIS EVENT?



Partnership



LEVERAGING THIRD PARTY EQUITY….

● Selected to partner with Visit Philly for launch of 350 event announcement

● Why have someone else announce for you?

- Leverage third party credibility

- Co-ownership allows for COMPOUND IMPACT

●Selected due to influential social media presence and highly-trafficked blog – uwishunu – to 
reach local Millennials, a key audience.

- Future Sensations announced by Visit Philly at a national and travel media press 
conference alongside Philly’s major events e.g. the Papal Visit. 

- Set off a flurry of inbound media inquiries and social media activity that could not have 
been achieved without the partner’s reach and influence.



ANNOUNCEMENT HIGHLIGHTS



CREATING A DIGITAL DESTINATION – AN EVENT MICROSITE



PAID MEDIA AND EARNED MEDIA



• Targets

– Architects & Specifiers - small focus

– Women 25-44, college+ education

• Geography

– Philadelphia MSA

• Timing

– April 25 – June 6, 2015 (6 week window)

• Objective

– Drive defined targets to the pavilions 

while building brand 

awareness and corporate reputation for 

Saint-Gobain. 

WHY?

• Support Saint-Gobain habitat 

goal by reaching architects and 

specifiers

• Support Saint-Gobain 

recruiting efforts for women 

and millennial group

• Support CT’s end-user target 

test of women as decision 

makers on household 

purchases

• Tackle in a cost-effective 

manner in the 5th largest media 

market 

PAID MEDIA STRATEGY



Media Details

Outdoor
Double Decker Bus, Digital Bulletins, Dilworth Park Digital, Silverliner Screens, Oval & 

CCD Banners

Radio WMGK-FM & MORE 101-FM (CT)

Digital
Targeted Web Banner Campaign, Mobile Geofencing, Philly.com Weekend Planner, 

Philly Magazine Social Campaign & E-Newsletter, Architect E-blasts, Visit Philly 

banner campaign

Print Philadelphia Inquirer & Daily News Weekend Sections

Over 17.6 Million

Impressions Delivered!

Approx. 3.33% of overall 

event budget spent on paid 

media

More than doubled media spend 

with negotiated value add

PAID MEDIA PLAN SUMMARY



Double Decker Bus – Key Historic and Tourism Locations



Media Goals

• xxx

– xxx

Digital Bulletins: Key commuter locations (95/Walt Whitman Bridge)



Media Goals

• xxx

– xxx

Dilworth Park Digital 

and Regional Rail



Media Goals

• xxx

– xxx

Around the City: Flags at 

the Oval and Center City 

District



Media Goals

• xxx

– xxx

Radio



Media Goals

• xxx

– xxx

Digital: Philly.com Weekend Planner



Media Goals

• xxx

– xxx

Print: 

Philadelphia 

Inquirer & Daily 

News



EARNED MEDIA



BUILDING EXCITEMENT -- IT’S ALMOST HERE PRESS EVENT – MAY 21!

Leveraging Consumer tactics for a B2B company!



Making News: June 1 Press Conference



Announced:  Three Year Expansion of 
YouthBuild Partnership

PLUS: EXPANSION OF YOUTHBUILD TO SOUTH AFRICA



GOBAIN OR GO HOME: MEDIA TOUR



MEDIA COVERAGE 

MEDIA COVERAGE 



WHAT ELSE?



Light Up the Parkway Party: Sold out 
1,500 tickets in less than TWO hours!



BUT WHY DID WE DO ALL THIS?



CREATING A DIGITAL ECOSYSTEM =…

Billboards
Digital Ads

Social Media 

coverage

Third Party –

Partnerships/

Credibility

Social Media 

coverage

News 

coverage 

print, online 

and TV

Radio 

partnerships
CSR

Artists 

Claim of 

Plagiarism

Inga Saffron 

Attack on 

Concealed 

Commercialsim



“UNEXPECTED” SUPPORT IN RESPONSE TO “ATTACKS” – ARTIST’S CLAIM

• Well, clearly Mr. Boruchow has the right to all art made of lines and angles. Ever. His 
email reads as a sad, hacky publicity stunt more than a sincere effort to protect his 
intellectual property. He must know that his claim is weak, at best, if he is not going to 
move forward with it. There are a range of legal service options for artists, even those 
that fall into his gap. It doesn’t take much integrity to fire off a public email.

FWIW, the Future Sensations piece has lines that cross the boundaries of the cells, is 
sculptural in three dimensions and has a clear technological component. I don’t know 
what “legal experts” he has consulted, but, if he had enough money to pay them, he 
should ask for it back.

• While I certainly understand Boruchow’s worries, this isn’t plagiarism. His design is 
much more clustered and frantic. Future Sensations has a very open type of feeling to 
it and, as mentioned in the comment above, adds new features to it such as the cross 
cell and the 3D component.



“UNEXPECTED” SUPPORT IN RESPONSE TO “ATTACKS” - INGA

jhdylan • Ah once again Ingra the great strikes. I will offer my critique. It was FUN. Cool shapes and neat placement of the 
lights and while maybe not the most spectacular inside interactive presentations to have ever been made. It was FUN. I saw 
lots of other people having FUN on a Saturday night in the city. Add the beer gardens and the food trucks on Eakins Oval, 
boom you have a really FUN night. Couple that with our fair city being the only stop in the Country to have this, well Ingra, how 
about just sitting back at a table in the beer garden, sip on a beer and watch all the people walk around and enjoy themselves. 
After all something's in life do not need to alter the universe. They can for the briefest of moments simply allow us to forget 
about our everyday troubles and enjoy what is presented and offered to us to view and experience. That's just me though, a 
simple man enjoying his life with no need to pretend to be something I am not.

Your Welcome.- Saint-Gobain • Funny how every time I go to Philly.com I am blasted in the face with obnoxious, corporate 
sponsored advertisements. Try to read an article? Video advertisement starts playing. Try to click on a link a screen sized 
advertisement banner floats down. I guess corporate greed is good when it benefits you with money in your paycheck- as 
opposed to a corporate sponsored art project that benefits all residents. I am tired of the corporate bashing that goes on in this 
newspaper. Its no wonder your failing.

Kim Jung Il • Wow, you mean a company would pay for an event like this and would actually dare to advertise during it? What 
is the world coming to?

mikenphilly • Or you could go to the many other FREE corporate sponsored things happening in the city this week...oh wait, 
there are none. Had a great time last night, as it looked like the huge amount of people that were there were also. Since this is 
the only North America stop for this show, was pretty neat that only people in Philly this week will get to see this.

Jim Samuel • guess the 4th of July celebration will have nothing to do with Wawa, correct?

https://disqus.com/by/phillydotcom-b42c09ebe9a81d4c871df0d257b4e380/
https://disqus.com/by/yourwelcomesaintgobain/
http://philly.com/
https://disqus.com/by/ghenghisjohn/
https://disqus.com/by/mikenphilly/
https://disqus.com/by/jim_samuel/


OP-ED BY FAIRMOUNT 

PARK CONSERVANCY 

IN RESPONSE TO 

INQUIRER ARTICLE



The “Way-Homer”: 
Pavilion 5



• Residential Construction
• Commercial Vonstruction
• Energy

Industry Displays

• Transportation/Aerospace
• Medical
• Tech



Inside the 5th Pavilion



Disney-esque level 
details – Cast 
Members for a 
wholy integrated 
experience



The VillageThe “Village”

• Food trucks and Beer Garden managed by Fairmount Park Conservancy
• No cost to Saint-Gobain
• Created a DESTINATION!







Exclusive, private-labeled Saint-Gobain Beers





Beer GardenCertainTeed donated fencing



Family Day













• The House that CertainTeed Built









29 events over 8 days



• 350th VIP Gala



Veterans Day
VETERANS DAY: Homes for Our Troops fundraiser

$10,000 Raised



Architects Event
AIA: Architects Event

140 registrations

Architect, KeiranTimberlake

“The discussion at the Architects’ Event was a highlight….if Saint Gobain continues to 
cultivate that way of interacting with industry partners, I imagine that they will quickly set 
their brands—and services—apart from the rest.

“Before this event, I knew Saint-Gobain solely as a manufacturer of glass…. I did not 
understand the breadth of offerings or the relationship with CertainTeed. The level of 
expertise that your materials scientists are able to communicate at events, presentations, 
and meetings is extremely important to the architectural community.”



METRICS HIGHLIGHTS



114,498 total attendance over 8 days of 
exhibit – this is 8% of Philadelphia 
population



Traffic to Saint-Gobain’s corporate website 
increased 122% during exhibit compared 
to weekly average



193 unique pieces of earned media 
coverage over 10 weeks

38 million+ media impressions 

$1 million adverting equivalency



158 pieces of unique social media content with 
an additional 117 social posts from event 
partners and media

372% increase in engagement on Facebook 
and 426% increase in Twitter engagement

3,653 photos posted on Instagram over 8 days 
using #SaintGobain350







RESEARCH METHODOLOGY

• Partnered with Peppercomm and research firm Beresford

• Leveraged 90 on-street interviews pre-event and 90 on-street 

interviews post-event

• Only those from Philadelphia region were included in the interviews (to 
remove tourists from pool)

• Collected 525 qualified responses from event attendees 

(combination of 325 on-site interviews and 200 surveys 

proactively completed by attendees using a QR code to an online 

survey).



Doubled 
company 
awareness 
from 18% 
to 36%



Achieved 97% understanding of company as forward thinking (a 66% increase)



Achieved 97% understanding of the company as 
innovative (a 53% increase )



Succeeded in having 91% understanding of company 
as green (a 47% increase)



Succeeded in having 94 % understanding of 
company as able to solve the worlds problems (a 
47 percent increase)



SUMMARY DASHBOARD

Relating the pavilions to Saint-Gobain Products

Pre- and Post-Exhibition
Heard of Saint-

Gobain

Saint-Gobain is an 

employer of choice

Age of Saint-

Gobain

Positive Feelings 

about Saint-Gobain

Positive Feelings 

about CertainTeed

Pre 18% 56% 0% 63% 70%

Post 36% 41% 78% 91% 100%

LOOK LISTEN COLOR CREATE DISCOVER

76% 74% 68% 78% 85%

Pavilion:

% of attendees that understood 

its significance:



HIGHLIGHTS FROM ATTENDEE SURVEYS
● Two-fifths ( 39%) of those attending the Future Sensations exhibition had heard of Saint-Gobain; of those, three-fifths 

(59%) had heard of Saint-Gobain prior to the exhibition.

● Overall, 77% of attendees had not heard of Saint-Gobain prior to the exhibition.

● Attendees generally feel Saint-Gobain is “an innovative company” and “a ‘forward-thinking’ company.”

● This Look pavilion was visited most by Future Sensations attendees, followed by the Listen pavilion.

● Just under half of attendees understood the relationship between Saint-Gobain and the pavilions.

● With exception of the DISCOVER pavilion, 90%+ of attendees liked the appearance of the pavilions, and over 80%+ felt 

that the pavilions “excited” them

● More understanding of the DISCOVER pavilion than the others which suggests that it aided the attendees in their 

understanding of the other pavilions.

● 40% of attendees aged 55-64 did not think Saint-Gobain was an employer of choice.

● 30% of attendees aged 18-24 did not understand how the pavilions related to Saint-Gobain.

● The Color Pavilion had the least impact overall.

● Half of  attendees aged 55-64 could not see how the elements of the pavilion could impact their lives.



DEMOGRAPHICS

5%

21%

25%

19%

18%

9%

4%

Under 18

18-24

25-34

35-44

45-54

55-64

65+

Age

Male, 55%
Female, 

45%

Gender

Q18. How old are you?

Q19. Are you male or female?

Base: N=525
Source: Saint-Gobain Future Sensations Exhibition Attendee Survey



DEMOGRAPHICS

58%

7%

7%

5%

4%

17%

3%

Employed full time

Employed part time

Self-employed

Not employed (combined)

Retired

Student

Homemaker

Employment status

21%

14%

13%

13%

14%

25%

Under $40,000

$40,000 - $59,999

$60,000 - $79,999

$80,000 - $99,999

$100,000 - $124,999

$125,000 +

Household income

Q20. What is your employment status?

Q21. What is your approximate household income?

Base: Q20 N=525, Q21 N=512
Source: Saint-Gobain Future Sensations Exhibition Attendee Survey



HIGHLIGHTS FROM ON-STREET INTERVIEWS

Awareness of Saint-Gobain in the on-street interviews is up significantly following the exhibition (from 
18% pre- to 36% post-exhibition).

Awareness of CertainTeed did not rise significantly(from 11% pre- to 13% post-exhibition).

Surprisingly, attitudes of Saint-Gobain being an “employer of choice” decreased after the Future 
Sensations exhibition (from 56% pre- to 41% post-exhibition).

Those interviewed post-exhibition were more likely to feel positive about both Saint-Gobain and 
CertainTeed.

● 100% of those interviewed felt positive about CertainTeed.

Respondents were most likely to have learned about the Future Sensations Exhibition by seeing the 
pavilions.



WHAT SAINT-GOBAIN DOES/MAKE

Q4 Please tell us what you think Saint-Gobain does or makes. [open-ended for unaided awareness] Base: N=525

Source: Saint-Gobain Future Sensations Exhibition Attendee Survey

This Word Cloud was created from responses to the question, “What does Saint-Gobain make?”, which was asked to the attendees during the 
exhibition.



KNOWLEDGE OF CERTAINTEED

Pre-Exhibition Comments

Post-Exhibition Comments



ATTENDEES FEELINGS ABOUT CERTAINTEED

60%

40%

40%

30%

30%

100%

100%

100%

100%

100%

CertainTeed is a good corporate citizen, supporting
local charities and initiatives

CertainTeed is a “green” company

CertainTeed is an innovative company

CertainTeed is a “forward-thinking” company

CertainTeed makes products that help solve world
problems

Please indicate your level of agreement or disagreement with the following statements 
about CertainTeed.

(Slightly agree/Strongly agree)

Pre Post

Q15. Please indicate your level of agreement or disagreement with the following statements about CertainTeed. Please rate each 

using a five point scale, with 1 = Strongly disagree, 3 = No opinion/Don’t know and 5 = Strongly agree. (Top 2-box scores)

Base: Q15 Pre/Post N= 10/12

Source: Saint-Gobain Pre- & Post-Exhibition On-Street Interviews

Pre-Exhibition, most of the people that did 

not feel positively about CertainTeed didn’t 

have an opinion on the company, which 

may indicate a lack of awareness.



Media Goals

• xxx

– xxx

Keep it Classy: 

Thanking partners 

in Philadelphia 

Inquirer



A TRUE TEAM EFFORT

• Communications

• Legal

• HR

• EHS

• Purchasing

• Logistics

• The Businesses

• Finance

• Project Management

• IT

• Risk Management



TWO QUESTIONS:

So What? 

Now What?



WHAT DID WE ACCOMPLISH?

What measureable and meaningful goal(s) did we accomplish through 

branding and communications surrounding the 350th Anniversary? 

• Raised profile significantly in North America at both the national media and 

industry levels

• Established strong baseline for who we are as a company

• Created a proven and replicable third-party advocacy system very strongly 

based on our reputation and ability to say what we will do and then do what 

we say

• Demonstrated the power of the SG brand when we partner with and 

coordinate working brands using common systems and approaches



WHERE DO WE GO FROM HERE?

• Leverage promotional and reputation successes at regional and business 

levels

• Apply a smaller budget more effectively in areas where we can achieve 

biggest, most strategic results: Employer brand, marketing value of the new 

HQ

• Review our communications capabilities across the region

• Move from individual contributors in each business or function toward a 

centers of excellence approach

• Conduct communications skills audit to determine best way to organize 

resources and create a strong communications discipline across the region



QUESTIONS?



THANK YOU!

For Assistance with Planning Your Milestone 

Anniversary, 

Please Contact, lisa@anniversary-university.com

©Anniversary University 2019

All Rights Reserved
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