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FesTvaLOVERVIEW

Artscape is Americads | ar g20190tArtsEaReENHI cglebrtdits c ar t s
29th year (July 16 7 18, 2010). This annual event will feature 120+ arts and craftspeople from
across the country; visual art exhibits both on and off site; incredible live concerts on three outdoor
stages; a full schedule of performing arts including dance, opera, theate r, fashion, film and classical
music, handson pr oj ect s, childrendéds entertainers, mul ti pl
international menu of food and beverages.
Artscape is an ideal platform for reaching the lucrative Baltimore -Washington area consumer
market. It offers a broad range of niche sponsor ship opportunities where your organization
experiences face-to-face interaction with its target audience in a fun-filled festive environment.
Artscape draws hundreds of thousands of visitors throughout the weekend.
Our flexible corporate sponsorship program offers customized package opportunities. We
encourage all partners and sponsors to be creative and artsy during their three -day presence at
Artscape.
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ARTscaPESPONSOR TESTIMONIALS

AArtscape was such a great match for Mutual
Not only were the event officials professional and friendly in handling our extremely tough
MUTUAL 0f OMARA'S exhibit requirements, but the event itself e xceeded our lead generation expectations. It

would definitely be an event | would recommend for other clients who are looking for a
family-or i ent ed at mosphere. O

Kary Regallis, Program Manager

Aspen Marketing (rep. Mutual of Omaha)

AArt s cap d&venus to anhapae employee engagement through volunteerism. Best
ofall, it provides a great opportunity for citizens of Baltimore and out -of-town guests to
see a diverse mix of top quality visual and performing artists, free of charge. There is a
lotfor t he entire family to see and do. o
Phyllis Reese, Director of Marketing and Communications

Bon Secours Baltimore Health System

AFashion @ Artscape was the best it has ever
hostess all made our weekend the best. It can only get better from this point, Thanks for
having us back for yet another year! o

Ty Brown, Director Mike Williams, Director

Fashion Icons FICA Media Group

ARenewal By Ander s edqwihar resuis. Me menbey of leddevee s
recelved [over the weekend] exceeded our expectations. Working with such a pleasant
feal and professional person | /i ke Emel da was t he
Tracey Cantabene, Retail Marketing Plann er
BY ANDERSEN’ Renewal By Andersen

r" Al't was a real pl ewahsleBatimote©ffiae of Plomotian tedm. t h e
‘ They did a great job and made our first venture together a very successiful one; we are

looking forward to next year and hopefully many years there a f t er . 0
Phil Bradshaw, Area Marketing Manager

SATUIN Saturn

MArtscape is one of the best events in Baltimore. Throughout the weekend, several
factors coalesced which contributed to our success, these included helpful staff, and
GEICO high exposure to the public that resulted in consistent foot traffic throughout the

geico.com weekend. O
McArthur Stephens, Marketing Coordinator
Geico DIRECT

AWe signed up near | pnSigldy wasigned splodh one of thé e r s
maryland @ bLest Aone dayo subwmecdrviepthiedmd.dri ves that

Ross Peddicord, VP Sales & Marketing; Publisher

Maryland Life Magazine



"Of the events we toured this year (2003), Artscape Is our best festival to date. If you

oBES'I: told me there were a million people here, I'd believe it."”
Buv Rodrigo Miranda - Tour Manager GMR Marketing
BestBuy.com Best Buy
. AArtscape was an [ ncr edPabkaré.! Boihe deinagramhies f or H
[éﬁ] and number of attendees that passed through the "You + HP Experience” (our exhibit)
exceeded our goal s. o

| e Chad Tons, President - Infinity Marketing
Hewlett -Packard

( AArtscape was a very successful event Ffor us
B (]
£ Dun“'“ highest of our tour and |t was a great succe
DO“UTS Kelly Carter, Program Manager T Euro RSCG Impact
Dunkin Donuts

AMERIQUEST® AWe made 153% of ourdgofadr i/Amerbitau e19tn gMd retag a
& MORTGAGE COMPANY Jenr"fer D|”S i Passage Events

Ameriquest Mortgage




