
 

BRING IT! 
 

WHAT DO PEOPLE WANT TO SEE  

AT THE AUTO SHOW?  

BRING IT FOR $1,000 PRIZE! 
 

 

 

Research tells us that the main attraction are the cars, and at the 

top of the list are concept cars and specialty vehicles.  They also 

want to be engaged by interactive displays and activities within the 

manufacturer exhibits.  This is much more important than extra 

entertainment that we might provide. 

 

We need you to pull out all the stops to get concept and specialty cars and interactive displays 

into your exhibits.  Last season’s concepts are in mothballs somewhere, but our attendees would 

find them awesome to look at.  We saw pictures of several interactive displays from the recent 

NY International Auto Show that were not huge and didn’t look so hard to ship – they would be 

new for our audience (e.g. Toyota had a clear box filled with common items to show how much 

could fit in the cargo area of a vehicle). 

 

We are ready to offer prizes, $1,000 for First Place, $750 for Second Place and $500 for Third 

Place, for the very best commitments of concepts and attractions that will be in your display 

area for the Albany Auto Show.  This is not about how much money you spend, but how creative, 

interactive and attention-getting your display is. Your commitment/contest submission is due 

by September 21st, 2018, which gives you plenty of time to work with your manufacturers and 

ad groups to set this up.  Submissions will be judged, but prizes will not be awarded until the 

show opens in November.  Prizes may be used as you see fit:  provide lunch for all staff working 

the show one day, subsidize the cost of getting the attraction, keep it all or some of it as Team 

Captain for your efforts – whatever works. 

 

The submission form is on the reverse page.  Don’t miss your chance to win $1,000 and make 

the Albany Auto Show the very best it can be!! 

 

THANKS TO THE TIMES UNION FOR SPONSORING THIS CONTEST FOR THE DEALERS!!! 

 

See this article: http://www.eventmarketer.com/article/nyi-auto-show-six-lessons/#.Wuyy4KI96HI.mailto 

 

https://retrenders.com/tag/car-show/
https://creativecommons.org/licenses/by-nc-nd/3.0/
http://www.eventmarketer.com/article/nyi-auto-show-six-lessons/#.Wuyy4KI96HI.mailto
https://commons.wikimedia.org/wiki/File:Mercedes-Benz_O500LE_chassis_on_display_at_the_2013_Australian_Bus_%26_Coach_Show_(1).jpg
https://creativecommons.org/licenses/by-sa/3.0/


BRING IT! TEAM CAPTAIN DISPLAY CONTEST (Sponsored by the Times Union) 

 

Team Captain Name: _____________________________________________ 

 

Dealership: ________________________________________________ 

 

E-mail: ____________________________________  Phone: __________________ 

 

Manufacturer: __________________________________________________ 

 

Description of Concept Car, Specialty Vehicle or Other Attraction: 

(attach photo or drawing, if possible, and you may attach additional pages) 

 

 

 

 

 

 

 

 
I understand that although judging may take place sooner, for promotional purposes, actual prizes will be 

awarded between Nov. 1 and Nov. 5, to ensure that promised displays are as described.  Substitutions may be 

made with ENYCAR’s approval, but may disqualify for the prize, if not deemed as substantial an attraction as 

what was submitted.  In the event of a disqualification, the prize is forfeit, but an additional $500 prize will be 

awarded to another display, which would be selected at the time of disqualification.  Prizes will be awarded only 

if the submissions include something that will be a true attraction for the show that could potentially be 

advertised in advance, and all prizes may not be awarded, depending on submissions. Consent is hereby given 

to promote the vehicle or attraction submitted here (unless the prize money is designated specifically for 

subsidizing the attraction, and without the prize funds, it is not possible to obtain the attraction).  The Team 

Captain will need to fill out a W-4 if an amount over $600 is going directly to him/her rather than being written 

to the dealership. 

 

___Any prize money will be used exclusively to obtain the attraction. 

 

___Use of prize money undetermined. You may promote our attraction whether or not we win. 

 

__________________________________________________       _______________ 

Signature of Contestant/Team Captain                                                Date 

 

Submit to kim@enycar.org no later than September 21st, 2018. 

mailto:kim@enycar.org


 

AUTO SHOWS: SIX LESSONS ON 
DESIGN, ENGAGEMENT, 
TECHNOLOGY AND STORYTELLING 
B-TO-C EVENTS, PHOTO GALLERY, TECHNOLOGY  

Posted on June 1, 2017 by Sandra O’Loughlin  

Share17  

The 2017 New York International Auto Show, which took place over 10 days in April at the Jacob Javits Center in Manhattan, 

displayed the latest in roomy SUVs, crossovers and trucks, luxury sedans, souped-up muscle cars and all the glitz and glamour 

that two floors filled with shiny new cars can muster. But along with the eye candy, a smorgasbord of activations engaged 

attendees in activities, educated them on the technology under the hood and immersed them in brand stories via virtual reality, 

Instagram-able moments, touch screens, activation tables, dynamic graphic treatments, ride-alongs and more. 

This is experiential marketing in high gear. Following are six lessons we picked up at the show, along with a desire, as 

Steppenwolf would put it, to “Head out on the highway, lookin’ for adventure….” in a brand-new set of wheels. 

 FORD 

Lesson: Make it Sticky 

A key objective at Ford, in addition to showing off hot new vehicles like 

the 2018 Mustang, EcoSport, F-150, the Ford GT supercar and all-new Expedition, is to offer up engagements that encourage 

attendees to come, stay and play a while in its booth. Before they know it, attendees have devoted 45 minutes of their day at the 

show going through various activities designed to capture their attention. In New York, that meant going through a VR 

experience on the “future of mobility,” a big initiative at the company that includes innovations such as the Ford Pass app, a 

Ford bike, self-driving vehicles and enhanced park assist, which were also on display, along with the company’s electrified 

products and a pursuit-rated hybrid police car. 

Besides VR, a Fantastic Face video selfie experience simulated Ford’s eco boost technology in a fun way by blowing air all 

over your face. Attendees received a souvenir card, scanned a barcode, looked at a screen, listened to a countdown and boom, 

their hair was standing on end. Then there was a video game-like activation in which players stood on a pad and, as they leaned 

http://www.eventmarketer.com/category/b-to-c-events/
http://www.eventmarketer.com/category/gallery/photo-gallery/
http://www.eventmarketer.com/category/technology/
http://www.eventmarketer.com/article/nyi-auto-show-six-lessons/
http://www.eventmarketer.com/author/sandraoloughlin/
http://www.eventmarketer.com/article/nyi-auto-show-six-lessons/


right, left, backwards or forwards, traveled down a highway collecting points for time, energy, money and health. Just the thing 

to occupy the kids while mom and dad consider the cars. Agency: Imagination, Detroit. 

 LINCOLN 

Lesson: Add Touch 

While Lincoln’s booth didn’t have the games, it did offer interactive touch 

screens to engage and educate attendees on vehicles such as the upscale Black Label Continental and the inspiration behind its 

three interior design themes—Thoroughbred, Chalet and Rhapsody—along with the appropriate finishes, materials and the 

company’s Black Label service privileges. Attendees picked images on a screen that most appealed to them to guide them to the 

model best suited to their taste and lifestyle. In an activation for the MKZ Navigator, which launched at the show in a Yacht 

Club design theme that featured a blue interior, attendees could change the wheels, add a moon roof, switch out the interior, 

then spin it around to see the final product onscreen and schedule a test drive. Agency: Imagination, Detroit. 

 TOYOTA 

Lesson: Mix High- and Low-Tech 

Sometimes there’s just nothing quite like a little low-tech to illustrate a concept, like how much stuff a car like the Toyota RAV 

4 can hold, which is 73.4 cubic feet, by the way. Toyota made that point clear with a see-through plastic cube filled to the brim 

with everything necessary for a road trip. Another example: a large ruler depicted the adjustable height of its rear lift gate, 

which is good to know if your garage is a little low. But the brand got high-tech with a social wall that displayed tweets and 



photos from consumers and the brand’s social team curated in real time. Attendees also could upload photos of themselves or a 

vehicle tagged #toyota and the name of the show to receive a prize from a social vending machine.  Agency: George P. Johnson. 

 HONDA 

Lesson: Table it 

Honda deployed a 3D interactive table to demonstrate the different Honda 

technologies that go into its new Clarity series of fuel cell, plug-in hybrid and electric vehicles. The overall mission of the 

company is to get to zero emissions. The interactive table’s mission: to educate consumers in simple terms in a quick activation 

where they could spend four to seven minutes in an engagement and walk away with a couple of key ideas. Agency: George P. 

Johnson. 

 NISSAN 

Lesson: Get Dramatic 

As part of its collaboration with Lucasfilm in support of “Rogue One: A Star Wars Story,” 

Nissan created an immersive consumer experience that spotlighted its Nissan Rogue: Rogue One Star Wars Limited Edition 

full-size production vehicle and two custom vehicles at the New York show. A massive, inflatable Death Star hovered over the 

booth, impossible to miss on the exhibit floor. 

A VR experience placed attendees in the center of a simulated battlefield from the movie where they could experience Nissan 

technology in an immersive environment. And another fun interactive: a digital mirror experience where up to two show-goers 



at a time could stand in front of LED screens and be transformed into “Stormtroopers” or Nissan Rogue-inspired robots, then 

receive a photo to share. Agency: George P. Johnson. 

 MAZDA 

Lesson: Tell Your Story 

Mazda is headquartered in Hiroshima, an older factory town with a history 

of craftsmen, sculpture and art, a story that it brought to life at the auto show while keeping the spotlight on its vehicles. One 

engagement showcased the rosewood, aluminum and leather in the cars; another, the attention to detail that goes into the 

painting; and another, the tools used to create the clay models that are still used to develop the cars. It also presented a VR 

experience based on Jinba Ittai, a Japanese term that lies at the center of the company’s rich history and refers to the unity 

between a horse and its rider. In today’s world, that principle translates into the experience between the sporty Mazda Miata and 

its driver. Agency: George P. Johnson. 

 JEEP 

Lesson: Stay on Brand 

From its stand inside the Javits Center to its outdoor Camp Jeep, Jeep’s 

exhibit was all about the adventure of driving a Jeep—and the supercharged 2018 Jeep Grand Cherokee Trackhawk. Jeep stayed 

on brand with its depictions of the great outdoors as a backdrop to highlight the adventure of driving one of its vehicles, then 

offered attendees the chance to experience that firsthand in a ride-along course with a 35-degree angle hill, bumps and tracks 

that demonstrated the Grand Cherokee’s trail-rated capabilities such as its independent suspension system, maneuverability, low 

center of gravity, hill descent features and more—all without tipping over. Agency: George P. Johnson. 

  

 



 

NISSAN 

Lesson: Send in the Hounds 

Who could resist this passel of puppies, which Nissan brought in as part of 

a special one-off creation, appropriately named the Rogue Dogue. Built by Dennis McCarthy, car coordinator for the “The Fast 

and the Furious” films, the Rogue Dogue offered special equipment such as built-in food and water dishes, harness clips, a 

“poop-bag” dispenser, even a 360-degree dog wash shower and integrated dog-drying system. Agency: George P. Johnson. 

  

  

  

 


