
The Rhone Valley 

THE CRUSH

Into the heart of the vineyard and

the mind of the winemaker.



On The Road To Winemaking There Is 
Much Sacrifice And Beauty. 



THE CRUSH (formerly The Winemakers) 
takes 12 people from all walks of life and 

gives them a chance to make their wildest 
dream come true, to create and launch 

their own wine label nationwide. 



In every episode a team of well-known judges from the 
food & wine world design challenges that test each of 
the contestants’ ability to make it as a winemaker. 



The winner of season one launched a 6,000 case red 
table wine called 45 RPM (Ross is a big music fan) 
which sold at participating retailers nationwide. 



Stunning locations and a unique concept. Season two 
of THE CRUSH was shot on California’s Central Coast 
and in France’s magical Rhone Valley. 



Traveling a landscape of winemaking from California 
to France then back again to California, THE CRUSH is 
a one of kind competition. 



But it’s more than just a competition, it’s about wine, 
food, culture, art, history, lifestyle, travel, and most 
of all, making your dreams come true. 



THE CRUSH is a unique opportunity for sponsors to 
connect with millions of upscale PBS viewers who 
are passionate about food, wine, history and travel. 



Season one of THE CRUSH (formerly The 
Winemakers) aired in 89% of all TV Households, and 
nearly 2 million viewers tuned in nationwide. 

Season one 

aired in 92% of 

the top 100 

DMA’s.

In 71% of the 

top DMA’s, The 

Winemakers 

aired in 

primetime ... 

… and re-aired 

more than five 

times in 82% of 

the top 100 

DMA’s. 



Each Month Over 95 Million People Tune Into 
Their PBS Affiliate, And They’re The Kind Of 
Consumers You Want To Reach: 

PBS Viewers are 65% 
more likely to have a 
household income of 
more than $250K.

PBS Viewers are 25% 
more likely to have 
completed post 
graduate study.

PBS Viewers are 67% 
more likely to have 
spent $8K on travel in 
the last year.

PBS Viewers are 45% 
more likely to have 
dined out in the last 
year. 

% more likely than average American. Source: Gfk MRI Doublebase 2014



Impact your bottom line. Sponsorship increases 
purchase preference and positions your brand 
as a leader.

34% 
Public Broadcasting 

18% 
Cable

12% 
Broadcast 

The likelihood to 
purchase from sponsors 
or advertisers is nearly 
twice as high for PBS 

viewers than viewers of 
cable or broadcast 

television. 

% more likely to purchase a sponsor’s or advertiser’s product or service. Source: Harris Poll 2015



Get your brand noticed through on-air spots, A web-
based companion series, Facebook contests, social 
media content, virtual tastings and event-based 
promotions. 



On-Air Spots
Your spot appears before and after each episode for 
as long as season 2 airs on PBS. Season 1 re-aired a 
total of 8 times within 24 months of its premier 
release.  



Web Companion Series 
A web-based companion series will begin airing at the 
same time as the TV series. It includes bonus content, 
branded content and your sponsorship spot.



Friday Facebook Contests
Sponsor products and services host weekly contests 
on Facebook where viewers can win anything from 
wine (gift cards) to trips to wine country.



60-Second Wine Geek
Short, highly shareable sponsored-supported videos 
about wine and wine country will be posted to the 
show’s Facebook page weekly. 



Regional PBS Events
Promotional wine tastings, premier events, tasting 
dinners and auctions will take place across the 
country with participating PBS partner-affiliates. 



$75K
Anchor Sponsor 
15-Second Spot

$50K
National Sponsor
10-Second Spot

$25K
Partner Sponsor
5-Second Spot

Rate Card

 A 15-second spot before and 
after each episode (6) every 
time it airs, an average of 5 
times in 3 months.

 Participation in all 
promotions.

 Don’t have a spot? We can 
produce one for little or no 
cost.

 A 10-second spot before and 
after each episode (6) every 
time it airs, an average of 5 
times in 3 months.

 Participation in all 
promotions.

 A 5-second spot before and 
after each episode (6) every 
time it airs, an average of 5 
times in 3 months.

 Participation in sponsor 
selected promotions.

Call 415-937-4685 for more information about sponsorship 

These rates are applicable for season 2 only. 



Kevin M. Whelan | Free Run Productions

Kevin Whelan is the founder of Free Run Productions and has a long track record of 
producing successful programming for major networks such as the Discovery 
Channel, A&E, Court TV, Health Channel, Travel Channel, TLC, PBS, National 
Geographic, The History Channel and others. Free Run Productions is also the 
largest producer of wine-related TV programming including Uncorked: Wine Made 
Simple (with Ted Allen), The Winemakers, and WINE 101 narrated by David Hyde 
Pierce (Niles on Frazier), three highly successful wine and travel series on PBS. 

About The Producer

Contact Info:
Kevin Whelan
Tel: 415-937-4685
Email: kmawhelan@gmail.com

Follow Us:

www.freerunproductions.com

https://www.facebook.com/freerunpro/
https://www.facebook.com/freerunpro/
https://twitter.com/Freerunpro
https://twitter.com/Freerunpro
https://www.youtube.com/channel/UCYIjlwC4_4NyFg04VCYihEQ
https://www.youtube.com/channel/UCYIjlwC4_4NyFg04VCYihEQ
http://www.imdb.com/name/nm3669630/?ref_=login
http://www.imdb.com/name/nm3669630/?ref_=login
https://www.linkedin.com/in/kevin-whelan-15205b7/
https://www.linkedin.com/in/kevin-whelan-15205b7/
http://www.freerunproductions.com/

