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FAIR NAME:

CLASS: _    (Example: Small Fair = Class 1) DIVISION: ______

a) What was the goal? Define the challenge/ problem/target audience and explain what you

were trying to accomplish.

b) How did you achieve the goal?  What steps were taken to solve the problem or

accomplish the goal? Who was involved in the project? Include any working relationships

with other agencies/groups.

c) What were the results? Include tangible and quantifiable benefits such as financial,

public or media awareness and attendance. Use percentages when applicable.
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PDF Entry Information

Notes:

Exhibitor Name:   Tiffany Burrow 

WEN:   BCA245 

Division:   Section 2 - Innovation & Managemen 

Class:   17 New Sponsorship Program 

Title:   Alameda County Fair 

Description:   


	Sponsor
	WFA - New Sponsor

	FAIR NAME: Alameda County Fair
	CLASS: 3
	DIVISION: 17
	GOAL: 
Alameda County Fair partnered with Yelp! East Bay for the first time in 2017. This partnership al-lowed Alameda County Fair to tap into two important markets: Millennials and technology. The Fair’s attendance demographic has risen in recent years, and Yelp!’s primary demographic (including the members of their Elite Review program) is younger and tech-savvy. Additionally, Alameda County Fair aims to increase the number of technology sponsors at the Fair, especially due to the proximity to the burgeoning Silicon Valley/Bay Area market.
	ACHIEVE: 
Alameda County Fair’s partnership with Yelp! was largely digitally based to enable the Fair to connect with its ideal targets. The Fair was entitled to one (1) 80-word advertisement in Yelp! East Bay’s June 6, 2017 e-newsletter that is sent to 500,000 subscribers. This ad also featured an image and direct event link. In addition, the Yelp! East Bay was to post six (6) social media posts (two per channel on Facebook, Twitter and Instagram) promoting the Fair. Additionally, the Yelp! East Bay partner-ship helped put tickets in the hands of those most likely to review the Fair on Yelp! (and other social media) – the Elite Review program. Tickets were given away by Yelp! East Bay (photos of some of the lucky winners’ reviews are attached) through social media the yelp.com/events page.

	RESULTS: 
This was the first year Yelp! East Bay partnered with the Alameda County Fair. While this partnership was strictly digital, both Alameda County Fair and Yelp! East Bay received widespread and varied ex-posure on the other partner’s online marketing channels. In the future, Yelp! will be a great partner to consider for additional digital initiatives, including social media takeovers, contests and campaigns.


