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a) What was the goal?

> Goal 1: The Marin County Fair defined a goal of using analytic research in the decision-making
process for marketing strategies and initiatives for the Fair website design, with email content hierarchy,
and social media posts and boosts.

» Goal 2: We know from data collected at past WFA marketing sessions that the Marin County Fair’s
online ticket sales percentage was 11% of total which was one of the worst in the industry. We learned that
most Fairs have an average of 30% online ticket sales so our goal was to increase that sales number to at
least 20% this year.

b) How did you achieve the goal?

> We established a team that included County web designers and IT staff, Fair marketing staff, and the Fair
administrative team to look at the website, email, and social media analytics to best respond to our users.

AN . .
> Here are some strategies we implemented:

» Marin County Fair Website: Our query was to decide whether to keep the feature “Daily Photo Gallery”
on the homepage of the Fair website. That feature has a large workload element on the backend so we wanted
to make an informed decision about whether to keep it or not. We researched the web traffic analytics for the
past five years and tracked the click and open rates which declined each year.

» Email Marketing: We created a strategy that included dedicated eblasts as well as features into our
monthly enewsletter to encourage fairgoers to buy tickets in advance and online. We discounted online tickets
to support this goal.

> Social Media: We constantly use social media analytics to help in our ticket sales strategy especially with
early bird tickets and discount offers. We study Facebook analytics to learn about who our fans are, what age
they are and where they live. With our Facebook boosts, we created new audience segments to attract new fans
and followers based on their entertainment interests, their proximity to our venue, and their cultural decision-
making habits all with the goal to drive advance ticket sales.

¢) What were the results?

> Marin County Fair Website: We climinated the “Daily Photo Gallery” from the homepage of the
website as our research showed that the traffic was decreasing each year and that our efforts were better spent
on showcasing photos through our social media channels. With social media we also have a better way of
engaging with our fans through likes and comments.

> Email and Social Media: With our email marketing and social media efforts, we increased online
ticket sales from 11% last year to 20% this year. We are thrilled with this result as we now can survey those
ticket buyers to get more analytical data to better serve them in the future.







FACEBOOK - FANS

Your Fans Your Followers People Reached People Engaged

Aggregated demographic data about the people who like your Page based on the age and gender information they
provide in their user profiles,
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Country Your Fans City Your Fans Language Your Fans
United States of America 7.375 San Francisco, CA 936 Engilish (US) 6,888
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FACEBOOK - FOLLOWERS

Net Followers
Net followers shows the number of new followers minus the number of unfoliows.
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FACEBOOK — REACTIONS

Reactions
Likes and other ways people react 1o your Page posts.
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INSTAGRAM

* Followers in 2016: 312 - Followers in 2017: 619
e #marincountyfair 6,311 posts
196 posts total
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< marincountyfair
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posts followers following
Message KRV 4

Marin County Fair
Fairground

June 30-July 4, San Rafael #marincountyfair
www.marinfair.org/
Marin County Civic Center, San Rafael, California

Followed by emilyk415, adobecreekbrewing, sylviejk20 + 7
more

Call Directions




INSTAGRAM
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TWITTER

 Followers in 2016: 772 = Followers in 2017: 896

80 unique posts ¢ Marin County Fair o S

35 Facebook posts

e 22 retweets

COUNTHIEAIR | JURE30BIULY &, 2017

Edit profile

* All Facebook posts linked directly to Twitter

Marin County Fair
@marinfair

Marin County, California - marinfair.org

83 Following 896 Followers

Tweets Media Likes

Marin County Fair @marinfair - Jul 22 v

‘ We love them too!!! Hope you saw them
rock our fairgrounds a few weeks ago.

#marincountyfair fb.me/1v5posEPn

®) ) v, &

‘ Marin County Fair @marinfair - Jul 21 v

marinmagazine.com/August-2017/
fb.me/IHhnNYBWY
O v




TWITTER

JUN 2017 SUMMARY

Tweets Tweet impressions

64 22 9K

Profile visits Mentions

1,392 69

Mew followers
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June 2017 Summary

JUL 2017 SUMMARY

Tweets

87

Profile visits

1,611

Mew followers

22

Tweet impressions

39.4K

Mentions

94

July 2017 Summary
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