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Antelope Valley Fair & Alfalfa Festival
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Fair Name:

4 Outdoor Advertising Campaign

Division # and Title: Class#

. to increase attendance to the Fair and advertise specific events.
Marketing Goal:

Form of Promotion (what type of promotion was it and where did it appear):

We promoted the following events on 8 local buses: Pre-Fair (2) Pre-sale tix/wristbands and "Best
Day Ever!" contest, and (1) Pre-Fair tickets only. Just prior/during Fair the following ads appeared on
buses:(2) in Spanish, La Arrolladora Banda el Limon concert, (1) Military Appreciation Day/Figure 8
Race, (1) Monster Trucks/Demo Derby, and (1) generic theme art Fair dates/website. All ads were
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Who was your target market?

Our target market was people in local Antelope Valley communities, in particular, people riding the
buses and seeing them in the communities of Lancaster and Palmdale. Having a bus stop at the drop-
off point at our Fair made it easy for all ages of bus riders to attend.

What was the reach?

The monthly ridership for all local transit buses is approximately 261,000 a month. Route 9 is the
route that serviced the fairgrounds during fair time (8/18-27/2017). This route alone experienced a 6%
increase in ridership compared to other months, transporting 558 riders during fair time (2085 riders
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What was the ROI or outcome

The ROI per bus for the one month time period they were on the road was $43.70 per day. The cost
to produce and install various Fair ads on 8 buses, was $10,488 ($1,311 per bus). The Antelope
Valley Transit Authority (AVTA) ad space value for each bus was $2,000 for a period of 4 weeks. We
negotiated a Fair sponsorship trade in lieu of paying a total $8,000 for the ad space on the 8 buses to
AVTA. Because this year's Fair theme was centered around grapes ("Cele-grape-tion!") the artwork
was vibrant and eye-catching, the outcome for the bus campaign was positive. We advertise on
between 8-12 buses annually prior and during Fair so have a built-in audience that is used to seeing
them on the local streets at fair time.
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Division 4: Outdoor Advertising Campaign

Generic A.V. Fair ad: "Cele-grape-tion" Theme art
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Military Appreciation Day/Figure 8/Rural Olympics



LUV

LA ARROLLIOG
S L

New $18 Season Pass
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New! Best Day Ever! Coupon in AV Fair 2017 Coupon Book



PDF Entry Information

Exhibitor Name: Wendy Bozigian

WEN: DDEDOE

Division: Section 1.3 - Media & Marketing
Class: 04 Outdoor Advertising Campaign
Title: A.V. Fair & Alfalfa Festival

Description:
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