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2017 Western Fairs Association Achievement Awards 

Program Marketing & Media Form 

Please submit this form for each division indicated with 
 

Fair Name:     
 
 

Division # and Title: Class#    
 
 

Marketing Goal:    
 
 

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

Who was your target market? 
 
 
 
 
 
 
 

What was the reach? 
 
 
 
 
 

What was the ROI or outcome



 
 

 

 
 

 



PDF Entry Information

Notes:

Exhibitor Name:   Wendy Bozigian 

WEN:   784799 

Division:   Section 1.3 - Media & Marketing 

Class:   05 Social Media Campaign 

Title:   A.V. Fair & Alfalfa Festival 

Description:   


	Division 5 Social Media Campaign Insights
	Division 5 Social Media Campaign

	Fair Name: Antelope Valley Fair and Alfalfa Festival
	Division  and Title: Division #5: Social Media Campaign
	Class: 3
	Marketing Goal: To increase total reach and engagement, ultimately leading to increase in user following
	Form of Promotion: Our most successful social media contest for Fair this year was the introduction of Pop-Up contests. Pop-Up contests were posted randomly during Fair and Facebook users would enter the contests either by "liking" or "commenting" (depending on what the contest posts asked for). After "liking" or "commenting," users were automatically entered into a random drawing to win.
	Who was your target market?: Contests were geared toward the broad range of individuals who visit the Fair. Prizes reflected the wide range of guests from two concert tickets ($60 value) to two unlimited ride wristbands ($70 value). Guests vary in different ages mainly between 25-44 years old, and cities surrounding the Antelope Valley such as Lancaster, Palmdale, Quartz Hill, Rosamond, Santa Clarita, Bakersfield, and more. 
	What was your reach?: This promotion was active between August 4 - August 26. With 11 posts total, contests had a total reach of 62,939 and 3,498 engagements. Our last Pop-Up contest ran for only 2 hours, organically reaching 8,646 and had 779 engagements.
	What was the ROI or outcome?: With a total of 24 winners through our pop-up contests, winners were now encouraged to purchase admission tickets to the Fair. (i.e. If a winner won wristbands, they still needed to purchase admission tickets in order to use them.) After testing what works and what doesn't, the AV Fair will continue this campaign for next Fair, keeping followers on their toes with short-lived, surprise Pop-Up contests.By the end of August 2017, our Facebook likes and follows increased by over 2,000 people from last year, an 8.4% increase, bringing us to over 27,000 page likes and over 26,000 page follows.Instagram followers increased by 17.4% and Twitter by 8.9% followers from last year. Our Facebook posts in total had a reach of 1.85 Million people and 125,259 engagements in our campaigns. 


