2017 Western Fairs Association Achievement Awards
Program Marketing & Media Form

Please submit this form for each division indicated with

Washington State Fair

Fair Name:

Division # and Title:

Division 3: Printed Marketing Campaign Class 4

To attract people to the Washington State Fair for Labor Day Weekend, and reinforce Fair dates for the entire run.

Marketing Goal:

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

This was a full color ad that ran in The Seattle Times newspaper on 9/1/17, our opening day.

Marketing strategy was to convey the Fair as a not-to-be missed option for Labor Day weekend, which
is a newly added weekend in our operation.

Who was your target market?

The target market for this ad includes an urban audience (age 24-54), moms and families with school

age children as well as people who enjoy entertainment / festivals / music and were looking for
something to do Labor Day Weekend, living in the Seattle metro area.

What was the reach?
Readership was 575,200 people in the Seattle DMA.

What was the ROI or outcome

The outcome of our advertising efforts this year showed great success. The 2017 Washington State
Fair had well over one million in attendance. On-site market research shows that our guests’ average
annual household income increased, and the number of visitors who came from King County (Seattle,
Bellevue) our number one target geographic area increased as well. We feel that this advertisement
played a role in achieving these outcomes and driving increased traffic to THEFAIR.COM. Spending
levels increased significantly, core per capita up 3.5%, as a result of a targeted campaign that

successfully appealed to the intended target. Additionally, time spent by guests on site increased, as
well.
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THE STATES BIGGEST PARTY STARTS TODAY!

—

N
)

<

g
D>
N

)

7S
AN

IS W 27 S W FFr S W 21N W orS 17 2270 S
B m—  —— | L— f— | —— | ¥ —— 1 ——

"
s

s %
254 %
W
I X

N
X

‘

Waohingten
TATE FAIR

\

w

A\

e

| IR

—

- -

COURTESY OF

KIDS GET IN FREE SEPT. -4 BSew

(AGE 18 & UNDER)

SUPERHERO HEADQUARTERS 2.0 END OF SUMMER BASH
Meet Wonder Woman, Batman, %F SUMMER MONDAY SEPT. 4, LABOR DAY!
a

THEFAIR.COM for scheduled times.
FREE with Fair admission.

© 2017 MARVEL

. %
Spider-Man and more! Check XEN _ Sample Washington’s favorite wines, craft
. gh :} / beer and food while rocking out at the FREE
(25 aw. grandstand music event featuring famous
music from our state, Heart Tribute and more!

\ WASHINGTON'S FAVORITE SIPS & 50,y S

> b (ll‘lw‘u [TV
FREE MUSIC EVENT L(Fll_N!;r\; [.’(!IZZ*Y Pc?2sf=REE .
11:30aM-6:30pPM nlimited rides™ an games on Labor

Day for one low price! Purchase online by

GIANT INSECT ADVENTURE
y RANDY HANSEN: it |
/%i.x X\ | See larger-than-iife animatronic Jimi Henarix Tribute  [RSARA i
\Q\P;“ mfsectlsbplus ?n e:r‘jaztln$g7coﬁlclect|on THE SPAZMATICS: S S R R ETE AR
/7 -\ ct @%@ Oaggaadnﬁiizioon?.l(iléss 5 anad er Various 80’s covers FIRST 2,000 GUESTS ON LABOR DAY, SEPT. 4
KGR 9 : HEART BY HEART:
N under are FREE! : : MILITARY APPRECIATION DAY
2 )2 Heart Tribute o
7/ Dy, FREE gate admission every Monday.

Sponsored by €\ Albertsons SAFEWAY €Y

K1Y O #PartyBigWA THEFAIR.COM



PDF Entry Information

Exhibitor Name: Kayla Thomas

WEN: 7E090E

Division: Section 1.3 - Media & Marketing
Class: 03 Printed Marketing Campaign
Title: Division 3_Printed Marketing C

Description: Seattle Times Intro Ad
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