2017 WFA ACHIEVEMENT AWARDS PROGRAM
Innovations & Management Excellence
FORM FOR DIVISIONS 13 -27

FAIR NAME: San Diego County Fair
CLASS: 4 (Example: Small Fair = Class 1) DIVISION: 18

a) What was the goal? Define the challenge/ problem/target audience and explain what you
were trying to accomplish.

New for this year, we utilized the technique of geofencing. This allowed us to serve specific ads to
individuals that enter the areas of San Diego that we highlighted. We used this technique for our
beverage festivals (beer, wine, and spirits) and our College Day promotion. Our target market for
our beverage festivals were San Diegans that were looking for entertainment and enjoy beer, wine
or spirits. We were able to geofence all of the local breweries, wineries, and craft cocktail bars
throughout San Diego. For the College Day promotion we geofenced all of the local colleges and
universities through out San Diego. We did this in the hope of increasing attendance and revenue

for the events.

b) How did you achieve the goal? Wwhat 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.
Through Entercom and Smart Reach Digital we created separate campaigns for each event
allowed for a custom message when reaching our target audience. These campaigns were |
and made better daily through a demographic and geo changes.

c) What were the results? Include tangible and quantifiable benefits such as financial,
public or media awareness and attendance. Use percentages when applicable.

Our geofences saw a 1,745 conversions, which means that out of the geofenced impressiol
served, 1,745 came and enjoyed the Fair. Our Toast of the Coast Wine Festival and Compe
saw a 25% increase in revenue as well as an increase for our spirits festival.

The first year of the College Day promotion and only advertising it through mobile and displ
we had 1,033 college students attend the Fair. We ended the Fair with the second highest ¢
of all time with 1,565,933!
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Name CampaignType Impressions
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Contextual 22,704
17 06-17_ CAT_BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Site Retargeting 498
17 06-17_ Event BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Geo Optimized 9,253
17 _06-17_ GeoFence_ BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Search 41,573
17 06-17_ SRT/KW_BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego 05- Contextual 32,134
17 _06-17_CAT_BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Site Retargeting 575
17 06-17_ Event BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Geo Optimized 13,193
17 _06-17_GeoFence_BeerFestival
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Search 59,221

17 _06-17_ SRT/KW_BeerFestival
179,151

e
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Name CampaignType Impressions
SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Contextual 19,420
17 _06-17_ CAT_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Site Retargeting 461
17 _06-17_Event_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Geo Optimized 6,879
17 _06-17_GeoFence_ WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego 05- Search 29,288
17 _06-17_SRT/KW_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Contextual 38,447
17 _06-17_ CAT_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Site Retargeting 689
17 _06-17 Event_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Geo Optimized 15,780
17 _06-17_GeoFence_WineFestival

SanDiegoCountyFair_SmartAudience_SrdSanDiego_05- Search 71,909
17 _06-17_ SRT/KW_WineFestival

182,873
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SanDiegoCountyFair_SmartAudience_SanDiego_06-
17 06-17 CAT _DistilledFestival
SanDiegoCountyFair_SmartAudience_SanDiego 06-
17 06-17_GeoFence_DistilledFestival
SanDiegoCountyFair_SmartAudience_SanDiego_06-
17 _06-17_SRT/KW_DistilledFestival
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Name CampaignType Impressions Clicks
Contextual 42,653 28

Geo Optimized 3,885 8

Search 100,145 45

146,683 81

I

SanDiegoCountyFair_SmartAudience_SanDiego_ 06-
17 _06-17_CAT_CollegeDay
SanDiegoCountyFair_SmartAudience_SanDiego_06-
17 _06-17_GeoFence_CollegeDay
SanDiegoCountyFair_SmartAudience_SanDiego_06-
17 _06-17_SRT/KW_CollegeDay
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Name CampaignType

Contextual 22,907
Geo Optimized 3,841
Search 44,249
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Title:
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	FAIR NAME: San Diego County Fair
	CLASS: 4
	DIVISION: 18
	GOAL: 
New for this year, we utilized the technique of geofencing. This allowed us to serve specific ads to individuals that enter the areas of San Diego that we highlighted. We used this technique for our beverage festivals (beer, wine, and spirits) and our College Day promotion. Our target market for our beverage festivals were San Diegans that were looking for entertainment and enjoy beer, wine or spirits. We were able to geofence all of the local breweries, wineries, and craft cocktail bars throughout San Diego. For the College Day promotion we geofenced all of the local colleges and universities through out San Diego. We did this in the hope of increasing attendance and revenue for the events.
	ACHIEVE: Through Entercom and Smart Reach Digital we created separate campaigns for each event, which allowed for a custom message when reaching our target audience. These campaigns were monitored and made better daily through a demographic and geo changes. 

	RESULTS: Our geofences saw a 1,745 conversions, which means that out of the geofenced impressions we served, 1,745 came and enjoyed the Fair. Our Toast of the Coast Wine Festival and Competition saw a 25% increase in revenue as well as an increase for our spirits festival. 

The first year of the College Day promotion and only advertising it through mobile and display ads we had 1,033 college students attend the Fair. We ended the Fair with the second highest attendance of all time with 1,565,933!


