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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:   Kayla Thomas 

WEN:   B48F9B 

Division:   Section 1.3 - Media & Marketing 

Class:   04 Outdoor Advertising Campaign 

Title:   

Description:   


	Fair Name: Washington State Fair
	Division  and Title: Division 4: Outdoor Advertising Campaign
	Class: 4
	Marketing Goal: Connect with Washingtonians with eye-catching creative, to encourage them to visit the Washington State Fair
	Form of Promotion: These were a series of transit billboards that were on the public transportation in King & Pierce counties. The were up from August 8 through September 24, 2017.
	Who was your target market?: Drivers and passengers traveling through King & Pierce counties, specifically families with kids age 25 - 54 (primarily women who largely make the decision to attend) and younger entertainment-seekers (teens and young couples) located in local, rural areas as well as surrounding urban centers (Seattle, Bellevue and Tacoma). 
	What was your reach?: The reach was aprox. 15,000 per day or 690,000 for the campaign run.
	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.


