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A. Introduction and Background of Main Event 

Celebrating 31 years of beautiful hot air balloon launches at dawn, stunning evening balloon glows, world 
renowned musical entertainment in concert, wine tasting, food and wine pairings and family entertainment. 
The Temecula Valley Balloon & Wine Festival has branded the Temecula Valley as the place with "the Balloon 
and Wine Festival" and is one of the highest attended events in Southern California. 
 
Located on the border of San Diego and Riverside Counties, the Festival has an enormous pool of media within 
its reach, with three very large demographic market areas.  These areas include Los Angeles/Orange County, 
Riverside/San Bernardino and San Diego. Major media offices are located anywhere from 40 minutes to 2 
hours from our Festival site. 
 
Each year our challenge is to provide something "new" and exciting, that can entice the producers, editors, and 
photojournalists to take the drive to our Festival for live coverage, while providing pre-event publicity in the 
weeks and months prior to the event. Following the 30th Anniversary and experiencing a decline in the 
number of print media, we had additional challenges and focused our attention on the visual beauty of the 
balloons in flight. 
 

B. Description and Purpose of the Promotion 

The primary purpose of the promotion is to support the Festival's 2014 theme of "Rising to New Heights" while 
providing local school interaction with the Balloon Glow and enhancing the Balloon Glow event. One of the 
most popular entertainment options at the Festival. The Festival committee wanted to give the audience 
entertainment with which they could engage, participate and spread news of their experience through social 
media. 
 
The 2014 Temecula Valley Balloon & Wine Festival chose the theme of "Rising to New Heights" in October 
2013. At this time "Defy Gravity" hot air balloon promoting "Wicked, the Musical" was also discovered and an 
invitation sent to the balloon to appear at the Festival in June 2014. 
 
At the same time an enhancement to the Festival's evening "Balloon Glow" where hot air balloons remain 
tethered to the ground, ignite burners simultaneously, and appear to dance to the beat of music chosen for 20 
minutes of the glow. This enhancement included, surprising the audience with a performance by the Vista 
Murrieta Vocal Jazz Ensemble “Synchronized" where they come from the crowd, singing, and dancing to one of 
the tunes of the glow. A mini-flash choir, the group was mic'd and positioned in front of house sound to 
perform. 
 
Once the "Defy Gravity" hot air balloon was confirmed, the song "Defy Gravity" was chosen for the 
performance. 
 
 
 



 

A special press release was created and distributed through PR Web that focused on all of the entertainment 
venues plus "something wicked." This release was distributed May 21st. At the same time the Festival 
Marketing firm was contacted by the Pantages Hollywood Theater and Broadway San Diego about potential 
cross promotion of the hot air balloon appearance.  
 
The Marketing firm suggested that aside from postings on social media, the theaters could support the Balloon 
Glow performance by providing green glow necklaces with “Wicked” promotional tags for the crowd. 
Additionally, the Hot Air Balloon pilot brought "Wicked" balloon pins, a collectible, to distribute to the choir 
and guests who read the post on Facebook. 
 

C. Description of What is being Promoted 
 
The 2014 Saturday evening balloon glow offered a one-of-a-kind experience for guests at the Festival with the 
appearance of "Defy Gravity," the "Wicked, the Musical" hot air balloon. The Temecula Valley Balloon & Wine 
Festival being the first and only California event to have the balloon.  To honor the balloon's appearance a 
special jazz choir performance was added to the glow, with the choir singing and dancing to "Defy Gravity," a 
pivotal song from the play. 
 

D. What Makes Promotion Different 
 
This promotion was done entirely through utilization of social media posts, e-blasts, two press releases and 
one photo in the press kit. It relied on fans of "Wicked," the balloon glow and the school choir to spread the 
word. The cost to the Festival marketing budget was “0”.  The only additional cost was the addition of 
microphones for the choir. The press release was sponsored by the Festival's ad agency. 
 

E. Target Audience for Promotion 
 
The target audience for the promotion was: 

 Paid attendees of the Festival 

 "Wicked" Fans 

 Festival Facebook Fans 

 National and Local Media 
 

F. Attendance or Number of Participants 
 

 200 Glow Necklaces were distributed within 3 minutes of the Defy Gravity Song 

 200 “Wicked” Pins were distributed with cards 

 12 Members of the Vista Murrieta Vocal Jazz Choir and their Parents participated in the Glow 

 Festival Saturday Attendance up by 19.89% 

 Festival and "Defy Gravity" Wicked Balloon  received 841,645 Impressions from article posts, Social 
Media Posts, Festival Facebook Posts 

 Festival Facebook posts of "Wicked Balloon" top ranked posts of the campaign from 
 January to July 15, 2014 

 "Wicked" was top search term and referral term of press release 5/21/2014 
 
 
 
 
 
 
 



 

G. Tie-In Promotion to Main Event 
 
The promotion supported the Festival's "Rising to New Heights" theme by promoting a sponsored hot air 
balloon and engaging a local high school in the enhancement of the Balloon Glow experience. Audience and 
the high school participants received "Wicked" souvenirs, pins and glow necklaces. Many wore them as halos - 
see photo. 
 
As one of the most popular activities at the Festival, the “Wicked” enhancement produced photos on 
additional social media websites while allowing the participants to feel as though they were part of a unique 
Festival and Balloon Glow Experience. 
 

H. Overall Revenue and Expense Budget of Specific Promotion 
 
Most costs were defrayed through underwriting and 3rd party cross promotion. The only cost was for the 
additional microphones for the choir. 
 

I. Duration of Promotion 
 
Promotion was conducted throughout the month of May. 
 

J. Description of Sponsor or School Involvement 
 
Vista Murrieta High School's choir consisted of 12 students, a director, a music engineer and 24 parents. It 
required a Saturday morning rehearsal at the event, as well as three months of rehearsal by the choir. Their 
involvement allowed them entrance to the Festival, stage passes for the Wine Garden, souvenir glow necklaces 
and pins, photos and video of their participation. (Video is still in production). Both the performers and the 
school expressed a desire to participate in 2015. 
 
"Defy Gravity" the hot air balloon, participated in all available ballooning activities. The balloon is sponsored by 
"Wicked" the Musical, to promote awareness of the play. The Balloon Received 841,645 impressions and 
appeared on four television station broadcasts including Mundo Fox, KESQ Palm Springs, KPSP Palm Springs 
and Xinhua/CNC World News. 
 

K. Overall Effectiveness of Event: 
 
Defy Gravity, the "Wicked" balloon proved to be the most popular post on the Festival's Facebook page 
creating 4,671 shares, likes, clicks and 63,544 impressions from the six posts. 
 
Crowd reaction to the performance produced the largest applause during the glow and created a chance for 
the crowd to become involved with the Glow process. Additionally the 841,645 impressions of the Defy Gravity 
increased the Festival's overall impressions by 2% without additional costs to the marketing budget. 
 
The appearance of the balloon at the Festival was the first in California and the only one this year. 
 
The Wicked promotion team and high school choir director has asked to return for the 2015 event. 


