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A. Introduction & Background of Campaign: 

 
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. Media Kit: 

 
The press kit was designed with the 2014 Festival theme in mind. 
Contents included: 

 Invitation 

 Hot air balloon ornament & pens for media to color 

 8 page, 4-color Media Kit guide book 

 Flash drive containing complete press kit (press releases, story ideas, high resolution photos, 
schedules, links, video clips, and a waiver for a hot air balloon flight) 

Television Press Kit: 

 Hot air balloon stress ball 

 "Cue" card with the Festival PSA on one side, and the links to VIMEO b-roll on the other 

 Flash Drive (included links to the VIMEO video in 3 preferred network formats) 
 

C. Target Audience/Demographics for the Media: 
 
  Media receiving kits had core audience demographics of the following 

 25-54 year olds 

 Female decision makers 

 Concert-goers 

 Food, Wine and Beer Lovers 

 Photographers 

 Income level of $75,000 or higher 

 Los Angeles, Orange, Riverside and San Diego Counties of California 
 
 

 



D. Target location: 
 

The campaign targeted Southern California cities in 3 DMAs of Los Angeles, Orange, Riverside and San Diego 
Counties.  

 San Diego County cities: Escondido, Fallbrook, San Marcos, Poway, Vista,  San Diego and Carlsbad  

 Los Angeles County cities: Beverly Hills, Long Beach, Los Angeles, Azusa/Glendora and Beach areas. 

 Orange County cities: Aliso Viejo, Newport Beach, Anaheim, Anaheim Hills, Brea, Fullerton, Irvine, 
Dana Point, Huntington Beach, Laguna Beach and Mission Viejo. 

 Riverside County cities: Corona, Palm Springs, Canyon Lake, Lake Elsinore, Perris, Moreno Valley, 
Menifee, Temecula, Murrieta and Wildomar 

 San Bernardino County cities: Rancho Cucamonga, Upland, Mira Loma, Mountain 
Communities/Arrowhead 

 
E. Types of Mediums used for Media Outreach: 

 
RADIO 

 PSAs delivered to Musical genre specific radio stations 2 weeks PRIOR to distributing media kits in a 
separate direct mail and also by email 
 

NETWORK TELEVISION & CABLE SHOWS 

 PSAs delivered 2 weeks prior to distributing media kits by mail to Television News, Weather and 
lifestyle reporters in all three DMAS, Cable Specialty Shows 
 

SPANISH MEDIA 

 Spanish version press releases and PSAs to Latino/Hispanic television 
 

DAILY & WEEKELY NEWSPAPERS, LOCAL, REGIONAL AND NATIONAL MAGAZINES 

 Regular press releases to Newspapers and News Journals in Southern California 

 Monthly January through April Press Releases 

 April to May 23 weekly  press releases, 2 press releases the final week 

 Press Kit, with press releases, story ideas, photos, social media-ready video clips 6 weeks prior to 
event. 
 

ENTERTAINMENT & MUSIC WRITERS 

 Concert press releases to music writers of Southern California Newspapers 

 Food & Wine related press releases to food, wine and beer writers 

 Barrel Race invitations to local Media (Event held in April to promote Festival) 
 

SOCIAL MEDIA - Links provided to media that include Festival's 

 Twitter 

 Facebook 

 Pinterest 

 YouTube 

 Vimeo 
 
 
 
 



 

F. Measurable results: 

Number of Publications/Cities/States Targeted    
  

 15 television stations 
 15 radio stations 
 15 Clear Channel Stations (2 Groups) 
 28 publications 
 25 bloggers in the three Southern California Demographic markets 
 
 Hispanic and Chinese television bureaus based in Los Angeles. 
 Counties included Riverside, San Diego, Los Angeles, Orange and San Bernardino.   
 Television markets: Los Angeles, Orange County, Desert (Palm Springs) and San Diego. 

 
 

Percent of Distribution that Covered News 
 
100% geographic Television Coverage was achieved. The campaign received coverage from 12 television stations and 
received coverage in all three television markets. 
 

The Festival was featured on Mundo Fox "Que No Te Cuenten" (What They Don't Tell You). MundoFox is an American 
Spanish language broadcast television network that is operated as a joint venture between Fox International 
Channels subsidiary of 21st Century Fox, Colombian private broadcaster, RCN Televisión SA. 
 
CNC - Chinese News Bureau, also known as Xinhua News Agency, is the official state news agency for China. The 
broadcast team attended the Festival on Saturday morning and broadcasted their coverage following the event. The 
broadcast was also provided online. 
 
Radio promotions were conducted on 16 stations (one more than targeted) and 2 Clear Channel groups.  One of our 
targeted stations provided additional promotions on their sister station. We reached all three demographic markets - 
100% geographic reach and 100% coverage was achieved. 
 
21 Publications of the 28 targeted, provided coverage for the Festival, which included regional and national publications 
outside of the targeted market areas. News coverage of the Festival included inserts and spreads in the Orange County 
and Los Angeles County Register, including an online "Register Connect" promotion that reached 207,000 subscribers 
daily for 7 days through online promotions and eBlasts. The entire campaign was covered by 75% of the publications 
targeted. 
 
24 Bloggers of the 25 targeted covered the Festival, and included all genre specific targets. PubClub, a microbrew 
blogger covered the Food and Beer pairing pre-event, as well as the Festival. Seven separate stories were filed by 
PubClub - one of the Festival sponsors preferred blogger - Anheuser Busch. The campaign reached 100% of the targeted 
genre and 96% of the bloggers. 
 
Media day had a record 23 media representatives in attendance to fly in Hot Air Balloons at 6 a.m. including KPSI, KESQ 
and Mundo Fox Television.  
 
Vocus Report on Festival News by DMA provided insight to additional reach of media worldwide:  Los Angeles, San Diego 
and Palm Springs comprised 57.98% of the Festival news coverage worldwide. The Festival also had 19.15% news 
coverage from National Media with 2.13% coverage from International Media. 
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Longevity of media coverage: 
 
Coverage of the Festival began October 1, 2013 and continued through July 16, 2014 (international coverage pending) 
 
Increase/decrease in media from previous years 

 
Publicity Coverage resulted in 40.4 million impressions. A 5.5% (2.3 million) decrease due primarily to the closure of the 
local daily newspaper and sponsor, The Californian Newspaper. The Californian was acquired by UT-San Diego in May 
2013. For 2014 UT-San Diego required a $10,000 buy-in. As the San Diego market is 10%-13% of our attendance, the 
Festival declined the option. UT-San Diego currently has a circulation of 239,049, a drop from the 2013 circulation of 
296,331. Story coverage in the UT last year included 11 articles rather than 2. 
 
Added value to the campaign was $350,690, more than 3 times (333%) of the Festival's paid marketing budget. 
 
 Value of added television coverage due to publicity and media campaign:  $ 15,978 
 Value of radio on-air promotions and 3rd party partnerships:                 $252,500 
 Value added print:         $  82,21 
 

Supporting Question: 
 
 Update/change: 
 

 Festival Theme was established as "Rising to New Heights" 

 Look and feel of all media focused on the hot air balloons and rising to new heights. 

 Media kit contents focused on the outstanding visual effects of the Temecula Valley Balloon & Wine 
Festival by providing proof sheets of all venues, hot air balloon themed interactive gifts. These 
included a 4 color, 8 page "guide book" to the flash drive media kit, a stress "Hot Air Balloon" ball, a 
hot air balloon ornament partially painted with the title "Color the Balloon and We'll Color Your 
Skies." 

 Genre specific pages in the media guide book directed genre specific writers to the information on 
the flash drive. (Food Pairing, Hot Air Balloons, Concerts)  

 Fewer print media were targeted and subject matter covered by media contact was carefully 
analyzed to provide higher engagement with the media 

 Kits included an invitation to media day on Friday, May 30th  

 Television received CUE CARDS with PSA typed in 18 pt. type on one side and the links to VIMEO B-
Roll in various formats suitable for high definition and social media information printed on the 
reverse side 

 Video suitable for social media provided on flash drive 

 

 

 

 

 



SUCCESS: 
  
With fewer publications in the immediate area, and a consolidation of media outlets, the Festival maintained top of 
mind awareness and realized more use of the B-roll footage and PSAs used on more media than previous years. 
 
Despite the small decline in impressions, The Temecula Valley Balloon & Wine Festival had record attendance: 

 At the gate 

 Pre-paid  

 Online ticket sales 
 
Festival set a record for flying the most media on media day (23), a 196% increase 
 
Targeted campaigns to food, wine and beer pairing media resulted in: 

 

 "The Dish" blogger for Clear Channel Los Angeles was treated to a wine country tour in early April which 
resulted in blogs about the Festival and Temecula Valley Wines on KISS FM 102.7, My 104 FM, and KFI 
blogs 

 7 stories on Pub Club and microbrew website 

 5 Interviews with wine country executive chefs and wine makers on the radio station KPRI food and 
wine show "Lick the Plate" 

 A Festival preview was aired in Wine Country Talk Radio, Leroy Guilford prior to the Festival focusing on 
food and wine 

 KESQ & KPSP Television, CBS & ABC Palm Springs affiliates broadcast the Festival live from 6 a.m. to  

9 a.m. and continued to broadcast segments throughout the weekend, totaling 17 spots on Palm Springs 
network television 

 CBS Los Angeles picked up the B-Roll from Vimeo and utilized some of the KESQ filming for a segment. 

 KTLA Television utilized b-roll footage and information to highlight on “Gayle on the Go" segments for 
the weekend 

 MundoFox covered the Festival, filming from the Hot Air Balloon flight over the Festival on Media day, 
airing the event to their Hispanic audience as a result of the Spanish version of the media and links to 
VIMEO. B-roll footage was also used in broadcast 

 The Festival campaign received coverage from 12 television news programs including international news 
agencies reaching 100% of the geographic market and 80% of the total targeted stations 

 21 out of the 28 Publications targeted provided coverage for the Festival which included regional and 
national publications outside of the targeted market areas 

 The entire campaign was covered by 75% of the publications targeted 

 The entire campaign was covered by 96% of the bloggers targeted. 24 Bloggers of the 25 targeted 
covered the Festival, and included all genre specific targets. PubClub, a microbrew blogger covered the 
Food and Beer pairing pre-event, as well as the Festival 

 Added value to the Festival's Marketing Campaign was $350,690 representing a 21% increase in value 
added marketing 


