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SUMMARY



SUMMERFEST MEDIA

STRENGTHS

WEAKNESSES:

AFTER-ACTION REPORT
AUG 30 94

* Excellent coverage of entire three day event

*

*

*

The event was easy to market (low ticket price and popular
groups made this a winning combination

Multimedia was employed to market this event ( T.V.,
newspaper, radio, billboards, and other free publications

Professional, multi-talented, adaptable, and enthusiastic
marketing staff

Local media were enthusiastic about working with Ft. Bliss
Networking opportunities provided by local PAO office
Sufficient budget to properly market this event

Public was informed well in advance of the event

Network Inc. were very professional and supportive

Sponsors preceived a well organized professionally planned
media coverage

Marketing kept within budget constraints

Venue area needed to appear more festive

Would have liked to have received poster/flyers somewhat
sooner

Billboard advertising was too costly, not budgeted, and
had limited public exposure (less than 30 days). Final
decision on billboards should be made by marketing
exclusively
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OPPORTUNITIES:

THREATS:

POC:

* Too many POC’s for media preparations. Marketing must
have full responsibility to coordinate all media.

*  All contracts regarding marketing’s responsibilities should
be coordinated with the marketing branch chief prior to
signing of said contracts

* Negotiations of contracts should include marketing staffs
input as appropriate

* Internal communications between events staff, commercial
sponsorship is essential

*  Previous networking opportunities were not capitalized on
(Chamber of Commerce meetings, AMA...)

* Short lead time on final group selection, vendors, and
sponsor commitments

* Need written clarification on legal use of Marlboro logo
* Insufficient time to properly market guitar promotions

* Marlboro is interested in conducting another 3-day event
at Fort Bliss

* Learned media lingo and tools of the trade
* Bring Marketing into the loop earlier during the planning
* Eliminate “exclusive” deals (media & product sponsors)

* All departments need to adhere to their own responsibilities
and not interfere with other duties

Collette Turnbaugh, Marketing
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MWR VENDOR AFTER-ACTION/SWOT REPORT

STRENGTHS:

WEAKNESSES:

THREATS

SUMMERFEST 94
AUGUST 12, 13, 14

Had full support of both food vendors and
arts & crafts vendors

Good location and venue layout
Food variety was well received by the patrons

Prices were reasonable to the patrons

Location for arts & crafts vendors faced directly
into the sun

Better coordination between Commercial Sponsorship
with Marketing in regards to food vendors and what
Sponsors are planning to sell in the way of food.

Sponsorship agreements with businesses must
specifiy in writing exactly what they are providing.
NO VERBAL AGREEMENTS! Bad business
transaction.

Water availability for sanitation for vendor clean-up and for
drinking needs to be coordinated better

Need to have vendor agreement contract /letter stating
exactly what MWR will provide to include charges for
electricity, vendor fee, etc. coordinated before hand

Suggest more advertising for food vendors and arts and
crafts

Suggest better screening of aris & crafts vendors to prevent
commercialized arts and crafts

Lack of Sponsorship staff to handle problems dealing with
Sponsorship contracts and verbal agreements made to
businesses selling food products

LG0S161702



POC: Sherry Tracy, DCA Marketing, 568-6353

BACKGROUND:

AFTER-ACTION REPORT
SUMMERFEST 94

Preparing for arts and craft and food vendors began
approximately the first week of July. Coordination ran
fairly smooth. Contracts were written up and presented
to the Contracting office who in turn sent the contracts to
each vendor to be signed and returned.

In the contracts it was stated that all vendors must be self
contained to include: generator, or any type of electrical
support. They must also provide their own ice and food

product.

Upon review of the electrical requirements, it was decided
that MWR would supply electrical support for the vendors
due to safety precautions.

Vendor participation went exceptionally well. The following
is a list of actual vendors who participated:

Pizza Hut

William Christmas (Cornbread & Beans)

Mondo’s Concessions (Mexican )

Marshall Enterprises (Funnel Cakes, Spiral Fries)
Austin High School (Gorditas)

My Other Squeeze (Lemonade)

Shaved Ice (Flavored Ice)

Coronado Meats ( Turkey Legs, Burritos, Churrios)
Ely’s (Mexican)

Triple L. Rollin’ (Hot dogs, smoked sausage)
Bob’s B-B-Q (Brisket sandwiches, turkey tails)
Original Roasted Corn (Corn)

*  *  * * 0 *F F X ¥ F ¥ *

It was decided that each food vendor would pay fees
accordingly:
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*  Commercial Businesses----$800.00
*  Small Businesses----$400.00
* Private Organizations----$200.00

Each food vendor paid $400.00 venue fee with the exception
of Pizza Hut, Austin High School and Coronado Meats

It was decided that Pizza Hut did not have to pay the $800.00
but would pay the $400.00 because most commercial
businesses that were called to participate thought $800.00
was to high. Therefore based on this, the decision to charge
the $400.00 to Pizza Hut was confirmed. However, this fee
was then again changed due to the effort of Pizza Hut to help
feed the MP’s and parking crew for the 3 days the concert was
in progress. This resulted in setting Pizza Hut's vendor fee to
$250.00.

Austin High School was not pleased with the $200.00 vendor
fee that was required for them to participate in Summerfest.
They stated that they are a private organization/booster club,
and because they are a booster club supporting only

the Austin High band for equipment and band trips, these were
valid reasons for exempting them from the vendor fee.
Financial Management Services Division was called to

verify this and they mentioned that if indeed they could show
evidence they are a booster club that Austin would not have to
pay the vendor fee. However, Austin High School was not
registered with MWR as being a private organization.

Coronado Meats was exempt from paying the $400.00 because
he only participated for Friday and Saturday. He was charged
$350.00.

Other vendors to participate in Fest:

* World View Travel----$400.00

* Metro Graphics----$200.00 (T-Shirts)
* Face Painting----$100.00

* Game Booths----$250.00 (4 games)
* Gyro Ride----20% of sales
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LESSONS LEARNED:

SUMMARY:

Commercial Sponsorship Vendors:

* Whataburger

* Tombstone Pizza
* Coca Cola

*  Miller Beer

The basic lesson learned from this intense experience
was the ability everyone had to pull together, working as
team members, despite the pressures that were placed
upon them.

This event proved to be a valuable experience for everyone
from the marketing department; dealing with media, print,
advertising, billboards, organizing vendors, and promotions.

Hopefully the most important lesson learned is careful

review of all contracts and agreements which should be made
before they are presented. A task force meeting might be
helpful to review and discuss all transactions prior to any
commitments in the future.

In summary, the event was a great success and created
a warm relationship with Ft. Bliss and the El Paso community,
as well as internally within the directorate.
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Summerfest '94
PRINT MEDIA AFTER-ACTION REPORT

Prepared by Claudia Thompson (for C. Turnbaugh)

Print coverage for Summerfest 94 was handled by Collette Turnbaugh; this report is
a brief overview because it is being prepared in her absence.

Several print media were used for Summerfest ~94, to include: billboards, posters,
flyers, paid ads in newspapers and articles in newspapers. Marlboro also supplemented our

efforts by placing their own ads in local newspapers and printing their own posters and flyers.

Overall, print media planning went very smoothly. There were a few glitches,
however. Following is a brief summary:

Billboards

At first we thought using billboards was a waste of time. Contrary to previous
experience with billboards, they looked great and were very effective. Our biggest
complaints with the billboards were that we did not get a good price on them, and that the
sponsors' logos were too small and poorly placed. We also had a small problem because one
of the major sponsors' logos (La Caliente) was left off and could not be added later.

Posters/Flyers

We had plenty of posters and flyers, but they went out to the community fairly late
because of hold-ups with sponsors' logos. Another problem was that 7-11 outlets did not
hang posters as promised; it is suspected that all outlets never got them from the district
office.

State National Statement Stuffers

We were very pleased with the stuffers except they had the times listed incorrectly.
We decided the benefit out-weighed the harm.

Newspaper articles/ads

Coverage was very comprehensive and turned-out to be much more than we
anticipated.
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Following is a summary of specific coverage:

MEDIUM

DETAILS/DATE RUN

El Norte Newsp. (26K circ) Ad 20" Aug. 10-12

Correo de El Paso

Herald Post (25K circ)

Cover Aug. 12
Article Aug ?

Accent Aug. 11 cover

Article Aug 13

Marlb. Ad full pg Aug 10&12
Marlb. Ad 1/4 page Aug 10

Times (68K circ-100k Sun.) El Tiempo Aug 12 cover

Monitor

KHEY Tune-In Newsp
Billboards

Posters (sf)

Posters (Marlb)

State National

Flyers (sf)

Flyers (Marlb)

Marlb. Ad full pg Aug. 10&12
Article Aug. 15

Article July 13

Article Gannett July ?

El Tiempo listing July 15
Article Aug. 14

SF Ad Jul. 21,28 & Aug. 4,11
Full Page Aug. 11

Frnt Page Teaser Aug. 11
Marlb Ad Jul 21 & Aug 11
Brief w/lg headline Aug 4
Guitar Promo Ad Aug ?
Article Date ?

August issue full page
8 locations
2,000 11x17

5,000 (estim.)

50K Statement Stuffers Jul & Aug

15,000

19,000

o o O

OO OO

SO OOODODDODO O

SO OO OCO

0

$10,000
$275 (est)
0

0

$355 (est)

0

* CANNOT PURCHASE/INTANGIBLE VALUE

VALUE

$333.50
*N/A

*N/A
*N/A
*N/A
$6,321.00
$1,852.95
*N/A
$6,321.00
*N/A
*N/A
*N/A

*N/A
*N/A

*N/A
*N/A
*N/A
$4,500
$10,000

$275

*N/A

$355
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Summerfest '94
Broadcast Media After Action Report

POC: Claudia Thompson, DCA Marketing Branch, 568-3165

BACKGROUND

The Marketing Branch Chief was involved in all planning sessions for
Summerfest, which started approximately six months before the event; however,
the rest of the Marketing staff was not brought into the equation until June 20, at
which point many of the details of the event had been determined and many
agreements had been made by Commercial Sponsorship without consultation with
marketing staff. This was particularly detrimental to the media planning because
Marketing's expertise was not utilized in the negotiation of media coverage.

On June 20th we took over the responsibility for broadcast and print media
exposure and procurement of vendors for Summerfest. Until this time, Commercial

Sponsorship had been negotiating with the broadcast media for dollars for the
event as well as free advertising.

Our main mission at this time (in reference to broadcast media) was to
determine what had been promised to who, and to execute the agreements

previously arranged by Commercial Sponsorship. The following pages summarize

what we got from the broadcast media, what worked well, and what we could do
better next time.

AGREEMENTS AND DELIVERY

Commercial Sponsorship had completed sponsorship agreements with KINT
Channel 26/La Caliente Radio (Hispanic), KVIA Channel 7, Paragon Cable, and

Y96/Power 102/Kool Oldies radio stations by the time marketing became involved.
Following is a summary of the agreements and what we actually received:

z
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BROADCAST MEDIA COVERAGE: PROMISED VS. ACTUAL

(actual)

Ads Live liners/ Live MC's for Cash
(pre- promos remotes event
recorded) tckt stops
Y96/Power 102 134 80 8 yes $10,000
(contract) Saturday
Y96 (actual) 187 (+50 277 (+26 19 yes $10,000
guitar party) | guitar party)
KAMZ (contract) 224 280 1 yes Friday $0
*KAMZ (actual) not avail but | not avail but | not avail yes $0
more than more than but more
promised promised than
(estimated (estimated promised
296 +) 450+) (estimat.
10-12)
Paragon (contract) no specs in n/a n/a no $0
contract
Paragon (actual) " 319 (spread | n/a n/a no $0
over 10
channels)
KVIA (contract) 100 no spec in 1 no $0
contract
KVIA (actual) 211 free not avail 1 no $0
16 paid (estimated
10+)
KINT (contract) no specs in not 1 yes Sunday $10,000
cntract mentioned
in cntract
KINT (actual) 238 not avail 1 yes $10,000
(estimated
10+)
La Caliente no specs in no specs in no specs yes Sunday $0
(contract) cntract cntract in cntrect
*La Caliente 420 420 10 yes $0

* Final affidavits not available

Overall media coverage was substantial, and in most cases the broadcast

(See Affidavits at Appendix C)

media delivered more than was required in the sponsorship agreements.

l

990C141¥02



WHAT WORKED

The El Paso broadcast media were very receptive to our event and supported
it whole-heartedly. The TV stations were much easier to work with than expected;
they were able to deliver production of ads within a very short time-frame, and did
so without complaint. Even more surprising was the ease with which we got live
interviews with the TV stations; all we had to do was call and set-up a time - it
wasn't even necessary to "sell" the event!

After repairing the relationship with Channel 7 (due to a serious
misunderstanding with sponsorship), the station was very supportive and the staff
offered their assistance and know-how in planning for next year's Summerfest.

KINT, who was very responsive from the start, went above and beyond the
call of duty by offering to translate our press release and fax it out to all the Juarez
newspapers for us. Berthil Escobar also met with the El Paso Times for an article

in their Spanish edition, and she wrote an article about Summerfest for one of the
Mexican newspapers.

Radio stations were equally accommodating. When we had a change, they
produced a new ad immediately. Better yet, the radio stations did a new pre-
recorded ad every week - in addition to a heavy schedule of live mentions. KAMZ
93.1 and La Caliente were the best supporters of our cause, flooding the market
with information starting a month before the event. KHEY/Power 102 didn't really
saturate the airwaves until the week of the event.

Live broadcasts from the event were very useful in promoting the show as
well as updating the public on gate traffic and ticket sales (made the media happy,
too). KVIA's live sports broadcast with Lou Romano worked out very well; we

were able to get him up on the stage before the event for an interview with the
promoter.

Network Inc.'s involvement was crucial in both the advance planning of the
event and the coordination of media during the event; without the assistance of
their expertise, it is likely things would not have run as smoothly with the media.

The guitar promos were a success despite the lack of publicity; promotion
planning was coordinated at the last minute. | think the success of these promos

can be attributed to the fact that Marlboro ran the events, utilizing their expertise in
running promo events.

The purchase of advertising on Channel 7 was a good idea, as it mended the
relationship by showing our commitment to them; it also increased our visibility
substantially because paid advertising guarantees prime advertising placement.
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WHAT DIDN'T WORK

This being the first time we ever did anything on this scale, we discovered
many things that didn't work. Following is a summary of things related to the
broadcast media that could be done better next time.

We could have avoided a lot of confusion for El Pasoans if we had
announced the concert through a press conference. For this to work, we would
have to withhold the names of the groups playing until the press conference. In
order to do that, we have to have the groups committed well in advance of the
concert. We were not able to do this for Summerfest '94 because the groups were
not locked-in until one month before the event (must commit at least three months
before so we can start working with the media that far out).

Additionally, marketing should have been brought into the picture very early
in the planning - at least four months out. Marketing was not involved in any of
the event concept planning until the end of June when everything had already been
finalized.

Of particular importance is the early involvement of marketing in the
negotiation of media sponsorship/media buys. Marketing played no part in the
selection of media sponsors and the negotiation of media coverage for Summerfest
94; marketing staff could have lent expertise in what was a good ad schedule and
what was not. It was also difficult to pick up the pieces when sponsorship turned
the media over to marketing because we had no idea of what had been said or
done already.

Another problem was the fact that there were "too many chefs in the
kitchen" when it came to working with the broadcast media. It was very difficult
to try to arrange meetings and make agreements on coverage when other people
were also calling and making arrangements. The media were very confused
because they thought we were all working together, and that we knew what each
other was doing - which was not the case.

The lack of a set advertising budget was another problem we encountered,
and it added to the confusion and lack of bargaining power when negotiating with
the broadcast media. Purchased advertising is a must in order to hit peak play
times on TV and radio media; if you depend on donations only, you can't control
when the ads run. Purchasing advertising also shows sponsors you are committed
to them, and in return they will be more committed to you (and will show it by
giving a lot more free air time). An example of this is Paragon cable's coverage. It
looked great on paper, but when you broke the ad placement down over the 10
channels, we were only getting one ad a day per channel, and not during prime
viewing hours. Had we purchased the advertising, we could have specified when
and where the paid ads would run (and maybe even some of the freebies).
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